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push the 


EMPIRE 


household brush 


self-service 


merchandiser 


order through your wholesaler, or write: 
Empire Brushes, Inc., Port Chester, N. Y 
in Montreal, Empco Brushes of Canada, Ltd 


































RETAILER’S PROFIT ....... 


#333 CONSISTS OF 60 PIECES PRE-PACKED AT FACTORY 
12 No. 5177 Plastic Bowl Brushes . . . . . Retail |$ .39 | $4.68 | 
12 Firefly Plastic Vegetable and Sink Brushes. Retail | .25 3.00 | 
| 12 No. 5046 Plastic Utility Brushes . . . . Retail |  .29 3.48 | 
12 No. 5019 Plastic Square Scrub Brushes . Retail 49 5.88 | 
12 Blazer Plastic Vegetable and Hand 
OS Sawa ae eee Retail 19 2.28 | 
JA J yee: rr 12.88 | 
RETAILER’S SELLING PRICE ' 19.32 


6.44 





Shipping Weight 16 Ibs. Display size: Height 17”, Depth 15”, Width 20”. 


Prices slightly higher West of the Mississippi 
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kwikset’s new (3) hole 


70 0° 


installation jig 











for proven, fast, trouble free installation 


Kwikset’s new 3 hole jig was used with power drills 
during the recent lock installation contest held at the 
National Association of Home Builders’ convention in Chicago. 


or co 
Jig may also be used with hand brace. \ 39 . . 
81 per cent of all contestants installed Kwikset Hy ae 


locksets in three minutes or less. 


Wess at 





Jig clamps securely on door. Adjusts for 14%" or 144” door. 


Assures accurate right angle holes for perfect lock fit. 
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KWIKSET SALES AND SERVICE COMPANY, ANAHEIM, CALIFORNIA 
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The development of power chain saws has given a tremendous 
boost to timber, pulpwood, and firewood cutting. land clearing and 
tree surgery. Big production puts heavy demands on chain saw 
teeth. Resharpening must be done frequently, accurately and uni- 
formly—with specially designed files for different types of teeth. 


All this provides extra file-selling opportunities that are well 
worth extra effort. Nicholson is doing that very thing to help you 
—by devoting extra space to chain saw files in leading national and 
regional farm papers. Consult your hardware wholesaler as to 
which of the following chain saw files are best suited to your trading 
area. They are available in either Nicholson or Black Diamond 


brand. Finest in the land! 


ROUND CHAIN SAW FILE—For round-hooded chain saw teeth 
(the most widely used in most regions). Enables filer to sharpen 
and smooth at the same time. 

SQUARE CHAIN SAW FILE—For filing simultaneously two cut- 
ting edges of square-hooded teeth. 

FLAT CHAIN SAW FILE (with rounded edges) —For plain cutter- 
and-raker type teeth. 


LOZENGE CHAIN SAW FILE (diamond cross-section )—Preferred 
by some filers for use on square-hooded teeth. 
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ehets, NICHOLSON FILE CO., 23 ACORN ST., PROVIDENCE 1, R.1. <2 


(In Canada, Port Hope, Ont.) 
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ust Among Ourselves 


Informal Editorial Comments 


Equal Opportunity? 
Then Let's Prove It 


It seems to me to be most unfair to the aver- 
age businessman to talk of the dangers of re- 
ducing taxes at this time while there is close to a 
$ billion in taxes that remain uncollected, despite 
the fact that there is no sound or honest reason 
for not collecting these taxes. 


The failure of Congress to levy normal taxes 
on this source represents a direct violation of 
the American philosophy of equal opportunity 
for all and the encouragement of private enter- 
prise. 


These uncollected taxes are the taxes that 
should be collected from the mutuals, the co-ops 
and government businesses that compete with 
private tax-paying businesses, but which do not 
pay their full share of taxes. 


The freedom enjoyed by the mutuals and farm 
co-ops, from the taxes paid by other businesses 
gives them a very important and unfair com- 
petitive advantage. 


The original purpose of the tax exemptions 
given the co-ops and mutuals no longer applies. 
This fact was emphasized by many authorities 
in last vear’s tax hearings in Washington. 


The halting steps taken by last year’s Congress 
toward equalizing the taxation of this group 
was tacit admission that there is no solid legal, 
logical or economic reason for failing to tax these 
businesses on the same basis as other business 
firms. 


The one and only cause for a delay in estab- 
lishing tax equality and collecting this $ billion 
in taxes is the powerful pressure exerted by the 
big co-op and mutval groups on the members of 
Congress. 


The House of Representatives has before it 
now Bill HR 1559, introduced by Rep. Noah H. 
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By W. A. Phair 


Mason, a Republican of Illinois. This Bill 
stands an excellent chance of enactment if you, 
and other full tax paying businessmen, will come 
to the support of Rep. Mason’s efforts. It can 
not be done if you simply sit back and wait for 
others to do it. 


Put your views on record now; make them 
emphatic. Write Rep. Mason; write the Chair- 
man of the Senate Finance Committee; the 
Chairman of the House Ways and Means Com- 
mittee. And above all, write your own Con- 
gressmen telling them you expect them to sup- 
port HR 1559. 


Fair Trade 
Confusion 


The past month or so has been a confusing one 
for Fair Trade. Unless you happen to be a lawyer, 
which we are not, it’s a little difficult to make 
heads or tails out of some of the recent court 
decisions. 


If we listen to the claims coming from the 
anti-Fair Trade boys—especially the big depart- 
ment store interests—we would believe that 
Fair Trade had been killed. 


Yet, the actual facts, as they emerge from a 
reading of the various court actions, reveal an 
entirely different situation. They show that, in 
reality, Fair Trade has gained strength, rather 
than lost. 


In several of the so-called “blows” against 
Fair Trade, the decisions were based on issues 
not involving the Federal Fair Trade Act as it 
now stands. 


The New Jersey case, which did not receive 
the publicity it deserves, reaffirmed the State 
Fair Trade Act. 


The Federal Court in Baltimore upheld the 
Federal Fair Trade Law (the McQuire Act), 

















especially as it affects the shipping of Fair 
Traded goods across state lines. 


The Georgia Supreme Court decision struck a 
discordant note in that it nullified the State 
Fair Trade Act. But here, it is important to 
note, the court’s action is based largely on the 
fact that the Georgia law was passed before the 
Miller-Tydings Act was on the books and he- 
cause it is claimed to violate the “due process” 
clause. 


Time to Stand Up 
And Be Counted 


The recent Fair Trade court actions do serve 
to emphasize one very important point—that ii 
is time for Fair Trading manufacturers to stand 
up and be counted either for or against effective 
Fair Trading. 


If manufacturers claim to Fair Trade their 
merchandise, then it is their moral duty to bend 
every effort to enforce their Fair Trade prices. 


If, however, they do not strictly enforce their 
Fair Trade prices, they are guilty of misleading 
the hardware trade and should drop the pre- 
tense of Fair Trading. 


Too many manufacturers today give lip ser- 
vice to Fair Trade, but little else. Let a small 
hardware dealer cut their Fair Trade price and 
they make a great noise about putting pressure 
on to “correct” the situation. But let a big de- 
partment store or a chain slash a price and they 
conveniently look the other way. 


If you don’t feel that a Fair Trade law will 
be helpful to you, take a look at what happens 
when a Court annuls a State Fair Trade Act. 


Immediately after a Georgia Court killed that 
state’s Fair Trade Act, a store in Atlanta began 
advertising automatic irons at $1.95 off retail; 
a steam iron off $3; a pressure cooker off $2; a 
roaster off $5; a vacuum cleaner off $20; a 
toaster off $6.50. 


That’s only a sample of what happened. Could 
you match this and stay in business? 


Let the few manufacturers who are carrying 
the burden of the fight for court enforcement of 
Fair Trade hear from you; encourage them with 
your support by writing them and selling their 
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Just Among Ourselves 


informal editorial comments 


merchandise. Ask the silent Fair Trade manu- 
facturers what they plan to do. 


And write your Congressman, Let him know 
the sentiments back home. 


No See, 
No Sell 


Sometimes it seems that the average business 
firm feels that it is impossible to do business 
these days without a theme or a slogan. 


You’re probably familiar with at least a dozen 
catch phrases that are supposed to inspire one 
and all to greater efforts. 


I do believe that the expression of a common 
goal or a common desire can be very valuable in 
co-ordinating efforts and as a means of keeping 
all members of a team moving in the same di- 
rection. 


3ut sometimes I think we go too far; we 
stretch too much in an effort to be different or 
clever. 


Despite this rather mild antipathy towards 
slogans, I did run across one recently that seemed 
to me to be especially appropriate for hardware 
stores and I suggest it as a slogan to end all 


slogans. 


This expression seems to me to sum up in four 
short words a most effective business philosophy 
for hardware dealers. 


This expression is: No see, no sell. 


If you pause to consider the meaning of that 
expression, I think you’ll feel as I do, that if we 
all adjusted our efforts to the moral it expresses, 
we'd certainly be doing a better selling job. 


All the activities at your store—your displays, 
your promotion, your choice of merchandise, are 
all pointed to getting the customer within that 
magic three feet of the cash register where the 
sale is finally made. 


If you can’t get him to that magic area—if 
you can’t see him, then all your other e‘forts 
have been without value. This applies equally 
to outside selling and to floor selling. 


So, the next time you feel you need a slogan 
or a theme, think of .. . No see, no sell. 
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These best-sellers by LOCKWOOD 
build sales and...Customer Satisfaction 


Here’s a complete line of screen-door hardware that not only builds profits but satis- 
fied customers, too. Lockwood quality means years of trouble-free service . . . you get 
plus-profits in extra sales by customer-recommendation. 

Order now. Be ready for Spring-time business. Select the items your customers will 


be looking for with the first blooms of spring. 





CYLINDER LOCK SET — Provides real security for 
screen doors. Locked by key in cylinder outside 
or slide-button inside. Easily installed; available 
in polished or dull brass finish. Priced for volume 
selling. No. 8595, for 133” doors; No. 8596, for 
11,” doors. 





RIM LATCH SET — Requires no mortising. Latch 
bolt is operated by knob or lever; slide stop in- 
side locks both knob and lever; latch case is cast 
iron, trim is wrought steel, dull brass finish. For 
use on right or left hand doors. Backset 14”. 
No. 4115. 








SCREEN DOOR CLOSER— DeLuxe Model No. 3002, 

top quality in screen door closers, has protective 

cushion spring, pearl gray finish. Reversible for 

either right or left hand doors. Packed with com- 

lete instructions for installation. Also available, 

a model with heavy, exposed spring. No. 
1. 
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TUBULAR LATCH SET — A smooth-working set 
that’s been a best-seller for years. Latch bolt is 
operated by knob or lever; slide stop inside 
locks both knob and lever. Wrought steel, dull 
brass finish. For use on right or left hand doors. 
Backset 134”. No. 5597. 





PUSH-PULL LATCH SET — The new, easily installed 
set for those who want push-pull action. Door 
unlatches when inside lever is pushed or outside 
lever is pulled. Slide button inside locks outside 
lever. Easily installed by boring through door 
stile. Attached by machine screws. Brass lacquer 
finish. No. 4120. 





LOCKWOOD HARDWARE MANUFACTURING COMPANY 
Fitchburg, Massachusetts 
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NEWS and ViEws 


By Washington Bureau of 
HARDWARE AGE 


Hardware Business Prospects 
Seen As Better Than Normal 


Commerce Secretary Sinclair Weeks predicts that 
business—from factory to retail levels—has a rosy 
future for the remainder of 1953. 

Hardware and other durables’ prospects are seen as 
better than normal. 

Specific predictions for increased sales include the 
following: power machinery, including small motors 
and power tools, television and radio, gas and electric 
appliances, chemicals, synthetic and plastic articles, 
and rubber goods. 

Optimism is based on the newest government sur- 
vey, paying particular attention to order backlogs at 
the manufacturing level, and new orders from whole- 
sale and retail levels. 

Backlogs have held steady at $73 billion for the past 
five months. The only drop since last autumn has re- 
sulted from the defense stretch out. Increased orders 
for consumer goods held the line. The backlog of 
civilian type goods now equals that of military re- 
quirements. 


OUTLOOK—Despite the pile-up of orders 





at factory levels, retailers may expect 
prompter deliveries of autumn and winter 
stocks. The raw materials supply, except 
nickel, is improving steadily. 
Pressure Mounts for Stand-By 
Emergency Business Controls 
Although the Eisenhower Administration - stil] 


hasn’t taken any unified position on the need for 
future Federal controls over business, individual gov- 
ernment officials are urging Congress to approve a 
one-package control bill that would affect retailing in 
several important ways. 

If the Senate should decide to write a new control 
law taking in all the proposals advanced by Adminis- 
tration spokesmen, retailers would be faced—starting 
July 1—with a strict new control pattern. This would 
include the following: 

1. The White House would be authorized to freeze 


10 


all prices and wages for 90 days at any time inflation 
appears to be getting out of hand. 

2. Controls over instalment buying (Regulation W) 
could be clamped on again by the Federal Reserve 
Board with little or no advance notice. And these 
controls would remain in effect indefinitely. 

3. Allocation controls over scarce metals would con- 
tinue to apply to all military contracts. 

OUTLOOK—The Senate is more favorably 

>. disposed to these control proposals than the 

‘ House. But new world peace moves lets the 
steam out of scare arguments. 


Hand-Made, Home Type Shelters 
Stand Up Under A-Bomb Blast 


Personal notes made at Yucca flats by a civilian 
defense official, made available to HARDWARE AGE, have 
indicated that the average home owner can survive an 
A-bomb blast as close as 3,500 ft by the use of ham- 
mer, saw, nails and scrap lumber in the building of 
basement shelters. 

Here are the notations: House No. 1 at 3,500 ft in 
total collapse; whole structure torn from foundation; 
first floor pancaked into cellar; basement in compara- 
tively good shape. 

House No. 2 at 7,500 ft; floor joists split; room in 
shambles; about 95 pct of window surfaces broken; 
sashes torn from frames; venetian blinds almost un- 
recognizable chunks of twisted metal. 

Both types of basement shelters, tested, indicate 
reasonable safety. Mannikins were intact, and in 
their original position. 

One shelter was of the room type, of heavy timber, 
cost about $100. The other was of the lean-to type of 
shelter, made of two, two-by-fours, mostly scrap 
lumber, cost under $40. 


OUTLOOK—Civil defense is likely to put 
less emphasis on the grandiose type of com- 
munal shelters, more on the hand-made home 
type, after further study of the test. Hard- 
ware stores could tie-in with their own pro- 
motional programs. 

(Continued on page 152) 
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office doors on 


McKINNEY 
OILITE 


Butt 


Hinges 


Modern office building doors destined to constant 
opening and closing, hour after hour, day after day, 
will operate easily, quietly and troublefree as long 
as the building stands, when they ride on McKinney 
OILITE Butt Hinges. 

McKinney OILITE Butt Hinges are equipped 
with the remarkable OILITE bearings—made of 
powdered metal (impregnated with oil). These bear- 
ings have the ability to hold about one-third of their 
volume in free lubricant thus providing self-lubrica- 
tion at all times to the bearing surfaces, assuring 






































smooth, silent performance. All sizes, styles and 
finishes of McKinney OILITE Butt Hinges are 
available. All sizes have two or more bearings to 
carry the vertical load. . 

The successful development by McKinney of the 
application of OILITE bearings to door hinges is 
one more good reason why architects, builders and 
contractors say with confidence, “To be sure, you 
couldn’t make a better choice than McKinney.” 
McKinney Manufacturing Company, 1715 Liverpool 
St., Pittsburgh 33, Pa. 


McKINNEY 
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@ For more information 
on these products and 
services use free post 
card on page 159. 





Portable Barbecue Grill 


This Milcor No. 200 portable bar- 
becue grill is sturdy and light- 
weight, and hooks over the edges 
of the Milcor Pick-Up cart, allow- 
ing it to be wheeied up to the table 
or from guest to guest. Grill is 
made from heavy gasre steel with 
all parts permanentiy welded to- 





gether. Cover, which fits over top 
of grill when it is not in use, folds 
back to become a shelf for food or 
dishes. Grill can also be used with- 
out cart and specially designed car- 
ton doubles as a carrying case. In- 
land Steel Products Co. 


For more data circle No. 1 on postcard, p. 159 


Baseball Glove Line 


New and improved models in the 
1953 baseball glove and mitt line 
range in price from $1.95 to $15.95, 
including three and four finger 
models. Many gloves are con- 


12 





structed with new one-piece ex- 
tended palm, eliminating wrinkles 
and bulky seams for better ball 
handling. All gloves are cut from 
genuine cowhide leather. Draper- 
Maynard Co. 


Fer more data circle No. 2 on postcard, p. 159 


Outdoor Cooking Items 
Basket broiler No. 909X, upper 
left, in illustration, has 9x9x2 in. 
basket and retails at $2.50. No. 
1116X giant size flat steak broiler, 
upper right, has 11x16 in. cooking 
surface, pure tin finish, and retails 
at $3.50. No. 464 charcoal compan- 
ion set, lower right, has four pieces 





INFORMATION ON NEW PRODUCTS AND SERVICES 





with 8 in. French Chef’s knife, all 
of stainless steel with branded wood 
handles and rings for hanging; re- 
tail price, $5.65. No 454, lower left, 
is a four-piece set without the knife 
but with ladle. Washburn Co. 


For more data circle No. 3 on postcard, p. 159 


Rehandling Kit 


Worn or broken hammer handles 
can be replaced with a completely 
finished, stained and _ varnished 
hickory handle which comes in this 
Plumb Rehandling Kit. Kit contains 
a handle, a cement-treated hard- 






& 
9 





wood wedge, a metal cross wedge 
and an illustrated set of instruc- 
tions explaining how to rehandle 
tools quickly. Kits available with 
handles for every size hammer and 
hatchet. Retail, 60¢ and 65¢, ac- 
cording to size. Fayette R. Plumb, 
Ine. 

For more data circle No. 4 on postcard, p. 159 


Steel Tape Line 

This new steel tape line includes 
25, 50, 75 and 100 ft. models with 
heavy gage plastic carrying cases, 
special display boxes and _ three- 
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Want more information on these 
products? Then use free post 
card on Page 159 


in hardware merchandise... 


FOR THE HARDWARE DEALER 





color counter cards, each holding a 
50 ft. tape while listing prices and 
features. Packed free with eaeh 
tape is a booklet on tape-rule and 
measuring information. Tape is 
made of %g in. wide high carbon 
steel, hardened, tempered and 
Bonderized. Combination hook-ring 
attachment for one man measure- 
ment is at end of tane. Prices: 25 
i. S040; 50 ft., $4.49; 75 ft., 
$5.49; 100 ft., $5.49. Evans & Co. 


For more data circle No. 5 on postcard, p. 159 


. 
Grass Trimmer 
Calied the Handyman Grasshear 
No. H190, this grass shear cuts 
close to foundations, trees and other 
obstructions, and trims grass alon’: 
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valk, driveway and flower beds. 
Tubular aluminum handle has tog- 
gle type switch at end, and auxili- 
ary handle is adjustable to various 
heights. Cutterhead is enclosed; 
Universal tvpe motor operates from 
any 115 volt outlet or portable gen- 
erator; and unit has sealed ball 
bearings and_ specially mounted 
blades to reduce motor shock. It 
retails for $49. Stanley Electric 
Tools. 


Fer more cain circle No. 6 en postcard, p. 159 


Rotary Lawn Mower 

This new Snappin’ Turtle is a 
self-propelled rotarv lawn mower 
featuring flow-mowine, in which 





the design of the mower allows it 
to flow along the ground conform- 
ing to every change in contour. 
Skid pan in froat automatically 
suides mower without biting or 
scalping turf, while cleated driving 
roller provides steady, easy trac- 
iion, even up steep banks, at the 
same time rolling the lawn smooth. 
Newly-designed guard allows cut- 
ting as close as '% in. from obstruc- 
tions. Snappin’ Turile is available 
in eight different models, ranging 


(Continued on page 156) 


TO HELP YOU 


SELL 


AND OTHER DEALER 












Clock Display 

Called the 3-Alarm Extra, this 
display holds three clocks and is 
offered free to feature the new 


New! Low Price! 





Telechron 


Dorm model electric 
alarm at new low prices. Display 
holds two regular and one luminous 
model packed in display card and 
slipped in its own container. When 
removed from carton, display Is 
ready to use. Telechron Dept., Gen- 
eral Electric Co. 


Vor more data circle No. 7 on postcard, p. 159 


Household Hardware Unit 


This household hardware display 
is a two-way unit that provides a 
household hardware department in 
214 sq ft. It consists of a heavy 
duty display rack which can be 
used vertically or horizontally. 
Made of sturdy perforated steel 
board with strong tubular legs, it 

(Continued on page 180) 
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Seasonal Elements 
Affect Retail Volume; 
Debt Delinquency Rises 


With Easter coming a week ear- 
lier than last year, retail stores, 
particularly in soft goods, had no 
trouble in exceeding last year’s 
sales marks. 

A prolonged rainy season in the 
Eastern states has retarded sales 
in lawn and garden tools and sup- 
plies for hardware dealers but the 
promotional impact of Hardware 
Week is expected to greatly boost 
the volume in these lines. 

February sales of the country’s 
retailers rose about 3 pct above 
January sales, after adjustment 
for seasonal factors and trading 
day differences, the U.S. Dept. of 
Commerce reports. 

Businessmen, like bankers, are 
beginning to take greater notice of 
the rising consumer credit debt but 
there is conflicting thought about 
whether it is advisable for the Gov- 
ernment to reimpose credit limita- 
tions. 

While the amount of charge ac- 
count credit has dropped somewhat, 
installment credit continues to 
grow at a rapid pace, largely be- 
cause of auto sales which have 
been exceptionaliy heavy. 

The rise in credit has been ac- 
companied by an increase in delin- 
quency in payments, which offers a 
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> Outstanding Debt Growing 


> Factory Output Sets Record 


danger sign to retailers who do any 
considerable amount of business on 
a credit basis. Customers who find 
themselves hard pressed by the tax 
collector and the auto finance com- 
pany generally find it easiest to 
neglect their outstanding accounts 
with retail stores. 





Credit Expansion Is 
Soft Spot in Trade 


William McCheney Martin, 
chairman of the Federal Reserve 
3oard, expects a strong economy 
but warns there are some areas 
in business developing soft spots. 

Mr. Martin says he believes 
there should be concern over 
accumulation of business inven- 
tories. 

Accumulation was unheard of 
in the first half of 1952, but it 
ran up to a seasonally adjusted 
rate of $8 billion in the fourth 
quarter of last year. 

The F. R. B. chairman also 
notes more and more durable 
goods are being bought on credit. 
“The rate at, and the terms on, 
which many people have been go- 
ing into debt for houses, auto- 
mobiles, appliances and other 
goods deserves and is getting 
more vigilant attention in the 
financial community,” he reports. 











Weather Big Factor 
In Pre-Easter Trade 


The Federa] Reserve Bank re- 
ports dollar sales in New York’s 
department stores for the week 
ended March 28 dropped 2 pct be- 
low the same 1952 week. The de- 
cline was attributed to record rain 
in New York. 

In Philadelphia, however, cen- 
tral city stores stayed ahead of 
last year by 2 pct, but the gain 
was lower than expected. 

San Francisco department store 
sales in the fourth week of March 
were up 6 pct from the like week a 
year ago. The gain was attributed 
to an early Easter and good 
weather. 


No Present Need Seen 
For Curb on Credit 


The Senate Banking Committee 
was told by William McChesney 
Martin, Jr., chairman of the Fed- 
eral Reserve Board, and Elbert P. 
Tuttle, general counsel of the 
Treasury, that credit controls over 
consumer installment buying and 
real estate are useful in inflationary 
emergencies. 

Both men said there is no in- 
tention on the part of the Admin- 
istration or the Reserve Board to 
impose credit controls now, even 

(Continued on page 220) 
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Today the store with the streamlined lay- 
out has a definite edge over old-fashioned 
competition. 

For today’s busy customer demands con- 
venience. The store that’s arranged to help 
him find what he wants quickly and easily, 
with merchandise neatly displayed, will get 
his business. He hasn’t time to hunt for 
wanted items or wait for a clerk to fumble 
through a drawer. 

RB&W’s “upside-down” packages help you 
give your customers the convenient service 
they want in fasteners. These smart, red- 
and-green packages stand out on your 
shelves . . . feature one product to a box 
with labels that tell you exactly what’s in 
them (big, black type, white background, 
with the product pictured). 


MODERN WAY TO 


Package a Horduiare Store| 


When you fill an order from one of these 
unique boxes, you simply take off the top, 
and there are your fasteners in the lower 
part of the box, with the label reading right 
side up. You can’t spill the contents, and 
there’s no mix-up as to what’s in the boxes. 
Here’s modern, efficient packaging for up- 
to-date hardware retailing! 

Feature a complete department of RB&W 
top-quality bolts, screws, nuts and rivets. 
They’re great hardware staples that build 
traffic for everything you sell, as well as top 
sellers in their own right. And they are one 
of the few profitable, fast turnover items 
you can stock in quantity without worrying 
about style changes or deterioration. 

For fasteners that move fast, order the 
complete RB&W quality line today. 


107 YEARS MAKING STRONG THE THINGS THAT MAKE AMERICA STRONG 


RUSSELL, BURDSALL & WARD BOLT AND NUT COMPANY 


Plants at: Port Chester, N. Y., Coraopolis, Pa., Rock Falls, Ill., Los Angeles, Calif. Additional sales offices 
at: Philadelphia, Pittsburgh, Detroit, Chicago, Dallas, San Francisco. Sales agents at: Portland, Seattle. 



















Available at Leading Wholesale Hardware Distributors from Coast to Coast 
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More of what you want in 


CHEVROLET 
Advance-Design Trucks 


—and here are 4 powerful reasons why: 





NEW ENGINE POWER—TEAMED WITH LOWER COSTS! The im- 
proved Loadmaster engine with a new high compression ratio of 
7.1 to 1, now delivers even more power. This great engine is 
standard on 5000 and 6000 Series heavy-duty and forward-control 
models—optional on 4000 Series heavy-duty models. In light- and 
medium-duty models the Thriftmaster engine offers traditional 
Chevrolet economy. 


NEW STAYING POWER—FOR GREATER DURABILITY! Frames are 
heavier, stronger, more durable in all 1953 Chevrolet trucks. You'll 
find greater ruggedness and stamina. You'll find these trucks even 
brawnier and sturdier than Chevrolet trucks in past years—trucks 
that have long been famous for those very qualities. And this 
heavier construction brings new comfort and freedom from fatigue 
to drivers, too. 


NEW BRAKING POWER—FOR QUICKER, SURER, SAFER STOPS! 
Two types of brakes on 1953 Chevrolet advance-design trucks 
provide greater stopping power and greater durability. ““Torque- 
Action” brakes are standard front and rear on all trucks up to 
4000 Series heavy-duty models. Extra-large ‘“Torque-Action” 
brakes in front, ““T'win-Action” type in rear are on Series 4000, 
5000 and 6000 heavy-duty models. 


NEW ECONOMY—LOWERS COST OF EVERY TON-MILE HAULED! 
Expect greater economy with Chevrolet trucks. New and greater 
stamina with extra gasoline economy cuts operating costs, mainte- 
nance costs in heavy-duty models with Loadmaster engine. And 
these great trucks list for less than comparable models of any other make! 
Chevrolet Division of General Motors, Detroit 2, Mich. 
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CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES— 
the Loadmaster or the Thriftmaster —to 
give you greater power per gallon, lower 
cost per load. POWER-JET CARBURETOR— 
for smooth, quick acceleration response. 
DIAPHRAGM SPRING CLUTCH —for easy- 
action engagement. SYNCHRO-MESH 
TRANSMISSION —for fast, smooth shift- 
ing. HYPOID REAR AXLE—for dependa- 
bility and long life. TORQUE-ACTION 
BRAKES—on light-duty and medium-duty 
models and on front of heavy-duty models. 
TWIN-ACTION REAR BRAKES—on heavy-duty 
models. DUAL-SHOE PARKING BRAKE—for 
greater holding ability on heavy-duty 
models. CAB SEAT—with double deck 
springs for complete riding comfort. 
VENTI-PANES—for improved cab ventila- 
tion. WIDE-BASE WHEELS—for increased 
tire mileage. BALL-GEAR STEERING — for 
easier handling. UNIT-DESIGNED BODIES — 
for greater load protection. ADWANCE- 
DESIGN STYLING—for increased comfort 
and modern appearance. 
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A Prsburg Opan-Vision Store Front 


2, 





rue hardware store that puts up a 
good front makes a good sales 


showing, especially if it’s a Pittsburgh 





open-vision front. Your entire store , 
interior—front to back—is on display 
through an unobstructed, open-vision 

front. Your wares are exhibited 
tractively, persuasively, night and ; 
day ... even after hours, your store ; 
goes right on selling! An open-vision 


DESIGN 
5 


front banishes shadows and dark cor- 
ners, gives your place of business a 
ENGINES — bright, inviting look that shoppers 
naster —to 
llon, lower 


find hard to resist. 


Make your bid for increased busi- 


























(BURETOR— 
ae ness now by modernizing with sales- 
-for easy- ; 
iRO-MESH winning Pittsburgh Products. Re- t 
oth shift. member: modernization is a custom 
- dependa- } 
/E-ACTION that means more customers. And ' 
‘dium-duty adds to the real estate value of your ‘ 
ity models. 5 ty. te For ‘ les of other 
1eavy-duty Push back the walls... pull in the customers with an open-vision front like property, too. ror examples oF other 
RAKE—for this one in Oklahoma City, Okla. An expanse of Pittsburgh Polished Plate Glass, set in Pittsburgh modernization jobs, fill in 
Pitteco De Luxe and Pittco Premier Store Front Metal, turns the store into one giant : 
1eavy-duty g . re cai 
shhle deck display window. An inviting Herculite Door completes the open-vision design. Archi- and return the coupon below. No 
saat: tects: Coston and Frankfurt, Oklahoma City, Oklahoma. obligation, of course. « 
b ventila- 
increased “al lll 1 
RING — for Pittsburgh Plate Glass Company 
- Room 3209, 632 Duquesne Way, Pittsburgh 22, Pa 
a Store Fronts | 
ADVANCE- Without obligation on my part, please send me a FREE copy of l 
1 comfort ° your modernization booklet, “How To Give Your Store The | 
and Interiors Look That Sells.’ | 
| 
b Pj SR Pe Le Sa ee OE PE eT ee ee Te | 
V ittsburgh NR no CAE oki aod eatin hs ale Se a Wk ne aie | 
2 ey Pee ere re tee State . aN . | 
> ES a 2 + mia ae ae a mien | 
hw 
mand ‘; PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS ¢ 
alue ) 
ales / 
ot | PITTSBURGH PLATE GLASS COMPANY 
S ; 
v IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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For the next six months all America will be out- 
doors at picnics, barbecues, patio parties, Cash in 

on this outdoor eating trend with Kilgore Shel-Glo picnic 
ware. Customers come back again and again for Shel- 

Glo because it’s strong, durable, works equally well 

for both hot and cold foods. Each item handsomely styled and 
available in a choice of gay colors. You'll have a 

“picnic” selling these easy-to-sell housewares available 

now and always as regular “in stock” items. 















ALL ITEMS IN SETS 
ALSO AVAILABLE 4 
IN OPEN STOCK € 









— 


NO. 344 18-p. 
PARTY AND PICNIC SET 
Everything’s there and ready in a convenient carrying 


kit. Six 10” plates, six hot beverage cups and six 
large 10-oz. flared tumblers. 







NO. 103 7-pe. WAT-R-JUG & TUMBLER SET 
Matching set of seven. Jug is easy to grip, fits in 
cramped refrigerator space. Packed in mailable carton. 
Pastel colors. 
















/ NO. 53. 3-pc. HEAVY 
MIXING BOWL SET 


Ideal for potato salad, baked 
beans and other picnic food. 
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NO. 121 AND NO. 122 COVERED 
REFRIGERATOR DISHES 





NO. 23 3-pc. LIT’L BIT FOOD SAVERS 
Just the right size for individual servings of pudding, 





















fruit or other picnic delicacies. Tight-fitting covers Crystal-clear containers for a 
permit carrying of liquids safely. Made of clear olives, pickles, barbecue sauce. Pe 
polystyrene. Large size holds 42 liquid oz 


CBS 


Television 


Small size holds one pint. 








Network 


YOUR BEST SOURCE FOR PLASTIC HOUSEWARE STAPLES 


New York Office Chicago Office 





P_UNC, WESTERVILLE, OHIO Fit Are ‘Mare ma P 
and 14 
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No. 784 SPACE FISH 






: foivtroded er. 349-95 
: 3 LIVELY NEW DESIGNS! $ Yoshi. cin, wt. 48 Is 








B.F.Goodrich 






SAME PRICES... 


FLOATWALL" 





Ne. 770 SEA WONDERS 
5%-ft. diameter $14.95 


fair-traded at 


6 to shipg. ctn., wt. 24 ae 
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carrying 
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ustomers are PGoodrich Koros vatching the 
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No. 755 KIDDIE RIDE 
4%4-ft. diameter $9.95 fi 


fair-traded at 
6 to shipg. ctn., wt. 37 Ibs. 


Television 
Wetwork 
121 


Chicago Office 


ARONA) 7 de Kovoseal’ PLAY POND MADE BY B.F.GOODRICH 


Made oxchuaiwely by B.F.Goodrich 
FLOATWALL Peay Ponps | ay 


EXCLUSIVE ! ms a Faster Selling 


“FLOATWALL” WON’T BURST FLAY FOND 


A better play pond . . . because ONLY the B. F. Goodrich actual sales figures. 
Koroseal Play Pond has these patented low-pressure side walls! 


No rigid sides for kiddies to trip and fall over! Greater dura- 
bility! Here’s why: , 










/, 


-— theersanaal or semi-rigid type 


ponds can burst or blow out under 


= pressure. 









Sidewalls on BFG Koro- 
seal Play Ponds eliminate 
this. They actually float 
on water and bounce 
right back when kiddies 
sit or jump on them. A 
patented exclusive side Multiple-ply laminated Koroseal flexible 
wall feature that means material means a lot to your customer 
longer life! in terms of long wear and durability. 










SELF-SELLING PACKAGE 
TELLS ALL! Makes customers reach out and 


buy on impulse! They get the WHOLE STORY right on 
the package. It’s your best “silent salesman.” 


goes right in - 
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THE DEMAND IN Your Area 


IS BIGGER THAN EV 


This year, there are 25,634,000 kiddies in the “I 
Pond Set” (we include only ages 2 to 11). 
ONE in every SIX persons! Take the populatia 








FOR DETAILS about Koroseal economy ponds and new 312 your trading area . . . divide it by six. There's 
foot Koroseal splash pond, write your nearest distributor: prospect list, all demanding Play Ponds. Parents 
meee 6 | acme poe 7 AO geal & CO. satisfy this demand with the best-advertised . . . 
roadway 9. . 
NEW YORK 10, N. Y. MEMPHIS, TENN. B. F. Goodrich Patented Low-Pressure Koroseal 
ROBERT P. INGRAM & CO. ROBERT PATTERSON & ASSOC. Pond. 
502 Merchandise Mart 200 Sth Ave. E 
KANSAS CITY 3, MO. NEW YORK, 0. V. SELLING HELPS include handsome luminous ¥ pannware J 
My pata a vty aceanes eS a a - dow streamer, statement stuffers, newspaper ® 


2-796 -GI CORAL GABLES, FLA. LOS ANGELES 15, CALIF. Order card in each carton. Lemwo 18 
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CEAN CITY-MONTAGUE DEALER NEWS 


Ocean City Manufacturing Co. 
““A”’ and Somerset Sts. 
Philadelphia 34, Pa. 


Nationwide College and 
“Y” Program Promotes Your 
Ocean City-Montague Sales! 


Ocean City-Montague’s latest efforts 
to help dealers move more tackle con- 
cerns 196 Y’s in every state in the 
union. 

We’ve contacted them with letters 
and broadsides explaining how we’d 
bend over backwards to help them 
organize and conduct fishing courses 
for all age groups—and we’d supply 
the tackle free. 

112 interested answers so far, and 
we’re up to our ears establishing 
courses as fast as we can. Colleges 
and universities are on the list, too, 
we might add. Many of the higher 
learning institutions offer fishing in 
their Physical Education programs. 
We’ve been in touch with 25 colleges 
at this date, and response is as en- 
thusiastic as with the Y’s. 

All of this activity adds up to a lot 
of people who will be getting their first 
fishing experience with Ocean City- 
Montague equipment. That’s good will 
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Montague Rod & Reel Co. 


Montague City, Mass. 


NTA 
MO Up 
c 


by Ocean City Reels— 
Montague Rods 








building in anybody’s language—and 
profit-building for the dealer who lets 
his customers know HE’s got OCEAN 
City REELS and MONTAGUE Robs! 


But(just in case) this top-notch pub- 
lic relations activity doesn’t impress 
you and make you decide to double 
your Ocean City-Montague stock, let 
us remind you of this awe-inspir- 
ing advertising schedule for both our 
reels and rods: Lire, FARM JOURNAL, 
PATHFINDER, FIELD AND STREAM, 
SPORTS AFIELD, OUTDOOR LIFE, TRUE, 
anda long list of regional publications. 

How about that? 











FOR STEADY SALES-FOR BIGGER PROFITS 


Order LENK! Stock LENK! Sell LENK/ 





bun ¥ ir ip Superheat aco“. BLOTORCH 
bun® ip 4 in 1 scm Soldering Iron 


i 






Model No. 222 
Blotorch 


$550 ist 







Soldering Irons 
2 Popular Sizes 


75 watt Model No. 504 STANDARD EQUIPMENT 
ist 3 special use tips 
$550 list 
1 heavy duty ti 
125 watt Model No. 555 oasee die 


all interchangeable 


$650 list 
At your favorite jobber 


or write to 
LENK 


DEALER'S CHOICE Mfg. Company 


30 Cummington St. 


for over thirty years BOSTON 15. MASS. 
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it’s a perfect counter display 
it balances your blade stock 
it multiplies your profits 






K from Clemson Bros. 


Sold Only Through 
Recognized Distributors 


it's the STAR “FLEX-PA 


Here’s the perfect counter display — the end of your hacksaw 
blade inventory problems — and a way to multiply your 
dollar profit 4 times! Ask your wholesaler for the new idea 

in hacksaw blade merchandising—the STAR “Flex-Pak.” 


Here’s how the “Flex-Pak” works for you — CLEMSON BROS. INC. 


It gives you a balanced stock of 10” and 12” STAR 





*  Blades—80 Unbreakable Special Flexible (colored MIDDLETOWN, N.Y.. U.S.A 
green), and 20 “Molyflex” (copper colored ). ee ee 
You make your usual profit margin, and keep your Makers of Hand and Power Hack Saw Blades, Frames, 
stock neatly and conveniently where your Metal Cutting Bond Saw Blades and Clemson Lown Machines 
CUSCOMECES CAN $6¢ If. Mail coupon order to your wholesaler. 


Best of all, every time you use the “Flex- 
Pak” to convert a customer to “Molyflex” 











Blades, your dollar profi is 4 times the " 

profit on standard blades. Your sales story 

to make that conversion easier is printed Please include in my next order. STAR 
right on the box. “Flex-Pak’” Hacksaw Blade Assortments from Clemson Bros., Inc., 


Clip the coupon. Put it in your want 
book as a reminder or, better still, 


Middletown, N. Y. 








start vatarira, >Y' more dollar profit Nome. 
right now by filling it in and Addr 
sending it to your wholesaler today! City a 





ee 
owe ee a a es os oe 
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A SQUARE FOOT OF PROFIT 


... that’s all the space 
required for this new 
Crescent Selling Display 


@ Designed to stimulate impulse buy- 
ing at the point of sale... and 48% of 
all hardware sales can be classified as 
“impulse buying” according to the 
latest authoritative hardware survey. 








This colorful, yellow and maroon 
revolving unit really invites attention 
... then Crescent Tool Quality, Finish 
and Design do the rest. 


Built to accommodate any four of 
the seven panels illustrated below, yet 
the base measures only 12” square. This 
means intensified selling in a minimum 
of space. 

Order from your jobber today. Each 
panel billed at the cost of the tools 
only. Fixture to hold four 12x24 inch 
panels $5.00. 











CRESCENT TOOLS — | 
Cire Ch mgs te hh mm 


low 


CRESCENT TOOLS — 









( CRESCENT TOOLS — 
ime blbmags flere mm 















































No, DB121 No. DB122 No. DB123 No. DB124 No. DB125 No. DB126 No. DB127 









CRESCENT TOOLS 
Give Wings lo Word 


Crescent is our trade-mark, registered in the United Stafes and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere 


@® CRESCENT TOOL CO., JAMESTOWN, N. Y. 
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® Bevel 
® Depth 
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® Safety 
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For Big Father’s Day Sales, Feature 


AMERICA’S GREATEST 
SAW VALUE! 


ALL THESE FAMED SKIL FEATURES 
AT A LOW, LOW PRICE! 


® Bevel Adjustment ® Sighting Window 
® Depth of Cut Adjustment © Cuts Up to 2” Dressed 


uae Lumber 
ade Guar ® Takes All SKIL Saw 
® Safety Switch 


Accessories 


Made only by SKIL Corporation 
formerly SKILSAW, Inc. 
5033 Elston Avenue, Chicago 30, Illinois 
in Canada: Skiltools, Ltd., 3601 Dundas Street West, Toronto 9, Ontario 


SKIL 


HOME SHOP 
CONTACT YOUR SKIL WHOLESALER 
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Extra Power... 
All Features... 


Famed 
SKIL Quality 





Here is an unequalled value at an unmatched 
price! Model 516 is available now as a vol- 
ume gift seller for Father’s Day promotion. 
Timely, hard-hitting advertising im Saturday 
Evening Post will feature this outstanding 
saw value. You'll also be helped by the fa- 
mous SKIL name for quality and performance 
... plus a remarkable price advantage. 


Get set for more saw business than you’ve 
believed possible. Order from your whole- 
saler, and be sure to have plenty of Model 
516 SKIL Home Shop Saws on hand. Dis- 
play them, promote them, sell them. 





To protect dealer profit margin SKIL Home Shop Tools 
are Fair Traded in states where lawful. 




















Build Your Profits ... Sell PWRREX Ware Sets 





Two profits are better than one. 
Casserole set—gift-boxed. 


Includes a deep 2-quart casserole of stunning 
modern design and a shallow 8-inch casserole, 
together with a clear, knob-handled cover 
that fits both. Ideal gifts for Mother’s Day 
and Bridal Showers! Ideal for top-traffic loca- 


$2.45 


tions. In flamingo or lime. 





Five profits are better yet! 
5-dish baking and serving set. 


Includes 2-quart oblong dish, 8-inch 
round dish, 8-inch square dish, 9-inch 
shallow dish, deep 2-quart casserole. 
Transparent casserole cover also fits 8- 
inch round dish—in flamingo or lime. 
Boxed for gift-giving . ..in handy re- 
shippable cartons to eliminate special 


$5.65 


packing costs. 


ae 


New Tempered PYR EX Bakingware in color! 


Not just any colors . .. but in sales-tested colors of flamingo and lime! 
They're backed by full-page, full-color advertisements in the May 4 issue of 


LIFE, and the May issue of LADIES’ HOME JOURNAL. 





Make the most of this promotion. Put these smart PYREX 
“tablemates” in top-traffic, top-profit locations. Place your 
order today with your regular PYREX Ware distributor. 











Consumer Products Division 
Corning, New York 


Corning Glass Works 
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Now....You Can Offer a 
Full-Sized, Fully Auto- 
matic Electric Range at 
a Real Budget Price! 








or? sic 





Super-Oven Electric Range 


MODEL RB 51 
Suggested List 


$259% 


“World's fastest broiler 


—and no pre-heating.” 














Fully Automatic Super-Oven 
Giant Hi-Speed Broiler 
Deep-well Thrift Cooker (6 qt.) 


Instant Heat Unit 





Famous Calrod* 
New, smooth Rota-Switch Control 


Fluorescent Lamp 


+ + + + + + 


Oven Timing Clock 


Here is a fuliy automatic range of genuine Hotpoint top making features plus beauty of design ordinarily found on ranges 
quality and performance that you can offer at a low budget price selling at much higher prices 


Featuring the newest and biggest oven ever made for a standard- This is the range that is capturing America’s mass market. Have 


size range, this Hotpoint Model RB 51 offers a host of other sales- your Hotpoint distributor give you all the profit-making details. 


of Poqness! 


RANGES - REFRIGERATORS - DISHWASHERS - pispOsauise + WATER HEATERS 
FOOD FREEZERS - AUTOMATIC WASHERS - CLOTHES DRYERS - ROTARY IRONERS - DEHUMIDIFIERS - CABINETS 


HOTPOINT Ce. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, illinois 


ee? 
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(e+ Beautiful-Exciting 
Aisle APPLIANCE 
Mis 


Spat 


agtererenereennesenenenence remanent sosnenams 










Fair Trade 
Price 98c 







® Exclusive patented safety ringed 
Kant-Kut-Korners gives smooth 


tounded adiges that can’t Gut or Quick, easy volume sales and fast turnover with these new ARISTO- 


Appliance-MATS, in a dramatic, colorful Blue and Yellow counter 


; 
; 
J 
q 
j 
i 


snag. 
$: display package of 1 dozen, size 9 x 11 inch mats. ARISTO-Appli- 

© Asbestos padding prevents metal | ance-MATS protect fine surfaces from heat burns, nicks, chips and 
from touching surface. stains when you: use electrical appliances on tables, buffets and 


cabinet tops. Heat protection up to 500°F. Heavy gauge chrome- 
plated steel. Heavy insulated asbestos back. Non-slip ribbed sur- 
face. Packed 6, 1 dozen packages in a master carton, shipping 
weight 42 Ibs. 


SEE YOUR JOBBER or write for your nearest distributor. 


© Chrome plated on heavy gauge 
steel for greater durability. 


Aristo-Mats are easy to sell because 
they are nationally advertised. 








PHOENIX TABLE MAT CO., chicaco'ss, tunois 


Manufacturers of the world’s finest quality all purpose stove and utility mats. 
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What homes for hardware 


—where millions of families have BUY on their minds! 


NAHE 334-million families who regularly read 
| Better Homes & Gardens 
134-million home improvement jobs a_ year. 
Furthermore, 7 out of 10 families who are 
building new homes read BH&G. This should 
give you some idea of the amount of hardware- 


undertake over 


buying for which BH&G readers are responsible! 
You see, BH&G screens the nation to attract 
only such improvement-minded families. It does 
this by carefully planning every article and every 
illustration to stimulate its readers’ desiring 
power—by showing them what they need to 
make their homes better homes. 


Sewing a familieg — 
' reened for the 
“BUY ON THER MINDG/ 


* 


eset tena 


1.08 





Naturally, in this BUY-minded atmosphere any 
hardware advertisement attracts more attention 
—and more sales. 


BH: G BOVoweicat BRIEFS 


e MORE DOLLARS OF ADVERTISING, more lines of ad- 
vertising & more pages of advertising were placed in 
BH&G in 1952 than in any other monthly magazine. 

e SALES OF THE BETTER HOMES & GARDENS HANDY- 
MAN’S BOOK now total almost 450,000 copies. Neu 
Handyman’s punched page now appearing regularly 
in the magazine. 


e 79¢ HANDYMAN ITEM got $3,000 sales in less than 


4 months from one BH&G editorial mention. 


SHING COMPANY 


dines, lowa 
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FREMONT’S 
Mw DOUBLE-DUTY 


CARPET-LIKE STAIR TREAD 





em 


ALL STAIRS AND AISLES WITH COLORS 
YOU LIKE. 


.-. FREMONT COVERS 


When installed, these remarkable rubber treads 
actually give stairways the appearance of having one 
continuous covering! They’re rich-looking, too, 
because of their carpet-like finish. Made of the 
finest quality rubber, they’re available in widths of 
18’’, 24” and 36’’, either with or without riser. 
Overall depth, with riser, is 1834’’—6%,”" for the 
riser, 10¥%,”’ for the tread and 13,” for the nose. 
Without riser, overall depth is 1014”—9” tread 
and 114”’ nose. 

Unlike older-type treads—which can only be 
used in 85 to 90 % of installations — the new Fremont 
Double Duty, Carpet-Like tread can be cut to fit 98% 
of all installations. Available in red, green, gray 
and brown. They’re easy to clean, easy to install 
and give long service under hard wear. Write, or 
refer to dealer’s price list for packaging and pricing 





Corrugated, curved nose 
treads. Standard weight in 
black or maroon, 18” and 
24” widths. Heavy weight 
in black, maroon or mottled, 
18”, 24” and 36” widths. 
Tread area for all, 9”. 
Nose, 1%”’. 


Corrugated for safe walking. 
Clark Double Duty, heavy 
weight rubber treads, with 
riser, available in black, 
maroon, mottled brown. 
Widths: 18’, 24’, 36”. 
Tread area, 9’’, nose, %”’; 
riser, 7’’. 








Corrugated matting, %”” 


gauge, in choice of black 
and maroon. Width, 36’’. 





Average length of stand- 
ard rolls, 50 yards. Also 
available in half rolls. 


Landing mats in corru- 
gated or carpet-like 
finish. Corrugated colors, 


information. 
| 
OTT U 


325 McPHERSON HIGHWAY @ FREMONT, OHIO 
IN CANADA; E. A. WELLS, P.O. BOX 157 TERMINAL “A”, TORONTO; IN HAWAII, RUSSELL A. GREER, 3759 MANINI 


black or maroon; sizes 
18”’x 30’’and 30’ x 30”. 
Carpet-like finish in red, 
green, gray, brown; sizes 














WAY, HONOLULU; OTHER EXPORT AREAS: BALTHEX INTERNATIONAL, 751 DREXEL BLOG., PHILADELPHIA. 18” x 30”, 30” x 30”, 
36” x 36”, 36” x 42”. 
On all treads, metal eyelets 
at slightly higher prices. 
RUBBER TILE FOAM SPONGE RUBBER PLASTICS VINACOVE “D> 
rane NEADS RUBBER RUG CUSHION and VINATOP 
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You know his first concern is you... 





CONFIDENCE is born in one look at the eyes... 
the set of the shoulders... “the cut of his jib”. 
In a second, you know he’s had years of training 
and weathered it well. You know you couldn’t 
be in better hands...and if anyone can get you 
there, he will. 

Yes, it takes years to build confidence like 
this, in any line. And the whole organization of 
Bristol Brass... young yet experienced ... is 
keyed to keep the confidence that any promised 
shipment of Bristol Brass sheet, rod, or wire 
will get there at the promised time, if it’s 


humanly and mechanically possible to do so. In 
fact, that’s what “Bristol-Fashion” means... a 
term still in use that came to be first applied to 
the old clipper ships out of Bristol, England... 
always shipshape, correctly manifested, and 
right on time. 

The BriIsToL BRASS CORPORATION, makers of 
Brass since 1850 in Bristol, Conn. Offices or 
warehouses in Boston, Chicago, Cleveland, Day- 
ton, Detroit, Los Angeles, Milwaukee, New York, 
Philadelphia, Pittsburgh, Providence, Rochester. 


"rite Faint. neat Brags ot ite Best” 
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CLINTON 
HARDWARE 


Hardware Cloth is manufactured and sold 
under the brand name CALWICO in the West. 


Woe utility range makes itself to eye-catching display be- 
Cliriton Hardware Cloth a year cause it’s supplied in attractive 
round, steady-selling item. Comes _ steel-banded rolls of 100 feet. 

in all standard widths and meshes; For additional information write 
unrolls flat foreasy handling. Lends _ or phone our nearest sales office. 


THE COLORADO FUEL AND IRON CORPORATION — Denver, Colorado 
THE CALIFORNIA WIRE CLOTH CORPORATION — Oakland, California 
WICKWIRE SPENCER STEEL DIVISION - Atlanta * Boston.» Buffale * Chicago 
, Detroit * New York * Philodelphia 


WICKWIRE 


HARDWARE PRODUCTS 
CF 


PRODUCTS OF WICKWIRE SPENCER STEEL DIVISION 
THE COLORADO FUEL AND IRON CORPORATION 
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BIGGEST SALES...EVER! 


Sales of Kaiser Aluminum Shade Screening 
Increase 100% Over Previous Season! 


In just one season, sales of the amazing Kaiser Alumi- 
num Shade Screening have more than doubled—with 
the biggest demand yet to come! 











This growing demand for use on homes, offices, stores, 
factories means there’s a huge, profitable market — 
ready for you! 

And you cash-in on this big demand with the highest 
mark-up of any screening product. Dealers are averag- 
ing 55 per cent! 





What’s more, you get effective selling help. Free ad- 
vertising mats, photo kits, direct mail pieces, free AIA 
files, a generous cooperative advertising allowance, a 
dramatic, convincing demonstrator for your store, the 
help of Kaiser Aluminum’s national sales force, PLUS 
a hard-hitting campaign of in-season national adver- 
tising! 


-——WRITE TODAY—— 


Send for your free AIA file and the name of your nearest 
supplier. Kaiser Aluminum & Chemical Sales, Inc., 
151 Kaiser Building, Oakland 12, California. 














Magnified view shows how 18 tiny louvers per inch are set at an 
angle to block sun, bar insects. 














THESE FEATURES MAKE KAISER ALUMINUM SHADE SCREENING EASY TO SELL! 


Protects interiors. Keeps 
the sun from fading rugs, 
draperies, upholstery. Keeps 
insects out, like any standard 
screening. Deflects rain, 
helps protect rooms from 
damage. 


Keeps room temperatures as 
much as 15° lower. Tiny slant- | 
ed louvers block hot sun rays. 
Admits plenty of glareless light. 
Air circulates freely. 





Economy-priced. Does the work 
of venetian blinds, awnings, in- 
sect screening —at less than the 


cost of awnings alone! Precision produced. Made 


from tough, high-grade alu- 
minum. Won’t rust. Never 
needs painting. Requires 
minimum maintenance. 





Gives daytime privacy. You can 
see out easily—but outsiders’ 
view is blocked. 





Go to 
only € 
now I 


greatel 


ccm: | AOISCr Aluminum | = 


well as standard aluminum and 
wood frames from sash and screen 


manufacturers, and in 50-foot 
ae SHADE SCREENING | GC 
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This walloping full-color, double- 
page Gold Seal Congowall spread 
breaks in the May 4th issue of LIFE 

. reaches 24,000,000 eager readers 
with the kind of high-powered “sell” 
that makes ’em buy! 


Ready”? 


Now’s the time to get set for this sales-packed May promotion 
on Congowall. Now’s the time to check your stocks. Now’s the 
time to fill in all the fast-moving patterns. Now’s the time to 
order display material. Now’s the time to get ready for the rush! 


work with 











ok at the wonders yq,, can 


i Lo 
GOLD sEAL CONGOWALL 


The job is simple (you ean do it yourself)... the cost is iow (only aboas 13° a sq. ft). ..and your repainting, refinishing days are over! 























Pre-sold by longest record of 





4 brand new patterns... 
Cross-Stitch, Tri-Color, Mar-Glo, 
Marine Garden, each in 3 colors! 


¥ 
Py 


32 fast-turnover patterns... 
widest choice in the field . . . to 
satisfy évery consumer taste! 


o!f 


Go to town with the one-and- 
only Gold Seal Congowall... 
now lower-priced . . . now a 
greater value than ever before! 
Check all these exclusive sales 


features! v 
GOLD SEAL * 


® 


Widest selection of patterns 
. for lower walls, upper walls, 

entire walls...more space to cover 

means more Congowall to sell! 


Brand new display rack for 
36” Congowall patterns! It stocks, 
displays, sells! 
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full-color national advertising in 
the field! Best known, most wanted 
enamel-surface wall covering! 


With patented Duplex felt back- 
ing, paste sets up faster . . . locks 
Congowall into place quickly .. . 
assures bubble-free, trouble-free 
installations. 


Famous Gold Seal money-back 
guarantee of satisfaction! 


AND: Gold Seal Corigowall is in- 
cluded in the Unit Shipment Policy, 
means greater buying flexibility, 
greater profit potential for you! 


FLOORS and WALLS 


CONGOLEUM-NAIRN INC., Kearny, N. J. ©1953 
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Sales Increase when 
Wear-Ever is Featured 


Impartial national surveys show... 


o*e%a 
Wear-E 
Pan. Mz 
“crisper” 
pers; co 
x9l4"x 
Advertised in 10 leading magazines; 
also on Alcoa’s great television pro- 
gram, “See It Now.” Posters, mats, 
statement enclosures are yours "for the 
asking. 


Over 300 jobbers carry nearby stocks 
to give you prompt service. 


1. that most women use aluminum utensils; 
2 e in their homes Wear-Ever leads almost 2 to 1: 


3 that twice as many women “plan to buy” 
* Wear-Ever as the next aluminum brand. 


Wear-Ev 
Mold Se 


3-oz. indi 


macaror 
desserts. 








Dealers who feature 
Wear-Ever promi- 
nently with the elec- 
trically lighted dis- 
play fixture, shown 
below, report big sales 
jumps. 

Write for information 
on how to get yours. 
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Feature the Leader 


THE ALUMINUM COOKING UTENSIL CO., INC.—NEW KENSINGTON, PA. 





Wear-Ever Layer Cake Pans 
turn -out light, tender cakes 
every time. 8" x 114", 55¢*. 
Also 9" x 114" size. 










PM CO, 
a GS 6 2S & ee & & Sf » & 


COS o & & 
Wear-Ever Covered Bake 
Pan. Many uses; a refrigerator 
“crisper”; picnics; church sup- 
pers; cooky sheet cover 1314" 
x 914" x 214", $2.95* 


x4 





Wear-Ever Alumilite Ring 
Mold Set. 114 qt. and 8 
3-oz. individuals. Meat loaf, 
macaroni-cheese, salads, 
desserts. Set $1.75* 


Pan. 








Wear-Ever oven pans are either 
bright (2 top rows) or frosted (Alu- 
milite bottom row). Here’s why: 


1. BRIGHT. These permit just the 
right heat distribution so that cakes, 
for instance, can rise to lightest 
tenderness . . . then brown evenly. 
In roasts it promotes juiciness. 


2. FROSTED. These SPEED heat 

or cold through the pans for most de- 

liciousness in pies, scalloped dishes, 
© TACUCO 1953 


WEAR-E 
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Wear-Ever Tubed Cake Pans. 
Party size, with easy-out loose 
bottom and cooling lugs. 934" 


bottom. 


Wear-Ever Alumi- 
lite Juice-Saver Pie 


sizes. 814 


ee ane ieiaiens ee 24 
..-and Endure 


MOST POPULAR WEAR-EVER OVEN UTENSILS 


Wear-Bver Meat Loaf and 
Bread Pan. 


durable. Quick even-heat- 


Wear-Ever Square Cake 
Pans, sized for ready-mix 


Wear-Ever Muffin 


Strong, solid, 
and Cup Cake Pans. 


ing assures deliciousness. 6 and 12-cup sizes. cakes. 8" x 2", 80¢*. Also 
944" x 514" x 234", 80¢* 6-cup size, 75¢* 9" x 134" size. 











_¢-@ 0-0 6 OO 6 @ * 6 6 6 COO 6 OO 6% 















Wear-Ever Cooky 
Sheet. For cream puffs, 
macarcons, biscuits, 
candy, too. 1514" x 12", 
$1.00*. Also 17" x 14" 
& 14" x 10" sizes. 


Wear-Ever Lazy 
Suzy Cooky Cutter. 
Just roll out cookies 
and bake. Cuts 5 at- 
tractive shapes. 


$1.50* 


144", $1.95*. Also with solid 










any 
me WEARtVEen Fe, 
ALY Suzys | ’ 
CooKY currer |P 








Wear-Ever Foil protects food 
freshness and flavor. Keeps broil- 
er, oven clean. Wrapped roasts 


Wear-Ever Alumilite 
Mixing Bowl. Light but 
so strong! Convenient 
handle. 3 and 6 qts. 3- 
qt. size, $1.25* 


81%" and 10" 
a , 65¢* 


are juicier, shrink less. Available 
in both household and freezer 
weights. 


WEAR EVER « = 


\ FOIL 









— 
pric 


WEAR. -EVER = 


} 









macaroni and cheese, nut breads, 
meat loaves and frozen desserts. 


ONLY ALUMINUM CAN CONTROL 
HEAT ABSORPTION THIS WAY 

Each Wear-Ever Pan is scientifi- 
cally made and kitchen-tested to 
give best results. It may cost a 
trifle more, but for a lifetime you'll 
always be glad you have the best. 


YOU'LL JUST 
LOVE the easy 
way Wear-Ever 
Cleanser Pads 
keep aluminum 
shining. 


See Wear-Ever on the ALCOA Television Program 
“See it Now” CBS-TV Network — every Sunday 


VE Aluminum... Friondly.t0 Food 


The Aluminum Cooking Utensil Co., Inc., Dept. 3204, New Kensington, Pa. 


‘| *Western prices slightly higher. 
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Foil is bright= 


Pure Aluminum FOIL is a magic sales-maker! More 
and more women are demanding, more and more 
merchants are selling, foil-packed foods. And 
now, in home frozen food packaging materials, 
new Super Frostofold alone offers plastic- 
laminated FOIL for the all-time ultimate in flavor 
protection! Its ‘‘on-sight’’ salability makes Super 


@ * 


FOIL! 


it sells on sight! 


Frostofold a star profit-producer for you! 

Super Frostofold's exclusive, 3-ply inner-liner is 
pre-attached to a strong outer carton for mechari- 
cal protection, filling ease, space-saving storage. 
Pint and Quart Super Frostofolds are packed in 
attractive self-selling display boxes of 24 or 48. 
Priced right, too, for fast turnover! 
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COMPLETE LINE! 


NATIONALLY ADVERTISED! 


Super Frostofold is backed by national advertis- 
ing—approved by Good Housekeeping—recom- 
mended by leading home economists and home 
freezer makers! 


Get the full story about sensational, profit- 
able new Super Frostofold—and order now! 


THE INTERSTATE 
FOLDING BOX COMPANY 
Middletown, Ohio 


FREE 


FROSTOFOLD 
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Features that freezer buyers want most... 
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Upright design...extra convenience 


Manitowoc’s full-width door eliminates 
hidden corners—keeps all shelf space 
in sight. Cold-Hold inner doors re- 
duce condensation . . . make it easy 
to store food in pantry-neat order. 


Compact . . . fits anywhere 
Manitowoc offers up to 181% cu. ft. 
of storage capacity in only 214 x 3 ft. 
of floor space. 


Big capacity for top economy 
Manitowoc freezers hold up to 650 
Ibs. of food . . . room to let folks really 
enjoy the savings possible through 
quantity buying. 


Kitchen-keyed styling 

Manitowoc’s clean, functional ap- 
pearance fits kitchen, utility rooms, 
anywhere in the most modern homes. 


Easy quick-freezing . . . anywhere 
A flip of a handy switch pulls tem- 
perature inside entire freezer down 
to 20 degrees below zero. 


A cinch to defrost 

Frost falls freely down smooth walls 
to bottom shelf — can be wiped up 
in a jiffy without tedious “bucket 
bailing.” 

Real food protection 

Manitowoc’s Watching-Eye warning 
light is safest, surest in the industry, 
and food spoilage insurance is avail- 
able on all models. 
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MANITOWOC EQUIPMENT WORKS 


Manitowoc, Wisconsin 
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YOU, TOO, CAN BUILD BIG BUSINESS 
WITH BUSINESS-BUILDING 


Kildermai, 


Hardware dealers all over the country are making 
big money with fast-selling Rubbermaid. 
Here’s what they’re saying: 





“We certainly picked a winner when we decided to make 
Rubbermaid one of our basic housewares lines,” says Mr. 


George Eisley, owner, Uhler & Kline Hardware, Lebanon, 





a Pa. “For the past several years, we have about doubled 
our Rubbermaid sales . . . and this year, we're well ahead 

J of last year’s Rubbermaid sales record. Rubbermaid has 

onal ap- " proved itself to be one of our best selling lines.” 

y rooms, : 

n homes. , 
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ulls tem- 

er down 


th walls 








We must carry Rubbe 
£00d location . 
maid by name.” 


’ Says L. J. Shar 
Company, Dall J. Sharp, J a 
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“bucket 
warning 
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is avail- 
Mr. C. W. Pierson, President of Pierson’s Inc. in Summit, 
New Jersey, says: ‘“‘Rubbermaid is one of the three top 
lines in our entire store. I think the reason we do so well 
with Rubbermaid is that we carry the full line, with a 
good inventory. We never have any lost sales, because we 
carry a complete Rubbermaid back-up stock.” 
“Bach year I find I 
Clarence Hartman, H 
Kansas. “It has now 
Rubbermaid is one 
wares lines I carry in th 
oe ons lines like Rubbermaid bec 
to run my store at a Pp 
You can get into the big-volume profit picture! 
tKS 
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STOCK Rubbermaid... PROMOTE Rubbermaid... SELL Rubbermaid 
THE WOOSTER RUBBER COMPANY, WOOSTER, OHIO 
































































Rim WICKS 
FOR QUICK PROFITS 





No matter which of these three wicks 
your customers select, you get a gen- 
erous profit. R/M Wicks are the pick 
of the wicks. They give clean, reliable 
burning. They‘re made to last, and to 
keep your customers happy. 





KINDLERITE 


R/M’s standard quality 

woven asbestos kindler. 

A sturdy, long-lived 

wicking with wire core 

in both warp and filling 
yarn. Packaged 51 ft., 6 ft. 
and 100 ft. to the box, in widths of 
of %”", 1", 1 %" and 1 %”". 
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QUIK FLAME 


The most efficient ¢ 
kindler ever devel- \ 
oped for range 

burners. Patented 

open mesh construc- 
tion provides best possible 
results with distillate oils. The ; 
extra-heavy wire core yarn keeps 

the kindler upright in the burner channel. Glass 
yarn at burning edge facilitates the removal of 
carbon deposits. Packaged 6 ft. to the box, 7%” 
and 1 %” wide. 









Ya", 





WOVEN GLASS 


The acme of perfection 
in stove kindlers, assur- 
ing long life and maxi- 
mum stove performance. 
The only glass wicking 
woven with a wire core in 

every strand to protect the 
burning edge. Packaged 5’ ft., 
6 ft. and 100 ft. to the box, in widths of 


1”, 1%” and 1 %”. 








Factories: 


RAYBESTOS-MANHATTAN, INC. 
ASBESTOS TEXTILE DIVISION, MANHEIM, PA. 


Manheim, Pa.; No. Charleston, S.C. 


RAYBESTOS-MANHATTAN, INC., Manufacturers of Asbestos Textiles eTeflon Products « Packings « Mechanical 
Rubber Products « Abrasive and Diamond Wheels « Brake Linings « Brake Blocks « Clutch Facings « Fan Belts 
Radiator Hose « Rubber Covered Equipment « Sintered Metal Products « Bowling Balls 
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When you sell Hall-Mack bathroom 
accessories, sales are easier...for in 
Hall-Mack’s complete line of heathens 
accessories you'll find a number of spe- 
cials which are exclusive Hall-Mack 
developments...ideas with extra ap- 
peal that build sales and pave the way 
to an order for all the bathroom accessories your customers need. 
And when you back it up with the finest of materials and crafts- 
manship your selling job’s half done. 





Write for complete information on Hall-Mack’s new concealed 
Toilet Paper Holder...and ask for a copy of their latest catalog 
that shows the complete Hall-Mack line. 


HALL-MACK COMPANY 


Sell Hall-Mack— 


America’s Finest 
Bathroom Accessories. 
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LOOK! Terrific PLUS-PROFIT HOME 





GARDENING COMBINATION DEAL! 
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LOAMIUM! 


1 Now Contains Amazing 
0 Pipette Co. Polyac! 
Changes Hard Clay oF — 
Problem Soil To Rich Fertt e 
Loam; Adds Plant Food Too! 


Over $1,000,000 
worth sold in 
1952 — largest 
selling in Amer- 
ica! Now amaz- 
ingly improved— 
and in easy-to- UF 
use—less work— [Ff 
liquid form too! 














GIANT 
NEWSPAPER ADS! 


Hundreds of Full Page Hard Selling 
Advertisements Now Running — Pre- 
Selling Customers For You! 


Complete Display Material For Set- 
ting Up Your Own “Home Gardening 
Dept.’’! Overhead Banner! Store Dis- 
play Cards! Full Color Display Cartons! 


First Full Page Life Magazine Ad 
Breaks In April 13 Issue! 








KEM-KUT! 


Sensational New U.S. Rubber 
Co. Chemical Grass Growth 
Inhibitor! Cuts Down Lawn 
Trimming To Just Once A 
Year! 


Remarkably || 
slows down 
rapid growth of 
grass — yet gives 
greener, fuller 
grass as well! 






















$3.00! 





GRO-PLUS! 


The Complete Inst 

ant P 
Food! Plus Kela! 100% see 
Soluble! Checks 
and “Die Back”! 













% Water 
Yellowing 


Makes beautif 


ul i 
lawns, thick green 


brilliant folia 

i ge, hu 
i ne improved fruit ne 

getable yields! 

oc oe s! Your offer to 
tomers! 
$4.50 
worth for 





The Three Most Revolutionary, Fastest Selling Home Gardening 
Products In History! Demand Enormous! Supplies Limited! Order Now! 


YOUR INVESTMENT ONLY $55.82 


Here’s what you get: 


Dealer Cost 


$8.00 

8.00 

2.60 

4.62 

7.33 

.. 13.27 
. 12.00 


55.82 
0.00 


12 Kem-Kut 1 Oz. 

6 Kem-Kut 2'/, Oz. 

2 Loamium Pts. 

2 Loamium Qts. ... 

2 Loamium '/, Gal. 

2 Loamium Gal. 

6 Gro-Plus Combinations 


3—5 Ib. Gro-Plus FREE 
Grand Total. 


Retail 
$12.00 
12.00 
3.90 
7.00 
11.00 
19.90 
18.00 


83.80 
15.00 


$98.80 





YOU MAKE A GIANT i 6 
“ee A314 


PROFIT! 


Think of it! You get the 3 most revolutionary, fastest selling 
products of their kind in many years. You get new Loamium, in 
easy-to-use liquid form—now amazingly improved by B. F. Good- 
rich Co. Polyac Rylonitrile—already world’s largest selling soil 
conditioner and this year’s orders flooding in at unprecedented 
rate. You get amazing Kem-Kut grass growth inhibitor—now 
sensationally sweeping the country with enormous demand. You 
get amazing new complete instant plant food Gro-Plus—with 
remarkable consumer offer that will bring customers by the dozens 
in to your store. The 3 hottest, most heavily advertised “name” 
items in gardening history! Don’t delay—act now! Order through 
your wholesaler or jobber, or if he cannot supply you: 


Write, Wire or Phone To: 


LOAMIUM CO. OF AMERICA 


HARRISON, NEW JERSEY 
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28-Way Versatility 

52-Week Utility _ 

. 52-Week Sales ~ 
«a Opportunities 


\ 





NEW 5 HP MODEL 
V — heavy-duty 
utility tractor for 
farms ....$298.00* 


Favorite 3 HP Model M-1 
— plenty of power for 
heavy jobs. 





POPULAR 2 HP MODEL L-1 
— ideal for most gardens, 
large lawns. 
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- NEW 








Gimplicit 





makes every 
home owner a 
prospect for you 


This full-page ad is telling — and selling 
— the Simplicty Model J story all over the 
country! Readers of Sunset, Better Homes 
and Gardens, and American Home are 
learning about this new labor-saver .. . 
with “4-Job Power” that takes the work 
out of tiresome yard chores — and is de- 
signed and priced for the average home 
owner or renter! 

Consistent advertising in national maga- 






NEW 2 HP MODEL J — de- 
signed for the average yard! 
**4-Job Power'’ mows 
lawns, cuts weeds, culti- 
vates gardens, plows 


snow! 
Model J Tractor . $105.00* 
Rotary Mower $34.00* 


zines is just one reason why Simplicity is 
the profitable garden tracter line for you! 
Three other models in 2, 3 and 5 HP sizes 
cover the most useful garden tractor pow- 
er range. Implements for year-round use 
mean year-round sales . . . and they're in- 
terchangeable, so your inventory is easy 
to control. Simplicity dealer support is 
the most effective in the industry. And 
Simplicity customers stay sold! 


It pays to be a Simplicity dealer. 


| coeltamealioettonestiametianetametenetanettnetinestenstamstantantiend 


America’s No.1 
Garden Tractor 


Port Washington, Wis. 


*Prices F.O.B. Port Washington, Wisconsin 


SIMPLICITY MANUFACTURING CO. 

Port Washington, Wis. 

There are a few choice territories still open for qualified 
dealers. Please send full details in letter. 

TO: Simplicity Manufacturing Co. 

5384 Spring St., Port Washington, Wis. 


NAME 
ADDRESS 
STATE 


city ZONE 
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Stock it, display it— and we predict your 
dollar volume on the Gates Flexible Sprinkler 
will grow into bigger figures every week during 
the season. 

To help you make record sales there will be 
a season-long advertising campaign in national 
magazines which millions will see. 

Because it saves your customer work and 
water... because it does a better watering job 


3 000,000 readers . 


than any sprinkler...at a modest cost practi- 
cally every householder can afford...and because 
it carries a good profit for you—-we urge you 
to order NOW from your Gates Hose jobber. 

Each Gates Flexible Sprinkler is packed in 
a colorful carry-home carton ideal for display. 
Blow-ups of national ads, window posters and 
other display material are also available through 
your jobber. cx-120 


The Gates Rubber Company 


Denver, Colorado 
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$4.95 portable watering cystem 








Ss, . \ . 1G | SS 


l 





ens 


ht As ‘, As a WF 









i} 
gon 43 


| ma 
i A SS 


nes 














~ wi © soley r * 7? 5 ~~ PZ ‘3 
94, ag ote . 
AA | ste BENS a> ogee 


saves work... saves water 


Different! Looks like hose... 
sends out 1000 gentle streams 


Now—put water on your lawn 
ee and garden just where you want it 





with no waste of water...and far 
less work. The revolutionary, 





new Gates Flexible Sprinkler... 


SS a 25-foot tube of strong, gay 
= Sy green plastic...sends out 
mS 1000 pin-size streams of water. 


So gentle it won’t knock 





petals from delicate 





% flowers ... yet it waters 
thoroughly areas up to 
250 square feet. 
Extremely flexible—puts 





Bi . water ih odd-shaped areas, 
sy around trees, and on terraces 
without hand sprinkling. 
Easy to handle—weighs only 
25 ounces. Very durable. 
Fully guaranteed. 





PATENT PENDING 


Only $4.95 at hardware and 
department stores . . . in handy, 
carry-home pack. Made by the 
makers of popular Gates Plastic 
and Rubber Garden Hose. 


os = 
wt Jp 


a oe ® 


es Flexible Sprinkler 


Made by THE GATES RUBBER COMPANY, Denver, U.S.A. 



























NOW 


MANN’S 
Handles 





While it is still part of a tree, wood is protected by bark 
and by sap against the ravages of nature. This same wood, 
as lumber, is denied a defense and, unless treated, deteri- 
orates rapidly. 

Mann Edge is proud, therefore, to introduce what we be- 
lieve to be the first “weatherproofed” handle on the market. 
Oil impregnated, this U. S. #1 hickory handle will resist, like 
a tree, the heat, cold, moisture and dryness that all tools, 
used out-of-doors, are subjected to. 

This advance in handle making, coupled with the ac- 
knowledged superior quality of Mann Axes, Hammers and 
Hatchets cannot help but make Mann a top selling line 
for you. (For those who prefer, standard finish handles will 
be used when requested.) 

Write for free catalog which illustrates and describes the 
complete Mann line. 


T° ERK SF 


Write for free catalog which illustrates and describes the Mann line. 


Ln \La\ 


EDGE TOOL C¢ 


LEWISTOWN, PENN 
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Tapatco 
leads in Eye-Appe 


Eye-appeal means customer-appeal. That’s why you, as a dealer, 
are better off to handle only the best-looking merchandise you can 
get. In addition to their built-in quality, 
all Tapatco products give you the edge 





in appearance. They’re especially 
designed by top-notch creative men to 
stand out in any selection. Be sure to 
take advantage of this extra eye-appeal. 
Sell Tapatco this season! 

Ask your jobber or write us. 


AN EXAMPLE OF TA-PAT-CO EYE APPEAL 


Tapatco buoyant cushions are just naturally 
better-looking than most. Edges are truer... 
there are no bulges or wrinkles . . . cover ma- 
terials match on all sides . . . colors are brighter 
...and picture designs are more attractive. That 
all adds up to more eye-appeal — and more 
sales for you. 





THE AMERICAN PAD & TEXTILE CO., GREENFIELD, OHIO 


Sell these Ta-pat-co products for summer profits 
: oe v 


STAY-A-FLOAT No, 30 BUOYANT SEAT CUSHION No, 8 SPORTSTER VEST 








 Tapatdo... You Can’t Buy Better to Save Your Life 
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I Keep Telling 
Your Customers 
_ 





CONVENIENT, USEFUL 
SIZES. The Best-Buy line 
opens up an unlimited 
market with three stream- 
lined sizes. You'll sell the 


the complete WIDE MOUTH bottle line 
etigpes opel Biggest mouth... Biggest in popularity 
for school use, light lunches 


and gifts. The pint and . ss 
quart sizes will be grabbed EAT out of it DRIN K out of it 
up for work lunches, 


picnics, outings, sporting , , : a7 
events, automobile trips and Sensational! That’s the way dealers described the original 


countless other uses. Aladdin Wide Mouth Bottle. It sold like wildfire. NOW, there’s 
a complete line of wide mouth bottles to meet every need. 

The Best-Buy line features the biggest mouths on the market... 
‘no-drip” pouring lips, originated by Aladdin. It’s a line 

that really shouts, ““BUY!” < 





ANOTHER 


Medlin 
Médddin mgler 


vacuum bottle 
It's a natural for the huge 
sports minded market. The 
Angler pictures famed fighting 
fish in full glowing color. It’s 
a conversation piece men like 
to pack in their lunch kits. 
Available in pints and quarts. 











The spoon goes right down to the 
bottom ...inall sizes. Did you ever have 
to “fish” for a lost spoon in a long skinny bottle? E 
Then you know why Aladdin Wide Mouth Bottles Ahatli Ditiel Teh 
sell. All sizes are expertly designed for con- Kit containing 10-02 
venience, compactness and 100% usable BestBuy Vacuum 
space. The spoon goes right down to the bottom Bottle is a sales 
... even in the big quart size. sensation. 





















ALADDIN INDUSTRIES, INCORPORATED @ Nashville, Tennessee 
1107 Merchandise Mart, Chicago, Illinois © Pacific Coast: 105 E. Lexington Drive, Glendale, California 
Available in Canada from Aladdin Industries, Incorporated, 1401 The Queensway, Toronto, Ontario 
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..| Now... Power Trimming 


1g at a price your customers can pay 
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Be the first in your neighborhood to provide home 
owners with the speed, efficiency and convenience of 
power trimming at a price they can afford. 


te 
a ~~ eo 8 @ @ ee @ ” 


Offer the Stanley Handyman Grasshear and you open 
up big new profits. This is no “‘toy’’ but a sturdy, 
precision-built trimmer that’s packed with practical 
selling features. The Grasshear is 10 times faster than 
hand methods. It trims around trees, shrubs .’. . along 
borders, drives, rocks ... gets at the most difficult 
places easily. 


ularity 


There’s no sweeping or raking—high speed suction 
draws grass into the cutter and pulverizes it. The 
Grasshear is a joy to handle, too. It has fingertip 
control, perfect balance. Weighs only 9 lIbs., can be 
adjusted to the operator’s height. Use it from 

house current or portable generator. Sealed 
bearings and Stanley quality construction 
y assure long, trouble-free service. 


l 
there’s 


met... 





On the job Sent Gast te Wet... Grass-trimming time is on top of you. Don't miss out—find 

out now about this powerful profit-maker. It will sell fast, 
made by men who make tools BEST and also offer excellent rental possibilities. Ask your whole- 
saler about the Stanley Handyman Grasshear, or write for 
details. Stanley Electric Tools, 408 Myrtle St., New Britain, Conn, 
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WESTCLOX 


are 


Fair Iraded 





Westclox products are now fair 
traded in all states where such 
laws exist. 

Since the first Westclox were 


marketed, many years in advance 


of Fair Trade laws, Westclox has 
believed in a policy of fair pricing. 
Through this policy, Westclox has 
developed the importance and in- 
tegrity of its trade names until to- 
day they enjoy a front-rank posi- 
tion in American industry. 


...The first Big Ben in 1910 





carried our price tag, which 


is “standard equipment” on 








every branded Westclox! 


Through committing Westclox 
products to the fair trade laws, we 
feel that we are not only protect- 
ing our trade marks but are con- 
stantly improving the value of the 
Westclox franchise as well as pro- 
viding most important protection 
to the consuming public in our 
field. We are certain that the many 
thousands of Westclox wholesalers 
and retailers will approve and sup- 
port us in this effort. 


WESTCLOX 


Made by the makers of Big Ben 
La Salle-Peru, Illinois 


PRODUCTS OF GT CORPORATION 
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After Only 3 Months, Yresdo Profits Spree Hailed by Dealers: 


"GREATEST MONEY-MAKING PROMOTIONS 
EVER TO HIT THE APPLIANCE TRADE!” 


Presto Vealers Everywhere Laud Liberal Profit 
Margins on New Merchandising Plans! 







‘Best planned, most profitable selling pro- 
gram I’ve ever seen,”’ reports PREsTOo dealer 
from Seattle. And so it goes from Coast to 
Coast . . . a most enthusiastic and wide- 
spread response from the trade. 

There’s a PRESTO VAPOR-STEAM IRON 
selling plan tailor-made for you, already 
tested and profit proved! 

You get FREE point-of-sale material plus 
a two-fisted national ad campaign working 
for you right in your neighborhood. Join 
the Presto SALES AND Prorits SPREE for 
some record-breaking months in ’53! 





COOKER 
PROFIT 






Customer Saves $5.00 on New Stain- 
less Tableware Cooker Offer—Skyrockets 
PreEsTo COOKER Sales! You can make this 











FREE Chicken-in-the-Basket offer on any PRESTO COOKER you sell. Customer 
Sets—a TERRIFIC TRAFFIC BUILDER—Givea- pays regular price for the cooker AND gets an 
way ‘“‘Chicken-in-the-Basket” sets stimulate cus- exquisite 24-pc. set of Ballerina pattern stainless 
tomer interest that results in sales. Ruggedly made tableware at a $5.00 saving; you get your full 
of quality plastic to build “buy incentive’’ for you. profit margin! 


For Bigger Sales Get FULL DETAILS from Your Distributor... 
Stock Up Now for MOTHERS DAY—JUNE BRIDE Season! 


OVER 19 MILLION SATISFIED PRESTO USERS 


NATIONAL PRESSURE COOKER COMPANY, EAU CLAIRE, WIS. 
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Heucther. Reason Why EKCO Leads in Housewares! 


JEWEL-BRIGHT! BRILLIANT! 
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ONLY GENUINE NEW 
OVENEX HAS THIS 
DISTINCTIVE PATTERN 
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© Completely NEW OVENEX design 


© Kitchen-tested for superior 
baking results 


@ Full line of staples—plus many 
labeled and packaged items 


® Jewel-bright appearance makes 
displays sparkle . . . increases 
impulse sales 


EKCO PRODUCTS COMPANY 
1949 N. Cicero Ave. - Chicago 39, Ill. 


Sold in Canada by EKCO PRODUCTS 
COMPANY, Canada lLtd., Toronto 


Ola. AO 
3 ON NZ 
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Get the New Ovenex to build 


your bakeware volume! 


The Greatest Name in Housewares C. 
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Kemena— ...it it doesn’t have 
a DOUBLE TOP—it’s not a 


MET-L TOP 

















o | THE Oxcgéwal ALL-METAL IRONING TABLE 

s 

. 

. 

, 

: 

. 

: 

= 

et DOUBLE TOP ASSURES cerns 






Sr00ther POsT 


...and America’s 


IRONING SURFACE outstanding 


women’s, home 


Of all ironing tables, only MET-L-TOP and farm publi- 
offers DOUBLE TOP construction—two — 

sheets of steel eyeleted and pressed together 

to form a 100% reinforced top. This means 

that the ventilated working surface of a 

MET-L-TOP will remain smooth, flat and level 

—will never sag, buckle, bend nor dip. The hollow 

channels also help to retain heat. This, plus 

heat reflection from the smooth, white top, 

keep the pad dry for faster, easier ironing. 


Remember that all three MET-L-TOP models—C-680, 
A-606, P-600—have the exclusive DOUBLE TOP feature! 









ld 

















Re, GEUDER, PAESCHKE & FREY CO. 


1700 W. St. Paul Ave. Milwaukee 1, Wisconsin 


aw 
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Exclusive New Westinghouse Premium 


Will TRIPLE Sales! 


It’s a bright, colorful plastic house with a planter cup 
and bird feeder basket. Indoors, it’s a wall hanging 
planter. Outdoors, it’s a bird feeder with suet or bread 
in the feeder basket. 

You'll sell 3, 6 or more Westinghouse light bulbs 
every time a customer wants one or more Planter- 
Feeders. Cost . . . 50¢ for one house with one Westing- 
house 3-bulb carton wrapper mailed to Westinghouse 
—you have nothing to handle. 


SUNDAY NEWSPAPERS 


In Your Area Will Drive Customers To You 


This sensational premium bargain will start in the 
Sunday comics in the Papers in your area April 12th 
) ...end May 24th. 





““Westinghouse Studio One”’ on 57 CBS-TV Stations. 


» YOUR 
= y) D DISPLAYS) ¢ 


‘ 
a v. \ FY Penetratcs Sells Plantcr-Foodereand Light Bulbsover 






in stores will stop 
and sell customers 
3, 6 or more 
Westinghouse 
light bulbs when 
they see the tie 
Planter-Feeder mids . 

Se illustrated. . 7 // 


Cate obits beff Malang Camynuige 


Order Westinghouse Light Bulbs and your Premium Display Kit 
now from your Distributor, or write: Westinghouse Lamp Division, 
Advertising Dept., Bloomfield, N. J. 


You CAN BE SURE...1F IT Westinghouse 


; vy f 
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That’s what we hear North - South - East-West 
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CLEANER . cleaner 
ht bulbs 
Planter- 
Westing- 
ngho use y 
a. 4 : Ge a ; C< / Silver 
; mn) | okt Removes : Sparkles 
ae ema Burnt-on Food in Seconds 
, 3 ; and Grease Fast 


You 
t in the 


ril 12th wf 
(e 


— 3% No Chipping 
7 Ss. tc No Scraping 


% No Scrubbing A ; 

Ne anon : Everybody's Reading 
No Other Oven Cleaner ™ : About It— Tested by 
° a large, independent, 


Like It — Works 4 oe 
; : scientific laboratory. 
Recommended by a 


faster, more thor- 

oughly. No odor. ' ° famous national mag- 

Pure white cream... ° azine. People every- 
\ ° where are enthusiastic 


easier to see on dark : . 
surfaces. FREE ap-' over the time it saves 
° P ‘ . ... the brilliant job it 

does ... the labor it 


plicator ...to save ; 
your hands. : eliminates. 


spat off! 


OPEN STOCK 


LIST 

WEIGHT LIST EACH ITEM SIZE PACK | WEIGHT | PER CASE 
12 Ibs. $ 8.28 $.69 | EAS-8 8 oz. | 1 dez. 14 Ibs. $11.76 
23 lbs. | 11.76 | .98 [| EAS-20| 200z.| 1 doz. | 27 Ibs. 

For best discounts, order in case lots 


















































Easy-Aid products are widely advertised in magazinés, 
newspapers, radio, and TV. 

Easy-Aid’s well-known policy of dealer cooperation pays 
Yo of dealer's own advertising. 

Ask for FREE mats and display material. 


G.N. 
N. COUGHLAN CO., West Orange, N. J, Moreen of tosy-s 


Chir 
mney Sweep, De-Moj st, Process 33 
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THE PIPE WITH THE STRI 






\. 
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000 
BRASS BAND AND ALL! 


The Plastic Pipe with the Stripe receives National Acclaim... 


Here’s why . . . CARLON is guaranteed forever against rot, rust and 
electrolytic corrosion . . . can be installed in a fraction of the time (and 
at a fraction of the cost) required for old-fashioned metallic piping . . . 
it’s flexible and curves to follow irregular ditch lines . . . weighs only 
Ysth as much as steel pipe . .. won’t accumulate scale or sediment . . . 
minimum head loss... and... every foot of CARLON is factory-tested 
for more than 8 hours at higher-than-working pressures! 


For the best buy in piping, buy CARLON .. . the pipe with the stripe! 


Write today 











Canada: Micro Plastics, Ltd., Acton, Ontario 
Export: H. E. Botzow, New York City 


for literature. CARLON PRODUCTS 
10300 MEECH AVENUE ° CLEVELAND 5, OHIO 


CwNG e669 


Pioneers in Plastic Pipe 
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‘National Lock Sen Concealed Hinges 


! bring new beauty to every kitchen...new profits to you 





N58-598E Only the knuckle 
is exposed 





This popular NATIONAL LOCK Hinge is completely concealed except for the smoothly- 
styled knuckle. Designed for use on inset doors of wood cabinets, it lends a fresh, streamlined 
appearance to every kitchen. Available in 5 attractive finishes. National Lock Semi-Concealed 
Hinges are individually packaged in sturdy, easy-to-identify envelopes. Priced for fast sales 
and substantial dealer profit. Ask your jobber about the complete line of fast-moving 

National Lock cabinet hardware. It provides an excellent selection of styles and finishes. 


Ask about these other popular National Lock items 









NATIONAL No. 24 WOOD SCREW NATIONAL A-80 BRASS 
LOCKset ASSORTMENT TUTCH LATCH ASSORTMENT 


SOLD THROUGH JOBBERS 


distinctive hardware...all from 1] source 


VATIONAL LOCK COMPANY 


Rockford, Illinois © Merchant Sales Division 
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A Better Alkyd Flat Enamel for Walls -- - Odorless 


INDIAN TURQUOISE 
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‘PRATT & LAMBERT -INC 








Free from objectionable odor, self priming 
Pratt & Lambert New Lyt-all Flowing Flat rolls 
or brushes on with unbelievable ease. It produces 
a velvety smooth surface so hard that dirt and 
stains cannot penetrate. It’s literally scrubbable, over 
and over again. This new paint is strong in color 
appeal, too. A wide selection of modern new colors, 
tints and tones will catch the fancy of every 
customer, 





PRATT & LAMBERT-INC. — NEW YORK ° 
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LL rom PRATTSLAM BERT 


A BETTER Alkyd Base 
Flat Enamel for Walls 


Never, in 104 years of scien- 
tifically controlled, quality pro- 
duction has Pratt & Lambert 
introduced a new product with 
greater confidence in its outstand- 
ing characteristics and faultless 
performance in the hands of both 
professional painters and house- 
hold users — confidence in the 
fact that here is a product that is 










BUFFALO ° 


sure to give Pratt & Lambert 
dealers another profitable ad- 
vantage over competition. 


If you are not completely satisfied with your 
present paint business, you can give it a new boost 
with Pratt & Lambert New Lyt-all Flowing Flat and 
P&L’s full line of paints, varnishes, enamels and 
stains. It’s a line of extra quality, moderately priced. 
A line geared to the needs of the independent dealer 
—one that offers the protection of an exclusive fran- 
chise in your community. Write, phone or wire for 
the complete story. 


Maer! 


PAINT and VARNISH 
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KESSEL RANG UP A SALE! 


“I see you're skeptical when | say that this screening won't Facts about Screening woven of 


oa, 
bulge or break,"’ said Abraham Kessel of Lynn Lumber Com- : - \ 
pany, Lynn, Mass. ““Okay—jump on it!" Fi reston @ Velen 
« Firestone 


EVERY TIME A CUSTOMER JUMPED KESSEL MADE A SALE. Yalow SCREEMING ©" ” * won't rust * won't 
weer nus rot or corrode * won't 


bleed or stain window 
sills * stays up all year, 
summer and winter * 
never needs painting * 
available in forest 
green, bronze brown and 
aluminum gray—colors 
that blend with any 
scheme of decoration. 






Kessel and his dad feature Screening woven of Velon on 
the attractive display rack which stores and dispenses the 6 
most wanted widths. The small demonstration screen (for jump- 
ing or standing) stands alongside. 


They sold 20 rolls right off the rack and were still going 
strong even after the 1952 season was over. 


Get your full share of screening profits. Hundreds of new 
homes are going up in your area. Hundreds of old homes need 
replacements. Display racks cost you only $9.95—less than 


half our cost—with order for 6 rolls of Screening. p j as t i c¢c wove ni HH H H 
See your wholesaler today or write for full details about pro d u cts . fmc. 


the display rack, stand-on screen and your FREE copies of 
“Passing the Screen Test’’—an entertaining, cartoon-illustrated 
booklet that tells your customers all they want to know about 
screening. 


51 CAMDEN STREET 
PATERSON 3, NEW JERSEY 


MAKERS OF SCREENING WOVEN OF Firestone )eGne 
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MERIDEN, CONN. 





Edward M. Borek of the 105-year-old 
Lyon & Billard Company (lumber and build- 
ing materials) says: 


“The cutter sounded good on Brand D. 
The glass parted easier, no ragged 
edge. Easier to cut by hiaind or machine” 
(he tried both methods). 


Mr. Borek tried cutting four unidentified brands of good, 
single strength window glass. He instantly singled out 


Brand ‘“‘D” (which was L:‘O‘F) as easiest to cut! 


It’s easier to cut L‘O-F window glass into big pieces, 
little pieces; angled and curved pieces. You can even cut 


off thin strips close to the edge with a light stroke. 


L-O-F window glass cuts easier because it is annealed 
more slowly, more patiently. That makes it less brittle. 


There’s less risk of loss from breakage in cutting. 





BOREK PICKS L-0-F 
N "BLINDFOLD TEST" 











TRY THE “BLINDFOLD TEST’’ YOURSELF 
Practically every man who’s taken this test has 
picked L‘O-F no matter whether he cut it first, 
last, or in between the other brands. Try it and 
you'll see why you have fewer bad cuts, less waste 
and more profit, with L:O-F. 

Call your nearest L-O-F Distributor. These local 
businessmen are listed under ‘‘Glass”’ in the yellow 
pages of phone books in principal cities through- 
out the country. And send for your free booklet- 
“For Greater Profits On Window Glass’’. 

Write Libbey*Owens:Ford Glass Company, 6743 
Nicholas Building, Toledo 3, Ohio. 
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| 
first, | 
and | 
| Here’s the new, improved Channellock Plier—bringing to you new features which 
| offer more positive gripping, greater strength and longer wear. The undercut interlocking 
ocal | channel is the first really new idea in plier design in years. Engineering skill has developed 
low | a plier with new patented features which give you the newest, strongest, most practical 
eh- plier you can buy. Here is a plier that will last for years! Channellock Pliers—made only 
gh- | ; 
‘— | by Champion DeArment Tool Company, Meadville, Pa. Cenienttet olten en tind 
Lodas the Yellow P f most Tele- 
| Sead ger your Catalog . shame Gusaiestieendae-teaie® 
743 | 
| 
l 








CHAMPION DeARMENT TOOL CO. MEADVILLE, PA. 
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MONIZ | 


| SPRING PONOTON 


10000', CASH 


to boost sales and feather your profit-nest! 


@ We’re giving away thousands of dollars to 
get your customers to try the new Simoniz Easy 
Method. Over 312 CASH AWARDS for the best 
letters submitted in this big sales drive. Big 
page ads on this offer will appear in Life, Look, 
Saturday Evening Post, Collier’s and Better 
Homes and Gardens. Total circulation on this 
promotion is 19,084,090. Be sure you have 
enough SIMONIZ and SIMONIZ LIQUID 
KLEBNER in stock to meet the big demand. 
Use our FREE merchandising aids. Get your 
share of the big sales and profits in this sen- 
sational SIMONIZ promotion. 











WIN UP TO $500.00! 


You can win big money, too! Help your customers fill 
out entry blanks. Explain how the new Simoniz Easy 
Method takes the work out of SIMONIZING. Give them 
hints on how to get best results. Remember, if your cus- 
tomer wins— you can win up to $500.00! 


$500.00 for Dealer who helps write the Best Letter 
$125.00 each for Dealers who help write the 2 next Best Letters 
50.00 each for Dealers who help write the 5 next Best Letters 
10.00 each for Dealers who help write the 50 next Best Letters 








TODAY MORE THAN EVER...MOTORISTS WISE SIMONIZ 


04 
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BLOCK CITY CONSTRUCTION SETS 





ALL AMERICA’S 


BUILDING WITH BLOCK CITP Brick Town 


SCALE MODEL 
CONSTRUCTION SETS The accurately-scaled, 


authentic construction set 
Washable, shatterproof, for model hobbyists 
interlocking molded plastic advanced junior builders 
blocks and accessories. architects and contractors 
4 Sets, Retail at... Contains 857 pieces. 


152 pes. 306 pes. Retails . . . $10. 
$2.95 $4.95 


472 pes. 820 pcs. 
$7.50 $15.00 


PRE-2CHOOL BUILDING BLOCKS Year-Round Promotion, Too! 
for Boys and Girls NATIONAL ADVERTISING 


from 2 to 6 os 
Big, colorful, wash- =e Powerful, 4-color ads 
able, kindergerten- oo Ga in Sunday Comics Sections 
tested, interlocking < r . 
blocks (1x 1x2”). ~ of 39 major city newspapers 
2 Sets, 32 pcs. 56 pes. with more than 


Retail: $1.95 $2.95 40 million readers. 











HWE GEGERS INTERES FREE tetvision rums 
Z FREE Mat & Electro Service 
rl =< 
i ——-= Sturdy FREE Counter Displays 


Scale Models of 


Every Type Structure FREE Consumer Folders 




















y 


*Trade Mark 






v America’s Fastest Selling Construction Sets 
- NEW YORK: 


. PLASTIC BLOCK CITY. inc. J 2: «=. 


4225 W. Lake Street, Chicago, Ill. —- Van Buren 6-6637 Murray Hill 3-6572 
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SCREENING MAD 


ALCLAD ALUMINUM 


Aluminum Screening 


sells faster because 
it solves three problems 
for homeowners 










Homeowners in ever-increasing numbers are buying 
screening made of Alcoa Alclad Aluminum for three good reasons: 


It’s Nonstaining—can't cause unsightly drip marks 
on light paint or masonry. 


Won't Rust Streak—keeps its good looks. 


Lasts Longer—better wire means years of trouble-free, 
cost-free service. 





Alcoa Alclad Aluminum Screening ....a “best buy” for your 
customers .... a ‘best seller” for you. Order today 
from your jobber. 


Made by these 18 leading screen weavers 


Alabama Wire Co., Inc. Heilig Bros. Co., Inc. 

American Wire Fabrics Corp. The C. O. Jelliff Mfg. Company 

Chase Brass & Copper Co. Keystone Wire Cloth Co. 

Clinton Wire Cloth Co. New York Wire Cloth Co. 

Cyclone Fence Division Pacific Wire Products Co., Inc. 
(American Steel & Wire Co.) Pennwoven, Inc. 

Dixie Screen & Wire Products, Spargo Wire Company, Inc. 
Incorporated Standard Wire Cloth & Screen Co. 

Gilbert & Bennett Mfg. Co. Reynolds Wire Company 

Hanover Wire Cloth Co. Wickwire Brothers, Inc. 


Alcoa 7 
a 


Aluminum 


ALUMINUM COMPANY OF AMERICA 
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NOW-MORE THAN EVER- 


The best-selling hose line 
you ean handle! 


There's a type and style of Goodyear Garden Hose to appeal to every 
buyer—and make more sales for you—in the 1953 Goodyear line. It’s 
a complete line—matched to your market and made for profits! 


FIESTA-—the different garden hose that’s backed by Goodyear’s 
10-year guarantee. Satin-smooth all-vinyl cover in sun- and wear- 
resistant yellow, black, red or green; reinforcement of rayon; seam- 
less high-quality rubber tube. Is lightweight, competitively priced. 


ALL-RUBBER-. style for every buyer, guaranteed up to 15 years. 
Wingfoot—maroon color, lightweight, resists kinking 
Elm—dark green color; high strength at moderate price 
Pathfinder—black cover, lightweight, durable 
Glide—black or red cover; high value at lowest cost 


ALL-VINYL-—lettuce green color appeals to style-conscious buyer. 
Women like its light weight and easy handling 


—and for estates, country clubs, golf courses, greenhouses 


EMERALD CORD -the finest available anywhere! 





With the new Goodyear Garden Hose line you in Rubber”—plus newspaper mats, counter book- 
get a full line-up of sales helps—the backing of _let, special “How to Display” book for your own 
powerful national advertising concentrated in the | use, window banners, display card, watering 


magazines homeowners read and seconded by _— guide. 


all the other advertising of “The Greatest Name _There’s everything you need to set up a profitable 









So get aboard now — by mailing 
the coupon. 


Goodyear Industrial Products Division, 
Akron 16, Ohio 


. 
Wingfoot, Pathfinder, Glide, Emerald Cord—T.M.'s 
e Goodyear Tire & Rubber Company, Akron, Ohio 

















garden hose department—all store- 
Marke” 
Matehed 10 your 


tested—all designed for top profits. 
GARDEN HOSE 


















| THE GOODYEAR TIRE & RUBBER COMPANY, INC. 
Dept. 742-C Akron 16, Ohio 


Please send me complete information on your 1953 Garden Hose line: 
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Solid bras . 
“ t, 
Polished finish 


This sey can b 
e | 
or Unlocked, ere 
| 4 ©N outside or by : 
Slide button On inside. 




















EVERY ONE OF THEM 


That's the deal you get when you stock 
KEIL Screen Door Sets 


They are fast selling, popular priced 
items for quick turnover and profitable 
volume sales 


ORDER NOW and get your share 


of the Spring business 


Rim Latch. 
Cast iron, dull 
Fass plated. 


ae pe locked on 
side by slide butto - 
n. 


V 










Contact your jobber - or 
write directly to us 


KEIL LOCK CO., INC. 


CHARLESTOWN. NEW HAMPSHIRE 
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Steel top 
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Captain RAY-O-VAC says: 


Ask your customers 

+o feel the Steel?’ 
They'll know that Ray-OVac 

is their best deal ! 


FEEL THE STEEL... 


Only Ray-O-Vac batteries are fully sealed in 
steel... top, bottom and sides. Ask your cus- 
tomers to pick up a Ray-O-Vac battery .. . they 
can feel the all-important difference. 


This all-around steel casing makes Ray-O-Vac 


STEEL'S THE 


Steel top — : 
Multi-ply insulation 


Steel jacket ——— 


Steel bottom —__ 
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batteries keep their power longer. They’re LEAK 
PROOF ... guaranteed not to corrode your flash- 
light. This quality construction makes Ray-O- 
Vac the top performer in the battery industry. 


Be sure you stock Ray-O-Vacs. 














| recommend Yardley 
Lleardtream pipe 









“Yes, sir, I know from experi- 
ence. When it comes to plastic 
pipe—quality counts. I’ve com- 
pared Yardley ClearStream with 
both metal and other plastic pipe. It’s the only one that 
stacks up on all 10 points listed here.” 

No pipe installs faster, easier than ClearStream. 
Long lengths and fewer fittings cut lay-up time, saving 
up to 60% of labor costs. Water volume goes up 25% 
for the same head loss. Weighs 1% as much as steel. 

And ClearStream lasts for years because it won’t rot, 
rust or electrolytically corrode. That’s true of all plastic 
pipe, but Yardley’s guarantee of 100% virgin material, 
full weight and wall thickness, multiple inspection, 
assures extra service life. 

For all cold water systems— jet and submersible 
pumps, lateral lines, sprinkler irrigation, municipal 
piping — as well as for chemicals, oils, gases and elec- 
trical conduit, Yardley makes the right type pipe for the 
purpose. Stock and sell ClearStream and be sure. 


For Jet Pumps . . . Twin-du-it 
This new 2-in-1 pipe combines both suction and pressure 
lines into a single unit. Easier, faster, better. Fewer sizes 
to order, stock and sell. Only Yardley makes Twin-du-it. 
Send for Bulletin 222. 


YARDLEY PLASTICS CO. 
142 PARSONS AVE., COLUMBUS 15, OHIO 
In Canada: Daymond Co., Ltd., Chatham, Ontario 


Insist on 


Llear Stream 


ee ee ae 


Look for the Name 
on Every Length 













over any other! 






100% VIRGIN MATERIAL 
Top grade only. Contains no reprocessed or 
reclaimed material. 


GUARANTEED QUALITY 
Full weight and wall thickness meeting Ap- 
proved Standards for the industry. 


RECOGNIZED LEADERSHIP 
Yardley is a pioneer in the field, has the engi- 
neering know-how, the reputation for genuine 
value. 


NATIONAL DISTRIBUTION 
Sold only by reputable suppliers from coast to 
coast. 


NATIONAL ADVERTISING 
Known to millions through consistent space in 
leading farm magazines and trade papers. 


DEALER HELPS 

Backed up by striking direct mail, catalog ma- 
terial, newspaper ads and point-of-sale displays. 
DEPENDABLE SUPPLY 

Three modern plants, large inventories, prompt 
service. 

BRANDED PRODUCTS 

ClearStream identification protects both dealers 
and users. 


FIELD SERVICE 
Experienced representatives everywhere to help 
you sell and satisfy. 


FULL LINE OF FITTINGS 


Designed by Yardley, made by Yardley, specif: 
ically for ClearStream pipe. 
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BACK VIEW 











Sloane Cork Tile has no pits or 
voids on the back. It’s as tightly 
bonded as the front—has greater 
strength and resilience. 





A SUPERIOR NEW CORK TILE 2 » Wane 


Tue secret of new Sloane Cork Tile is in the 





modern compression method using the newest 
machinery and equipment. It’s more compact... 
more tightly formed. It has more cork per tile, 
greater resilience . . . gives longer wear and is ex- 
ceptionally resistant to stain. 

Unlike ordinary cork flooring, Sloane Cork 
Tile has no unpleasant burnt odor. It has all the 
rich color variation and texture of natural cork 
... never looks charred or discolored. 

Sloane Cork Tile is precision-cut . . . every tile 
is uniform. Made with beveled edges to take up 
slight sub-floor irregularities, it reduces sanding 
operations. Every tile is factory waxed and polished. 

New Sloane Cork Tile has more to offer you 
and your customers than any other cork tile in 
the industry. It’s available for immediate delivery. 
Send for further information and a set of free 


( SLOANE ) 


FRONT VIEW 


© More cork per tile samples. See for yourself. 


proovucrs ¢ 


® Natural cork color is uni- 














form—no charred discoloration . as ae 
® Edges beveled for easy installation Fill out this coupon and mail it today! 
® Made in 3 sizes: 9” x 9”, 6” x 12”, rp-—---------------------- 1 
12” x 12’ — 2 gauges 1/8”, 3/16” i : : | 
Sloane-blabon Corporation 
| Sl Blak Cory | 
j 295 Fifth Avenue, New York 16, N. Y. | 
| Please send me free samples and further information | 
SLO NE TILE | about new Sloane Cork Tile. | 
A | | 
| Store Name | 
| I 
her Floste and Walls | a | 
| 
; City Zone State 
SLOANE-BLABON CORPORATION | , | 
Attention of Mr 
A DIVISION OF ALEXANDER SMITH, INC. | H4 - j 


FINELINE « TEXFLOOR « TERANO + KOROSEAL TILE + CORK TILE + RUBBER TILE + TREN-FLEX TILE » TRENWALL + TRENTONE 
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Hardware dealers report 
up to 284% increase in 
electric tool sales! 
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"Ken an” Program oa 
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California — = i 
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Maryland — 145% ' 
previous year. 


Oregon" ” 
previous year. 
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ease over 
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4% increase 


Porter-Cable Machine Co. 


A prospective Key 
Man being given 
examination to 
test his product 
knowledge. 


P orter-Cable’s sales clerk education program has gone 
over with a bang! Dealers all over the country report an imme- 
diate jump in sales of Porter-Cable Electric Tools — higher 
sales volume throughout the year— because their counter 
clerks and outside salesmen learn “hard sell.” 


Here’s how it works. A Porter-Cable Field Representa- 
tive persgnally supervises the training of one of your men... 
develops him into an expert in promoting portable electric 
tools . . . tests his salesense and product knowledge with 
quizzes and exams... certifies him as the “Key Man” to 
spread the fundamentals of better salesmanship throughout 
your organization. 


Sales clerk training is only one of the many reasons 
Porter-Cable’s direct-to-dealer policy pays big dividends. 
Field Representatives also assist you with calls on good pros- 
pects — store and trade show demonstrations — local adver- 
tising and promotion—store displays—service and inventory 
problems. You'll find a Porter-Cable Franchise means business. 
Some territories still open. The sooner you write, the greater 
your opportunity. 


Porter-Cable 


1104 N. Salina St., Syracuse 8, N.Y. 


Saws * Belt Sanders * Orbital Sanders * Routers * Planes * Hedgshear * Shapers 
Drills * Chain Saws * Bench Grinders * Combo Tool * Abrasive Belt Machines 
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AN IMMEDIATE 
SENSATION! 


A NEW KIND OF 
PAINT BRUSH CLEANER = 
AND PRESERVER = 


i> you can actually switch your brush to 
a different color paint in 33 seconds! 
that brushes and rollers are like new 
SO THOROUGH —stay soft and flexible—can be 
pres dry, ready for instant use! 


— Process 33 can be used over and 
over—never loses its cleaning strength. 


a> —lJust swish brush gently in Process 33. 
For rollers, soak sleeve, rinse, then wipe. 
> for all paint brushes and rollers. 

LOADED 


WITH PAINT FOR 4NOTHER 


BIGGEST ADVERTISING CAMPAIGN [oem | size | race [veer] us | 


Over 250,000,000 consumer impressions will be delivered $7.08 
by these famous consumer magazines ... . 11.76 
LIFE SATURDAY EVENING POST 


BETTER HOMES & GARDENS COUNTRY GENTLEMAN , eaudbniis aon 
FARM JOURNAL POPULAR SCIENCE 

SUNSET SCIENCE & MECHANICS Discounrs { 
PATHFINDER AMERICAN HOME 


1 to 3 cases 33 1/3% &5% 


4 cases and over—40 % 
* Add 6 Ibs. per dozen samples 


. sf to Sunes F OOS RR : ‘ a ROS AY! a So ino ie 
G. N. Coughlan Co., West Orange, N. J., MFRS. of NATIONALLY ADVERTISED CHIMNEY SWEEP and DE-MOIST 
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© DISSTON 


HENRY DISSTON & SONS, INC 


Tacony, Philadelphia 35, Pa. U.S.A 


Hand-Picked for You...to Build Hand Saw Business, More Store Traffic, More 
Related Sales ... Bigger Profits...is this Brand-New, Common-Sense Campaign 
that teaches Customers to Know and to Demand Better Saws...DISSTON SAWS 


Teaching Customers to Hand-P a Hand Saw 


Makes Them Demand Better Saws 
Disston’s new Promotion ‘Hand-Picking Your Hand 
Saw” is built around one strong, unbeatable idea: Show 
a man or woman just why a quality hand saw is the better 
saw to buy, and to enjoy . . . and they won’t be satisfied 
with anything less, To help you do this, Disston has made 
available an attractive, free folder supported with a 
hard-hitting merchandising— advertising campaign cer- 
tain to make Saw-Selling history in 1953. 

Beginning with the attention-getting advertisement 
appearing in the April 18th SATURDAY EVENING 
POST, Disston will follow through this natural 
“how-to” idea to bring “better-saw” customers to you. 


A Nationally Advertised Free Offer Sure fe 


Steer Customers to You! 


Millions of readers in THE SATURDAY EVENING 


POST, HOMECRAFT & THE HOME OWNER, 
HOME CRAFTSMAN, and other magazines will be 
told about “Hand-Picking Your Hand Saw”—the free 
folder which they will be urged to get from YOU, their 
Hardwareman. 

But that isn’t all! ‘“tHand-Picking Your Hand Saw” wil 
be to these readers not only something that’s interesting 
to read and learn about, but also something they’l 
want to éry-out in your store. The whole campaign is 
designed to create a new, bigger buying habit that’s sure 
to grow ... and sure to benefit you. 
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Straight 


A saw that’s bent or “dished” simply 
cannot cut accurately. It binds, jerks, tears 
the lumber, tires you. Test a saw’s straightness 
by sighting along the blade—point down, 
teeth up. 

ALL DISSTON Sews ere straight! 


Ser 


To do an equal share of the work, each tooth 
must be set at exactly the same angle. Uneven 
set mars the work, makes straight rhythmic 
sawing impossible. Test for set by sighting 
down on teeth. Look for same uniform angle 
on both sides. 


ALL DISSTON Sews cre set evenly! 


Centered 


An off-center handle causes the blade to bind 
and buckle in the cut. A poorly slotted handle 
will warp the best blade, make it cut crooked 
Test for centering by closely inspecting the 
fit of the handle. 


ALL _DISSTON Saws have trve-centered handles! 


Balanced 


Balance or the proper “feel” of a saw when 
held and used is a quality on which all car- 
penters insist. To test for balance, hold the 
saw by the handle. It should hang comfortably, 
“feel” just right. 

ALL DISSTON Saws are balanced! 


easy and true, 
your saw must be 
\ Straight 

*, Ser 
Centered 

s \ Balanced 
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FREE! 

To ocquoint you with these ond other 
important points to look for im choos 
ing © sow, ond to help you select the a 

right sow for your needs, Disston hos * . 
published @ FREE folder—"'Hond oe 
Picking Your Hond Sow.” 


Your loco! hordwereman will godly KEYSTONE 
give you © copy of this “guide,” o 

well os ony information you may wish and true 
obout sows. Or mail the covpon below 





Far budget-minded craftsmen... Disston makes 


centered, and balanced to saw wood easily 
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Sa-vs. They too are straight, set, 
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Sow 


HENRY DISSTON & SONS, INC. 
460 Tacony, Philadelphia 35, Pa., U.S.A. 
in Canada, write: 2-20 Fraser Ave., Toronto 3, Ont. 


Please send me a free copy of "Hand Picking Your Hand Sow.” 

















455 Tacony, Philadelphia 





KEYSTONE QUALITY SAWS in New Models 
Part of the "Hand-Picking” folder is devoted to Keystone Hand Saws 
++-new and better models that fit not only the purpose of the customer, 
but, in many cases, meet the limited purse with a saw that's all Disston 
n materials, design, and workmanship. These Keystone Saws enable 


fou to trade-up on lower-priced quality as well as on the prestige 
Disston line. 


HENRY DISSTON & SONS, INC. 


35, Pa., U.S.A. 


Canadian Factory: Toronto, Ont. 













its, and tie-in to this campaign, Disston has developed 
Merchandising Unit No. 4. This unit consists of four 
of the best-selling Disston Hand Saws, complete with 
FREE display and promotional material, as follows: 


1. A colorful new window or counter display. 


2. A quantity of the new “Hand-Picking Your 
Hand Saw” folders. 


3. Newspaper mats with space for your name. 
4. Four Disston best-selling Saws 
1/12 dex. D-7 26’ 8 pi. 


1/12 doz. D-8 26" 8 pt. 
1/6 doz. D-23 26" 8 pt. 


DISSTON MERCHANDISING UNIT 
NO. 4—with free display material 


Per Unit For 3 Units 
(4 Saws) (12 Saws) 
YOUR SELLING PRICE $26.15 $78.45 


YOUR COST 
YOUR PROFIT 


$17.40 
$8.75 


$52.20 
$26.25 





ORDER FROM YOUR WHOLESALER TODAY! 
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SoeCia/ 
Introductory 


1 Night Latch Kit, 102S: 
Retail Value $49.55 


Regularly $33:09. 


Special Offer $26.92 ! 


Cash in on this special offer for extra profits. 
Promote SaF-T-Locks, the only latch with 
this perfect selling combination: ONE-HAND 
OPERATION and DEAD LOCKING LATCH BOLT! 
Another SARGENT first! 


LOOK WHAT THIS MERCHANDISING KIT HAS FOR YOU: 


Special Offer: Sparkling 4-color display at No 
CHARGE. One each of five locks in the Sar-T- 
Lock Line mounted on permanent, hard-work- 
ing display... Yours at half cost. Folders and 
newspaper mats...NO CHARGE. Bunting ad 
catalog service. Back-up stock consists of 
1-No. 4285, 2-No. 4289, 2-No. 4265, 3-No. 4257 
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(Economy Model) and 1-No. 4235. All for only 
$26.92. What a bargain! 


And Sargent is pre-selling your customers with 
national advertising. Better Homes & 
Gardens alone is selling 3,600,000 customers. 


Yes, you can hit the Jack Pot! Cash in! Order 
your SaF-T-Lock Merchandising Kit, No. 102S 
from your jobber today. Or write us, Dept. 1D. 


SARGENT AND COMPANY 
New York 

NEW HAVEN, CONN. 
Chicago 





Builders Hardware and Fine Tools since 1864 
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The Continental air-cooled industrial engine line comprises 
14 models, from % to 22 h.p., including six vertical shaft 
models—three for belt drive and three for direct. 


CONTINENTAL 
MODEL AU-8 


Ptionall 
ne high lugging cae 
ve otPecially suited to yo“ 

eds of garden tractors be 


breaker Po 
type govern 
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Continental “fest” hare 
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(ontinental Motors (orpora tion 


AIR-COOLED INDU 


12800 KERCHEVAL AVENUE ° 
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ENJOY BIGGER BRIGHTER BUSINESS, 


...With the Complete line of Sylvania Bulbs 





Pre-priced for 
your convenience to boost sales...save time! = 





aii 


—- for your convenience, backed by magazine ad- 
vertising and a great nation-wide TV show, the demand 























for the complete line of Sylvania quality bulbs is hitting an 
all-time high! REYNOLDS 
For bigger profits, be sure to build big displays of Sylvania GUTTERS 
4-Packs. Feature Sylvania’s special-purpose lamps, too . . . the Rustproof 
bigger the better! free beauty 
For full details, including the latest discounts and sales and Helf-r 
helps, call your regular Sylvania distributor, or write to sere 
Sylvania Electric Products Inc., Dept. 3L-4904, 1740 Broad- te 
way, New York 19, N. Y. is , 
: Sylvania’s big national TV show “Beat the Clock 
tells millions about the super quality of Sylvania 
light bulbs. 
Sylvania Light Bulbs have 
the Good Housekeeping 
seal of approval. 
FLUORESCENT LAMPS, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; PHOTOLAMPS; TELEVISION SETS SEE “MISTE 
73 HARDWARE AGE, APRIL 16, 1953 HARDWAR 











—. REYNOLDS ALUMINUM 
=| _ REFLECTIVE INSULATION 


Lay this box fiat and you’ve got 250 square feet of high effi- 














The 


package ciency insulation in scarcely more than one square foot of space. 
Roll out a few feet of that gleaming, handsomely embossed 

aluminum foil—or use Reynolds handy display—and you've got 

that a real shopper-stopper. Now, tell your customer he can walk 


right out with enough of those 15 Ib. rolls to do his attic... 
makes do it himself on his day off. Quote him the price...so much 
less than most bulk insulations! Show him how easy this is 


: . to put up, how clean to handle. Tell him the amazing story of 
insulation radiant heat reflection...interiors up to 15° cooler, winter 

fuel bills slashed... perfect vapor barrier too! Then wrap up 
a Traffic the deal with sale or rental of stapler, and an extra sale on 


staples. What a business! Mail coupon for more information. 
| Reynolds Metals Company, Building Products Division, 
Item! Louisville 1, Kentucky. 







25”, 33” and 36” wide— 
Foil on two sides (Type B), 
On one side (Type C). 









REYNOLDS Lifetime ALUMINUM 
FLASHING. Display carton of ten 
18” by 4’ sheets makes this a quick- 
selling take-home item. Also in rolls 
and flat sheets. 






















REYNOLDS Lifetime ALUMINUM REYNOLDS Lifetime ALUMINUM 


GUTTERS AND DOWNSPOUTS NAILS. Rustproof, non-staining. Reynolds Metals Company, 2026 So. Ninth ‘St. 


Louisville 1, Kentucky 


Rustproof permanence and stain- Nearly three times as many nails 
free beauty at low price! 5” Ogee per pound. In handy boxes and Please send me full information on 
and Half-round, smooth or stippled fibreboard kegs. [_] GUTTERS AND DOWNSPOUTS (] NAILS 


finish. Also 6” industrial Half-round. 
Slip-joint connectors—no soldering. 
Compiete accessories. 


(1) REFLECTIVE INSULATION (J FLASHING 


1e Clock” 
Sylvania 
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28REYNOLDS ALUMINUM |, 


TELEVISION SETS SEE "MISTER PEEPERS,” starring Wally Cox, Sundays, NBC Television Network. HEAR “Fibber McGee and Molly,” Tuesdays, NBC Radio Network. 
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Timely spring painting 
specials now available 
from your Wooster dis- 
tributor.... for quick, 
profitable sales for you! 





FEATURE THE WOOSTER “BONANZA” 
FOR THOSE EXTERIOR SPRING JOBS 


Husky, he-man brush appeals to professionals and 
homeowners alike. Pre-conditioned 100% pure nylon 
filaments in five different lengths, with extra-long 
tapered tips. Suggested retail of $5.95 on 4” size is 
bargain for buyer, profitable sale for you. TO 
ORDER: Cat. No. 4309, available in 3” to 5” sizes. 


BRUSHES MADE SPECIALLY YOUR PAINT ROLLER DEPARTMENT 
FOR RUBBER-LATEX PAINTS _ COMPLETE IN ONE COMPACT UNIT 


Cash in by displaying this Wooster y A} Displays roller-and-tray combinations, indi- 
Merchandiser with brushes designed 2} vidual rollers and spare covers in sturdy wire- 
and job-tested for new rubber-latex aes rack Rollermart. Takes about one square foot 
paints. Eight 4” and four 6” brushes in ware of floor space. No extra charge for rack. Ship- 
each unit. TO ORDER: Cat. No. 6951, ‘2 : ped as complete packaged unit. TO ORDER: 
Home Merchandiser with 100% Celene : Cat. No. R-813 for Dynel and DeLuxe Mohair 
brushes; No. 3951, Smoothie Mer- = . in 50-50 assortment; No. R-830 for all DeLuxe 
chandiser with 100% nylon brushes. ae Mohair; No. R-810 for all Dynel. 


MOST POPULAR BRUSHES EASY WAY TO SELL TRIM BRUSH 
IN THIS NEW DISPLAY " WITH EVERY ROLLER SALE 


Contains 514 dozen brushes in 114” New hook-on vendor, available without extra 


80 


to 4” sizes. Choice of three price- 
range assortments. No extra charge 
for rack. TO ORDER: Cat. No.3901 
or No. 3902 Merchandisers with, 
100% pure nylon brushes; No. 3903 
Merchandiser with pure bristle and 
bristle-nylon brushes. 


SHOW THE SNAP-ON, 
SNAP-OFF ROLLER 


Pop cover off with slight pressure 
on end cap, click new cover into 
place in seconds. Available in 3”, 
7”,9” widths. TO ORDER: Name 
roller width. Specify cover of De- 
Luxe Mohair, Dynel, Lambswool, 
or Mo-ton. 


WOOSTE 


THE WOOSTER BRUSH COMPANY, WOOSTER, OHIO--- SINCE 1851 


charge with purchase of one dozen 2” Wooster 
Roll-On Trim Brushes of 100% pure nylon. 
Attaches to side of Rollermart illustrated above. 
Holds open box of brushes, prominently dis- 
played. TO ORDER: Cat. No. 3981 for box of 
12 trim brushes plus rack; No. 3881 for 12 
trim brushes only. 


EXTENSION HANDLE 
SELLS MORE ROLLERS 


Makes ceiling and floor paint- 
ing and varnishing simple and 
easy. Clamps quickly to any 
standard Wooster roller. Sug- 
gested retail of 98¢ makes it a 
fast seller. TO ORDER: Cat. 
No. R-025. 


Fine Brushes and #,{4])'#aa 
Painting Tools for NATIONALLY 
Over 100 Years! ADVERTISED 
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There's nothing wrong with any paint department 
that a fast-moving stock of washable, one-coat 
Flatlux can’t correct. Used and approved by mil- 
haut cntes ve lions, Flatlux can increase your paint sales and 
2” Wooster \ profits the very first mont/ it’s on your shelves. 
ure nylon. And, as every BPS Paint Dealer knows, those 
ated above. : % 

acatly die- Available in the very healthy sales and profits are exclusively yours 
| for box of same colors as Flatlux, under a rigid, protected-territory Franchise. Decide 
now to go and grow with Flatlux. 


























881 for 12 \ this smooth enamel 


— yy makes single color 
aes : 


styling easy to do. 





OLLERS 


floor paint- HA 
simple and 
kly to any 
oller. Sug- 


makes it a 


THE PATTERSON-SARGENT COMPANY 
1325 East 38th Street 
Cleveland 14, Ohio 


I'd be interested in proof of how Flatlux can increase sales the very first month. 
A top-performing high 
glossenamel, BPSGlos- 
Lux is a natural for bath- 
rooms and kitchens... 
walls and woodwork. 
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“AMERICAN BRAND” ROPE IN CARTONS 






Carton protects rope 

Rope stays clean 

Uncoils from carton 

No inner lashings 

Uncoils properly -- 
no kinking 

Easy to handle and stock 


=> 
Makes attractive display = 

6 Sizes—10 Put-ups ZZ 

In Individual Cartons AA 
1/4”, 5/16”, 3/8", 1/2” dia. ZA 
600 and 1200 foot coils — 5/8” 


and 3/4” dia. in 600 foot coils 
only. 


ROPE 
IN 
CARTONS 


Handy Coils—100 foot coils up to 1” dia. 
Handy Twines —7 popular types of jute twines 
MAIL COUPON NOW—Ger complete information on the 


“American Brand” packaged cordage merchandising pro- 
gram. 


AMERICAN MANUFACTURING COMPANY 
Brooklyn 22, N. Y. 
Rope, Twine, Oakum, Packing, Baler Twine, Carpet and Electrical Yarns 
Branch Factories: 


$t. Louis Cordage Mills, St. Louis 4, Mo. 
Delaware River Jute Mills, Philadelphia, Pa. 


SALES OFFICES: 
BOSTON ¢ CHICAGO # HOUSTON * NEW ORLEANS ¢ SAN FRANCISCO 


82 1 
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A completely 
modern cordage 
merchandising 
program. 
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AMERICAN MANUFACTURING COMPANY 
Noble & West Sts., Brooklyn 22, N. Y. 


Please send information about 
(2) Rope In Cartons (2 Handy Coils 1 Handy Twines 


Company_— 


Address. 


OE a. ee ae “ ; | 
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by E. J. Rea 


Rea's Hardware 
Hermosa Beach, Calif. 


Our program of planned newspaper advertis- 
ing boosted volume in the Hermosa Beach store 
—in a beach city of 12,000—150 pct in less than 
four years. For every $100 of business we did 
when we bought this store in 1949, we are now 
doing $250. 

There are, of course, other factors involved in 
this growth, but advertising is the major one. 
Our stock contro] system (see HARDWARE AGE, 
June 12, 1952, p. 61), which eliminates the out- 
of-stock hazard, is one of these. 

Many instances could be cited to illustrate that 
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Profit Pointers 
On Advertising 


Planned 
Newspaper 


Advertising 
Increased 


Our Sales 


150% 


At Last! A Genuine 











advertising is a powerful factor in increasing our 
sales. (I have been a hardware dealer for nearly 
13 years and operate another store in El] Se- 
gundo.) 

My Hermosa Beach store at one time sold but 
three or four wheelbarrows in a year. With an 
advertising program, the store sells as many as 
20 wheelbarrows in a two-day weekend. As many 
as 75 are now sold in one year. 

Some other examples of good results trace- 
able to advertising are these: 

When Skil Saw came out with a new $39.95 
model, we ran an ad and sold 10 of these units. 
We thus sold $400 worth of this item with this 
single advertisement. 

Any time we advertise a white-face 10-ft. tape 
we move 100 or more of them. 

A 45-in. ad on the Dishmaster, at the full $49.50 














Some typical newspaper ads... 








@ REA'S Hardware 


Skil Saw 








You just can't match this new Skil 
saw at this low price. Has oll the 
features of saws costing many 
times more... powerful universal 
motor, high-strength sluminum al- 
ley housing, automatic telescop- 
ing blade quard, safety trigger 
switch, self-lubricating beerings, 
built-in bevel and depth of cut. 


At Last! A Genuine 


FOR ONLY *39.95! 





Tools for 
Hobby Tien SS 


Stanley 

Mechanics ana 
Stanley tools are made to lest « lifetime! if it’s teols for 
hebioy or tools for your werk, visit Rea's forthe beet --. $4 


! 

And toe, you may take one full month to pay! Or three months 

+ - oF even six months, if you like, Ask ebout Rea's “Budget. 
os.” 







No. 5 
JACK PLANE 
For accurste joints use « Stanley qual- aged ge byt yt 
ation planes Perfect balance « feet 
“right. Selected rosewood handles. 
Plane illustrated sells for #.70, Other 
ley planes priced from 








Combination 
ductor rubber-covered cord. 
SPECIFICATIONS 
inde Size: 5%" diameter. 
Catting Capecity: Vertically, 
At 45°, 1-8/1" 


fessional type sews. Cuts 2” 
dressed lumber, stone, plastic and 
compositions sefely and easily. 
Special non-glare foot cuts re- 
flection, hes sceurste sighting 
notches te easily follow line of 
cut. 


Come in and see it tomorrow! 


USE REA'S 
EASY-PAY 
BUDGET PLAN! 


nushed for 220 vt 
order at no extra cost 





Voltagew: Standard voltage, 115. Fur- 
olts om special 


ting adjustments, 
SPECIFICATIONS 

This is the only sew on the market seven 

today with all the features of pro- blade. wrench, 3-con- 


' 


Base Adjustments: For depth of cut 
from %” to 1%", Tits 46° for 
el ci 











Take | month, 2 months or @ 
months te pay. 


(REAS 








1220 Hermosa Ave. 
HERMOSA BEACH 
(Oppertic Hermosa Theatre) 





OPEN SUNDAYS 


andware 

















ht no 
CHISEL 
bay Staniey = chisels. Mote 











Heavy duty, Universal Jaws. Look over 
our cumplete line of Stanley Bit Braces 
for carpenters, electricians and hobey- 
wsts Many different sizes end modeis. 


a 


ing those materials with an slumioum, 
hard-to-get-st screws. Sturdily built © 
with reversible retchet id pad handle that holds $ heavy, 
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£ 1220 Hermosa Ave. 
eeacH 


(Oppesite Hermens Theater’ 





adware 





@ REA'S HARDWARE 












You'll do the job faster, easier and 
better with Dishmaster the push-button 
dishwasher. Dishmaster’s aerated suds 


even pots and pans—come clean 
in a jiffy. 

And because you den’,-do the dishes 
all the time; you'll want your wife to 
have the benefit of fast, easy, push- 






A recent survey says you do. 


DISHMASTER 


The Push- Button Dishwasher 


49> 


Start enjoying this work-seving DISHMASTER in 
your own home right now! Pay only $5.00 down— 
$1.00 « week . . . NO CARRYING CHARGE! 
Come in and let ws demonstrate the Dishmaster 
fe you. 





| PAY ONLY $1.00 WEEKLY | 


This ts A Limited Offer ...Se Harry! 











This July promotion featured on 
item and stressed the convenienc 
of the store's budget plan. 








e 
e 


This 3 col. 15-in. ad emphasized 
one line of tools for use with a 
hobbyor for work. 


This 3 col. 15-in. ad sold 15 at- 

















tachments at full price. It tied in 
with national promotion. 











price, sold 15 in 10 days. This 
meant our sales from this one ad 
totalled $750. 

The interesting thing about ad- 
vertising is that sales resulting 
from any type of advertising do not 
seem to affect business in the fol- 
lowing days. Since there is no let 
down after a sale, we must conclude 
that advertising brings plus busi- 
ness. 

We use four different classifica- 
tions of newspaper advertising: (1) 
general merchandise; (2) price 
promotions; (3) budget payment 
plan and (4) new merchandise. 

(1) General merchandise ads— 
The bulk of our advertising—more 
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than 50 pct of it—features general 
lines of merchandise. It almost falls 
into the classification of institu- 
tional advertising, except that it 
deals with merchandise instead of 
our store. 

We believe that potential cus- 
tomers are more interested in mer- 
chandise and what it will do for 
them than they are in a store it- 
self—ours or any other retail con- 
cern. 

This type of ad deals with mer- 
chandise in the important, large 
volume departments. 

One ad will deal with the builders’ 
hardware department; another will 
feature certain types of housewares. 


se enamine ~nenaan 


At another time plumbing supplies 
or paint will be stressed. Ads in 
this classification will promote gar- 
den tools, curtain accessories, tools, 
electric supplies or power tools at 
other times. 

In these ads we stress one item, 
or items from a single department. 
The aim of this type of advertising 
is to let people know that they can 
get this type of merchandise at 
Rea’s Hardware in Hermosa Beach. 
The cumulative effect of this adver- 
tising is that when readers of our 
major advertising medium, Redondo 
Beach Daily Breeze, need some of 
this merchandise, they will think 
of our store. 
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a hardware dealer tells 
how and why he advertises 


Whether ads of this type bring 
immediate results depends largely 
upon the specific item and the sea- 
son during which it is advertised. 
Thus garden tools ads in mid-March 
will bring immediate sales. Insecti- 
cides and garden tools in a follow- 
up ad about the middle of April, 
will bring another spurt of immedi- 
ate sales. 

(2) Price promotion ads—Price 
promotion ads bring immediate 
sales results. We have at least five 
of these in a year. Three of them 
are tied directly to city-wide pro- 
motions with other merchants. 

Active merchants in Hermosa 
Beach stage two dollar-day sales 
each year—one in February, the 
other in August. There is also a 
Harvest of Values sale each fall. I 
capitalize on the momentum of 
these city-wide events by using con- 
siderable newspaper space for each. 

In April I use promotional ad- 
vertising to tie in with National 
Hardware Week. Our fifth big pro- 
motion is an anniversary sale in 
June. 


$1,500 From $100 


Our promotions more than double 
our average daily number of trans- 
actions during the periods they are 
held. Our planned newspaper ad- 
vertising brings us from $1,200 to 
as high as $1,500 in extra business 
for each $100 spent in advertising. 

These promotions—featuring first 
class merchandise at special prices 
—produce heavy sales of advertised 
items. More important, sales of 
other goods show a sharp rise. You 
can see some people who came in 
to buy special items looking for 
other merchandise to show appre- 
ciation for the good purchases they 
made in special goods. 

The chief purpose of our five 
major annual promotions is to get 
more people into the store; to get 
them in the habit of shopping at 
Rea’s Hardware, and to bring new 
customers into the store. 

If we run out of an advertised 
item, we give the customer a card 
entitling him to purchase it at the 
advertised price when we get it 
back in stock. This policy builds 
good will and is a matter of good 
sense. 
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E. J. Rea studies his ad clipping file; uses it to improve future ads. 


When the customer gets his or 
her card to buy the item at the ad- 
vertised price—when stocks are re- 
plenished—that customer will make 
a second visit to the store. We are 
thus helping to develop the shop-at- 
Rea’s Hardware habit. 

(3) Budget payment ads—Ads 
featuring budget payment plans are 
one of the other types of ads which 
make immediate sales. That type of 
advertising sold 15 Dishmasters in 
10 days following a single adver- 
tisement. That single ad brought 
us $750 in sales. 


(4) New merchandise ads—An- 
other type of ad which results in 
immediate sales is one featuring 
new merchandise. Such an ad was 
the one which sold 10 new portable 
electric saws. 

When we first bought the Her- 
mosa Beach store, we set a high 
newspaper advertising budget equal 
to 3% pct of our estimated total 
sales. We did so to promote in- 
creased business. Our first year’s 
newspaper advertising cost actually 
equalled 31% pct of our sale volume 
for that period. 





At one of their every-other-week meetings E. J. Rea and Ken Betry, 
newspaper advertising representative, plan ads. 

















Mr. and Mrs. Rea admire an "Oscar" presented by the California 
Advertising Managers’ Association for the best local retail series of 
ads in the state's daily newspapers with less than 15,000 circulation. 


We are now spending more dol- 
lars for advertising than we did at 
first. Our increased volume has 
brought our newspaper advertising 
expenditures down to about 2 pct 
of our total volume. 

Newspaper advertising for last 
Christmas equalled about 1.8 pct of 
our sales total for that period. And 
our Christmas volume, last year, ex- 
ceeded that of 1951 by 35 pct. 

When should a hardware dealer 
advertise? 

Some advertising men believe in 
using the heaviest advertising 
schedule during the slow months. 
Others follow the principle, “hit 
them hardest during better months.” 
I follow the latter policy and be- 
lieve in “fishing when fishing is 
good.” 


Must Hit Hard 


My trial and error experiences— 
in four years of advertising—have 
taught me to hit hard during the 
good volume months. 

Why spend money for advertising 
at a time when $100 will bring from 
$400 to $500 returns, when expendi- 
ture of the same sum at another 
time will pull $1,000, $1,200 or even 
$1,500 in sales? 

Many merchants use heavy ad- 
vertising schedules in January to 
advertise clearances. We spend the 
least on advertising in that month. 
We say that “fishing is poor in Jan- 
uary.” And our stock control] sys- 
tem helps us have a clean inventory. 
We do not have much merchandise 
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to clear out at that time. In Janu- 
ary, 1952, we had but 28 in. of ad- 
vertising in three ads. 


Goes Slow in February 


We also go slow on advertising 
in early February. Last February 
we used three ads, a total of 36 in. 
in the first two weeks. Our first 
big ad push in 1952 came with one 
75 in. and one 150 in. insertion in 
the last week of the month. Both 
of these insertions tied in with the 
city-wide Dollar Days campaign. 
These February Dollar Day events 
help us to increase our sales in that 
short month, usually helping us to 
top January volume. 

Because “fishing is better in 
March and April” we start to push 
paint. Last year we had four full 
columns on paint in the third week 
in March. Six full columns of color 
promotion were used in the third 
week of April. 

From March on, we step up our 
advertising pace. There is our 
Hardware Week promotion in 
April; Anniversary Sale in May 
and a Summer Starts ad in the lat- 
ter part of May. A large ad is used 
in June to promote the Fishing Fun 
theme. 

Because we are in a beach com- 
munity our summer sales peak is in 
July and August. Paint—with em- 
phasis on the budget purchase idea 
—received three full columns of ad- 
vertising early in July, 1952. In the 
same month we had at least 45 in. 
each for barbecue equipment, house- 


wares, Descoware, hand tools and 
the Dishmaster. 

Last August we had six columns 
for the second Dollar Days cam- 
paign, plus a supplementary Dollar 
Days ad of 45 in. Forty-five inches 
were given to Skil Saw advertising 
and 25 in. for Sunbeam lines. 

In September and October we 
used space comparable with that in 
the preceding two months. 

In mid-October of 1952 we gave 
45 in. of advertising space to the 
start of our Christmas campaign 
for each of three types of lines— 
electric trains, power tools and elec- 
tric housewares. 

Our Christmas campaigns are 
planned with November and Decem- 
ber as one unit. We used 470 in. 
in a total of five insertions in No- 
vember and slightly over 600 in. in 
eight December ads. 

Grocery stores can attract good 
trade with good values in staple 
items, but the hardware store’s 
staple lines do not bring the best 
promotional results. 

Most men will not wait until a 
promotional sale to buy a hammer 
or other frequently used hand tools. 
When these items are broken they 
are quickly replaced. These factors 
make it difficult for the hardware 
dealer to find items to advertise to 
tie in with a local Dollar Days 
event. 

Our experience in four years of 
advertising has shown us that there 
are two types of merchandise with 
which we can get good results. 
These are items which wear out 
gradually and numerous things 
which many do not own but want 
to have. 


Slow to Replace 


Toilet seats are a good example 
of an item which wears out grad- 
ually, and thus is not usually some- 
thing which an owner will immedi- 
ately replace. Some people will not 
quickly replace a worn garden hose 
even though it may have a slight 
leak. Instead they may tape it or 
make other temporary repairs, wait- 
ing to replace it when there is a 
promotional offering of hose. 

Garbage cans are another good 
example of a suitable promotional 
item. 

There are dozens of promotional 
items to interest people who want 
them but do not have them. Items 
in this category include: 8 ft. and 
10 ft. tapes, machinists’ tool boxes, 
grass shears, wheelbarrows, link 
door mats, step stools and serving 

(Continued on page 128) 
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Should You Operate 
A 52-Week Toy Department? 


Many hardware dealers carry di- 
versified stocks of toys for the 
Christmas trade, but pack them 
away after that peak sales season. 
Those dealers that do show play- 
things throughout the year gen- 
erally report that the traffic they 
pull leads to worthwhile profits. 

For many years the large down- 
town branch of Warner Hardware 
Co. in Minneapolis was chiefly a 
Christmas -time outlet for toys. 





Toy Display Ideas 





Warner’s thinks a hardware store is a good place for 


a full-year toy merchandising program. Customers 


suggested the idea; management concurred 


With the completion of its 1952 
Christmas merchandising season 
the firm put this department on a 
52-week basis. Many customers 
suggested this policy, and Warner’s 
consider that the 12-month toy de- 
partment is a really good idea. 

Although toy stocks in the firm’s 
branch stores are not extensive, a 
phone call to the main store can 
usually result in filling the cus- 
tomer’s needs. 


M. S. Klingensmith is buyer and 
manager for the year ’round toy 
department of Warner’s, in addi- 
tion to his duties as garden goods 
and plumbing buyer. The depart- 
ment, located in the main store’s 
basement, adjoins the garden goods 
and plumbing equipment depart- 
ments—each attracts traffic for the 
others. During different seasons of 
the year, toy department displays 

(Continued on page 136) 





Miss Lillian Howell talks guns with a young customer. In the corner is part of the electric train 
display unit. 
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by Margaret Motter 
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Assistant Manager, 
Retail Division, 
Canton Hardware Co., 


Canton, Ohio 


With more than two-thirds of our 
retail business written against 
charge accounts, the success of the 
Canton Hardware Co. depends 
largely on our ability to recognize 
customers and approve their credit 
standing quickly and efficiently. 

Such recognition is the best type 
of inducement to get them to keep 
doing business with us. It helps us 
win customer confidence when we 
let them know they are quickly 
recognized in our store. 

That this has been accomplished 
with the credit system we are cur- 
ently using has become apparent 



























Good Credit Accounting 


after more than six months of ex- 
perience, for better credit account- 
ing has meant more credit sales for 
us. 

This, in turn, has been reflected 
in the opening of new accounts at 
a quicker rate than at any time in 
recent years, and in a noticeably 
accelerated sales volume, hinging 
largely on our increased charge ac- 
count business. 

Our experience is typical of that 
commonly encountered by hard- 
ware retailers in smaller towns, for 
all customers like to feel that they 
are recognized immediately in the 


O. H. Morgan, retail division man- 
ager, uses an intercom unit on a 
shelf on the sales floor to check 
a credit rating with... 


stores in which they trade. And a 
secure knowledge that their credit 
is good is part of the same picture. 
To be a successful retail hard- 
ware outlet in our part-rural, part- 
industrial trading area, we have 
had to meet this requirement with 
an efficient credit rating system. 


Problem Was Complicated 


Our problem was complicated by 
the fact that we operate two stores, 
and extend the privilege of trading 
on credit in either store to all 
charge account customers. Ovi 
third store, the Massilon Hardware 
Co., is eight miles from our home 
base and maintains its own credit 
system similar to that in use in our 
two Canton stores. 

With a continued increase in the 
number of credit accounts, we be- 
gan to run into trouble with delays 
in approving credit before letting 
customers take merchandise with 
them. Under our old system, our 
credit records were kept on index 
cards in file drawers. 

When we wanted to check on a 
customer, we first had to thumb 
through the files to verify that he 
had an account with us. Then to 
be sure that the customer was in 
good standing, we had to check a 
monthly list of accounts, put out 
by our credit department, which 
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showed who was delinquent or in 
arrears. 

This tedious process of reference 
and cross-reference served on many 
occasions to make waiting custom- 
ers uncomfortable. Many of them 
had done business with us for a 
number of years and felt, justifi- 
ably, that their credit approval 
should be a matter of simple rou- 
tine, handled without delay. 

To shorten the time required in 
getting customer credit approval, 
we began looking for a system 
which would provide reference, .ac- 
count, and credit delinquency at one 
time. 


Sought a Quick Method 


We were also anxious to do away 
with the need for thumbing through 
index cards, preferring a method 
whereby we could get our credit in- 
formation with a glance at a cus- 
tomer list. We finally solved these 
problems by doing our account ref- 
erence work on Remington Rand In- 
terlocking Tube panels. 

These are plastic holders set up 
to accommodate single-line, type- 
written strips. They are so molded 
that their edges overlap, locking 
them into place on a panel, making 
all posted information available at 
a glance. 


.. . the credit office where these 
files give customer credit ratings at 
a glance. Note intercom connect- 
ing credit office with sales floor. 





Credit Control 


Here’s how a store put in a credit accounting system 
that gives it a quick check—at the time of sale—on a 
customer’s credit rating. Here is a customer-relations 


effort that shows up in better sales volume 


For each of the more than 2,000 
credit accounts we maintain, we 
have typed the name and address on 
an Interiocking Tube insert, and 
filed it in alphabetical order on our 
group of panels. 

Our panels are set up in dupli- 
cate, with one group in each of our 
Canton stores. In each office, the 
panels are mounted above a speaker 
connected with a store-wide inter- 
com system. A two-way speaker is 
also mounted on every floor in both 
stores. 

As a salesman gets an order and 
is asked to charge it, he steps up to 




























sopeerageritT? 


one of the intercom stations and 
calls the customer’s name and ad- 
dress into the box. Within a matter 
of seconds, he has his answer, 
usually a single word, “okay.” 

In the majority of cases, this 
credit check takes place so quickly 
and unobtrusively that the cus- 
tomer doesn’t even realize it is 
being done. This creates the feel- 
ing of customer confidence for 
which we strive. 


Even if a customer overhears 


the salesman checking with the of- 
fice, the approval comes back so 
quickly that he is made to feel his 
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On this 6x4-in. card, the credit office lists relevant information about 
retail customer's credit standing. 


name is so well known “upstairs” 
that his purchase is approved wita- 
out a check having been made. 
With accounts which are in ar- 
rears, or which have been classed 
as poor credit risks, we use colored 
warning signals. On overdue ac- 
counts, we slip red markers into 


the tubes. In the few cases, where 
no more credit is to be extended, 
we slip in a green marker. 

If the account of a customer mak- 
ing a credit purchase is flagged 
with either one of these signals, we 
tell the salesman to wait while a 
member of the office staff comes 


down in order to handle the situa- 
tion. 

In such instances, we are care- 
ful to avoid a situation in which 
the salesman might be forced to ap- 
pear discourteous or uncooperative. 
Hence he steps aside while the of- 
fice or credit department represen- 
tative deals with the customer re- 
garding the account. 

In most cases, it is simply a mat- 
ter of the customer having slipped 
up on a payment or two, and the 
situation is straightened in short 
order. When it is, the salesman is 
in a position to resume his dealings 
without creating ill will. 

In posting markers for overdue 
accounts, we still use the monthly 
typewritten report produced by our 
credit departments. However, the 
new system is so much more flex- 
ible that changes can be made 
within a minute as accounts are 
brought up-to-date. 

Each week our credit department 
puts out a list of accounts which 
were in arrears but have been 
cleared. These can be brought up- 
to-date on our credit panels every 
Monday morning under our new 
system, whereas this work would 
have been an overload for the old 
one. New accounts are added eas- 
ily, in proper alphabetical order. 


Shows Rental Items in Tool Department 


In a constant bid for business 
with the do-it-yourself home owner, 
the Gardner-Johnston Hardware & 
Supply Co. on Lorain Road in N. 
Olmstead, Ohio, shows its rental 
goods in one corner of the hand 
tool department. The store, within 
commuting range of Cleveland, 
serves an area being converted 
from farm lands to small plot home- 
sites to appeal to people moving 
from city homes. 

Adjoining a tool bar is a low 
platform on which are shown a 
floor sander, an edger, a variety of 
abrasives, paint rollers, wallpaper 
steamer and other related goods. 

The rental goods section is di- 
rectly opposite the store’s combina- 
tion cash and wrap table. 

The sander is rented at $4.50 per 
day and is out of the store several 
days each week. The edger is 
rented at $1.50 per day. In addition 
to these items, pipe cutting and 
threading tools are rented. 

Ladders, planks and jacks are of- 
fered by the rental department, 
these items being loaned at no cost 
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to customers purchasing a sizeable 
order of paint. Wallpaper steam- 
ers are rented at $2.50 for 24 hours. 
Another rental item is sump pumps 
at $1 per day. 


O. H. Johnston, one of the part- 
ners in the firm, reports that the 
average rental customer will aiso 
purchase $6.25 or more in abra- 
sives, shellac and other materials. 





Rear-of-the-store display of rental goods next to the tool bar. 
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As I See It 


This article is based on an address 
delivered by Mr. Ahl at the annual 
convention of the Illinois Retail 
Hardware Assn., Chicago, Feb. 25. 


I would like to discuss with you 
the question, “Can an independent 
wholesaler (privately owned) com- 
pete with a co-operative group of 
dealers who join together and form 
their own wholesale organization?” 

I see no reason why this subject 
should not be discussed and the 
facts examined by all of us—whole- 
salers and retailers. If the inde- 
pendent wholesaler is at a disad- 
vantage with the co-operative, then 
we, the independent wholesalers, 
should examine the picture care- 
fully and see what can be done 
about it. [his I propose to do. 

I wourd like to emphasize that 
my remarks are not pointed at any 
particular group, either wholesale 
or retail. This discussion is merely 
an attempt to take a peek under the 
iron curtain of secrecy that has 
been thrown around this type of 
distribution that has grown up in 
the wholesale hardware field. 


How Is It Done? 


Many of these _ co-operative 
groups promise their members a 
Saving up to 10 pct of the normal 
wholesale price. Our problem then 
becomes—can this saving be real- 
ized, and if so, how is it done? 

The next logical question is: Can 
the independent wholesaler compete 
effectively against this type of dis- 
tribution? 

If these savings are possible and 
cannot be met by the independent 
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wholesaler, then his future is in- 
deed questionable. 

First of all, let’s take a look at 
the costs involved in wholesale 
hardware distribution. These fig- 
ures are available from reports 
issued yearly by the National 
Wholesale Hardware Association. 
Inasmuch as 1952 figures have not 
yet been published, I have used 1951 
results as a basis for this discus- 
sion. The averages for all the re- 
porting wholesalers for 1951 are 
shown in Table I. 

In the interest of clarity I have 
assumed that the wholesaler that 
we shall consider had a volume in 
1951 of $5,000,000. If his results 
are typical of the average obtained 
in the industry, his condensed profit 
and loss statement would be as 
shown in the first column of Table 
I. As you will note from these fig- 
ures, the final results for the in- 
dustry were quite satisfactory. 

You will recall that in the first 
part of 1951 there was a tremendous 
demand for practically all hard- 
ware, and sales were easy to ob- 
tain, being limited in many cases 
only by the amount of merchandise 
that the wholesaler could obtain 
from his sources. 

It is unfortunate that there is 
only a limited amount of informa- 
tion available on the operations of 


co-operatives. However, some _in- 
formation is available, and I have 
shown in the second column of 
Table I the results of a successfully 
operated co-operative for 1951. I 
have done some shifting of accounts 
in order to make comparisons be- 
tween the two operations. 

For example, the patronage re- 
bates of a co-operative are really 
the profits that are left after pay- 
ing all expenses. For comparative 
purposes, however, I have shifted 
this to compare with Salesmens’ 
Salary and Expense of the inde- 
pendent wholesaler as there ap- 
pears to be a close relationship 
between the two. 

What apparent conclusions can 
we draw from the comparisons of 
these two methods of wholesale dis- 
tribution? 


Two Methods 


First, we note that the resulting 
gross profit is quite comparable. 
The difference of $58,000 in favor 
of the independent could be due to 
two things—(1) a lower selling 
price on the part of the co-operative 
or (2) a lower cost of merchandise 
on the part of the independent 
wholesaler, or a combination of the 
two. 

The next item that I would like 
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Table I—A Comparison of Operating Results 






































Independent Cooperative 
Wholesaler W holesaler 
Amount Pet Amount Pet 
Net Sales Je Sik cael $5,000,000 100.00% $5,000,000 100.00% 
Cost of goods sold ......... 3,931,433 78.63 3,989,500 79.79 
Gross profit .... 1,068,567 21.37 1,010,500 20.21 
Expenses 

Expenses, excluding salesmens’ 

GR ee iaaie tie ceraeemttis 584,745 11.69 679,000 13.58 

NT ocx or, Sia 140,481 2.81 42,000 0.84 
Total expenses excluding salesmens' 

IN, 555 clr oos's ward wisorgeaw aa 725,226 14.50 721,000 14.42 
Profit, before miscl. income ......... 343,341 6.87 289,500 5.79 
i ee ee 18.257 0.36 — _ 
Net Profit before salesmen's salary 

and patronage rebates ............ 361,598 7.23 289,500 5.79 
Salesmen's salary and expenses ...... 211,989 4.24 —_ — 
Patronage rebGles .... 02. scccccscse _ _ 243,500 4.87 
Interest or dividends on prior year's 

patronage rebates retained in busness a _ 46,000 0.92 

Total salesmen's salary-patronage 
a a Se aa 211,989 4.24 289,500 5.79 
SHI oo oes cich ciinmepenned ones $ 149,609 2.99 — —_— 
———— _———} ——3 == 








to call to your attention is the item 
of Expenses excluding Salesmens’ 
Compensation. Here you will note a 
sharp difference in favor of the in- 
dependent wholesaler. In this case 
it cost the co-operative $94,000 
more to produce the same volume 
than the independent wholesaler. 
Although no definite conclusion can 
be reached because of the limited 
information available, these figures 
would seem to indicate that the co- 
operative’s expenses are in excess 
of the independent’s. 


Compare Taxes 


The next item that we should 
compare is that of Income Taz. 
Here you will note a difference of 
$98,000 in favor of the co-operative. 
This is due in part to lower profits 
in the case of the co-operative and 
also to the more favorable treat- 
ment accorded to the co-operatives 
under our present income tax laws. 

This more favorable treatment, 
if continued, will, I believe, ulti- 
mately result in the shifting of at 
least a portion of the independent 
wholesaler’s capital structure to an 
interest-bearing type of capital 
which at least would minimize this 
advantage. 

After all, as a_ stockholder, 
wouldn’t I be better off with a note 
bearing a 6 pct interest instead of 
a stock certificate paying slightly 
more than 3 pct on any investment? 

Next, I have attempted to com- 
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pare the Salesmens’ Compensation 
paid by the independent wholesaler 
with that portion of the co-opera- 
tive’s profit allocated to the pay- 
ment of Patronage Rebates. As you 
know, co-operatives operate with- 
out salesmen and therefore this 
cost saving seems to be the largest 
contributing factor to the Patron- 
age Rebate paid by the co-operative. 


Paying Rebates 


In other words, the independent 
wholesaler shown in Table I could 
have paid a Patronage Rebate equal 
to 4.24 pct by ,merely eliminating 
salesmen and letting the dealer 
write his own orders. 

Actually, a portion of the $243,- 
500 Patronage Rebate of the co- 
operative must be considered as a 
return on capital invested. If we 
assume that the dealer member is 
entitled to approximately 6 pct on 
his investment, then the comparison 
to Salesmens’ Compensation would 
be even closer than indicated. 

I would like to explain that the 
item of $46,000 shown as allocated 
to pay dividends or interest on re- 
tained Patronage Rebates for prior 
years represents a return to the 
stockholder for money that he is 
actually loaning the co-operative in 
order to have working capital. This 
return is usually at the rate of 5 or 
6 pet and is about the same that 
any investor can obtain for loaning 
money on real estate, etc. 


After a careful study of these 
figures, I can see no reason why 
the independent wholesaler should 
throw in the sponge and admit that 


the co-operative can distribute 
hardware at a lower cost. Actually, 
I think you will agree that, in this 
case, if the independent whole- 
saler had made available a rebate 
of 4.24 pct (which would be equal 
to his selling cost, operating ex- 
actly like a co-operative), then 
there would be little monetary in- 
centive for a dealer to join a co- 
operative. 

Of course, in the independent 
wholesaler’s case this rebate could 
have been paid in cash, either 
monthly, quarterly or yearly. It 
would not have been necessary to 
make a cash investment or wait five 
years to receive the rebate, since 
the independent wholesaler has ade- 
quate capital to finance his business. 


Employing Salesmen 


I believe that the independent 
wholesaler has been wrong in not 
recognizing that some retailers can 
operate successfully without sales- 
men. Chain stores have proven that 
stores can be run by the use of 
basic stock lists and inventory con- 
trol check lists. I see no reason why 
a dealer can’t do this also, if this 
is the way he wants to do business. 

Actually, who pays the whole- 
saler’s salesman? It is true that 
the wholesaler writes the checks, 
prepares the W2 forms, etc., but in 
fact, the fellow who pays the sales- 
man’s salary is the dealer. 

I believe the dealer should have 
the right to make a choice—if he 
believes the salesman is a good 
employee and earning his money, 
then keep him. 

However, if the dealer thinks he 
can do the work better without the 
wholesaler’s salesmen, then why 
not let the dealer have his choice 
and pay him for doing this work? 
I can see no reason why this cost 
saving cannot be passed back to 
the dealer, as it represents a saving 
of the largest single item of ex- 
pense on the wholesaler’s books, 
more than 25 pet of his total ex- 
pense. 

Now, before someone gets the 
impression that we are going to 
fire all of our salesmen, let me 
hasten to explain that we expect to 
fire not one salesman. Our problem 
is exactly the opposite. Good sales- 
men are hard to find and hard to 
keep. We would hire 50 today if 
they were available. I believe that 
there will always be many hun- 

(Continued on page 143) 
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Display Ideas 


Cooking Utensil Display 
Proves to Be Sales Maker 


Hardware stores displaying full line in 
compact, self-service fixture get 
more traffic, build more volume 


Concentration of merchandise 
and displaying it as a full, related 
line in a self-service manner has 
proved to be a sales stimulant for 
copper bottom stainless steel ware, 
according to the merchandising ex- 
perience of several hardware 
dealers. 

The Spring Gien Hardware, in 
Hamden, Conn., for instance, using 
a specially designed fixture as a mo- 
bile, point-of-sale display and pro- 
motion unit, doubled its sales of 
these utensils. With this fixture, 
the store can display the entire line 
so that the design and color in- 
herent in the merchandise attract 
the public eye. Illustrated is the 
unit as used in the Spring Glen 
store. 


Served Triple Purpose 


This display has served a triple 
promotional purpose for the store, 
having served as a window display 
to stop street traffic; as a front-vf- 
the-store display to draw traffic in, 
and in the center of the store, in a 
main traffic location, to serve as a 
day-to-day sales maker. 

A similar experience is that of 
Glen Rock Hardware in Glen Rock, 
N. J., which estimates that this 
display fixture has increased its 
sales of the line 10-fold. Located 
in its housewares department, it 
expands the display area of that 
department, offering a compact 
department - within - a - department 
showing of the full line with re- 
sultant extra sales. 

And at the Village Hardware in 
Ridgewood, N. J., sales of copper 
bottom utensils increased 18 to 25 
pet following the use of this fixture, 
available from The Bronson & 
Townsend Co., wholesaler of New 
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Harry Lindino with the specially designed display fixture in his Spring 

Glen Hardware. The display shows a complete line to gdvantage 

and stimulates related selling because each item is brought to a 
customer's attention. 


Haven, and designed in cooperation 
with the New England Hardware 
Dealers’ Association and the Re- 
vere Copper & Brass Co. 

At this store, the fixture is placed 
at the end of its regular house- 
wares gondola. From that location, 
since the full line can be seen from 
the street, it serves as an extra 
traffic puller. 

Even where utensil sales were 
better than satisfactory, the use of 
this fixture has stimulated extra 
volume as in the case of the Cen- 


tral Hardware Co. of Huntington, 
Long Island, N. Y. This store, 
which describes itself as a small 
store, has found that since it can 
display the full line in an unclut- 
tered fashion, the opportunity for 
selling extra items, or full sets, is 
greater. 

Another important feature of the 
display that has won approval from 
these dealers is that it offers pro- 
vision for keeping reserve stock in 
an enclosed cabinet at the bottom of 
the unit. 
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Modern exterior of the shopping center location Lakewood Country Store 
with ample parking space right in front of the door. 


Atmosphere, 
Merchandise 
And Service 





Speak of a country store to many 
people and they immediately think 
of an old fashioned place with a 
wide variety of unrelated merchan- 
dise piled to the ceiling. 

The very name of Norton Clapp’s 
Lakewood Country Store in the 
lake area south of Tacoma, Wash., 
helps attract people wanting a wide 
variety of merchandise. The neat- 
ness and complete stocks of its four 
departments—hardware, house- 
wares, gift wares and apparel— 
quickly lead to purchases in this 
neat, unusual and very modernly 
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Shopping Center Store 





uild Profitable Traffic 


Blending of old-style atmosphere with modern 


displays pulls traffic to Country Store. 


Use 


of old-fashioned type in ads attract attention 
to unusual retail show room in shopping center 


equipped store. Good service, varied 
stocks and pleasant surroundings 
all serve to make the enterprise a 
profit maker. 

Established in 1939 in the Lake- 
wood Community Center, the store 
is operated by the shopping center’s 
owner. It serves an area with some 
of the finest homes and suburban 
estates in the Pacific northwest. 
Customers of the various shopping 
center stores have considerably 
above-average earnings and pur- 
chasing power. 

Originally a variety store, the 


Lakewood store added hardware 
and gifts to its stocks a few months 
after opening. Today each of its 
four basic departments occupies 
about one-quarter of the Country 
Store’s display space and each 
roughly accounts for 25 pet of the 
firm’s volume. 

When Norton Clapp acquired 
ownership of the entire shopping 
center and became proprietor of the 
Lakewood Country Store he made 
plans to move it into newer and 
larger space in the center. E. G. 
Stevens and his wife, Alida, stayed 
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With the exception 
of sidearms, binocu- 
lars and other easily 
pilfered or dam- 
aged items, open 
display is the rule in 
the sports corner 
next to the big pic- 
ture window. 


on as co-managers of the country 
store and started planning several 
innovations. 

By the time the Country Store 
was to be moved into its new quar- 
ters, the original store’s less than 
2,000 sq. ft. of display area had 
become inadequate. The crowded 
appearance of the old store had 
long caused many customers to 
refer to it as the country store. 
When the business was removed.to 
its present quarters the owners 
changed its name to the Lakewood 
Country Store. 

The Country Store was decorated 
in a manner to carry out the idea 


Giftwares corner 
with part of one of 
the country scene 
murals at the left. 
Quaint in effect, it 
emphasizes mer- 
chandise in a home- 
like atmosphere. 
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of an old-time retail establishment 
of that type, but displays are 
modern open style units. This en- 
courages handling and examination 
of merchandise with resultant high 
impulse sales. 

All fixtures are of a type to en- 
courage self-service. Made of solid 
maple they have what appears to be 
a hand rubbed finish, although the 
finish was actually applied with a 
spraying outfit. Wall shelving has 
scalloped cornices to give the old- 
time effect. 

Some unusual mural decorations 
were painted and mounted on por- 
tions of the store’s walls by a local 


Pesan wee | 


artist. They depict a Main Street 
grouping of stores in the architec- 
tural styles current in Washington 
territory during the 19th century. 
All drawings are copies of store 
fronts that actually existed in dif- 
ferent pioneer communities in the 
state as taken from old photos and 
drawings. Another mural shows the 
artist’s conception of a typical coun- 
try store interior. Letterheads of 
the store indicate that it is located 
in Washington territory. 

Real old style type is used on the 
store’s letterhead and on its paper 
bags and wrapping paper, plus 
other printed ornamentation of the 
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Mr. and Mrs. Stevens, co-managers, at the old stove used for atmos- 
phere but never lighted. Its display serves to remind people of 
the store's advertisements. 





Section of the 12-month toy department. Children's books are in 
the rack shown at the extreme right. 
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style which was in vogue in the 
19th century. 

All of these ideas lead to a 
friendly atmosphere in the store, 
but beyond that point, modern 
methods are the rule. 

One end of the store is devoted 
to general hardware and sporting 
goods. Housewares, toys and paper 
goods occupy the adjoining section. 
Giftware lines occupy one corner of 
the store, the next corner being 
devoted to wearing apparel. 

Excepting some giftwares items, 
pipe and other bulky goods, most of 
the store’s stock is kept right on 
the sales floor. This eliminates un- 
necessary stock shifting by the 
store’s staff, permits quick check of 
stocks of most merchandise and 
helps the staff devote most of its 
time to selling right from com- 
bination display and storage units. 
Warehouse space is maintained 
elsewhere for the gift and bulky 
merchandise overstocks. 


Fast Movers Featured 


In the store’s fastener depart- 
ment every effort is made to stock 
not only the most popular sizes and 
types of bolts, nuts, screws and 
nails, but also many that are not 
often requested by the firm’s cus- 
tomers. This poiicy is followed so 
that it will not be necessary to 
send customers to other establish- 
ments where they might buy other 
hardware store merchandise. 

Shortly before moving to the 
present quarters the firm started to 
display its builders’ hardware sam- 
ples on an island unit instead of 
showing them on wall units. Sales 
were more than doubled after this 
display change and that idea has 
been continued in the new quarters. 
With the removal of doors from the 
wall sections, these areas were 
given over to small power tools. 

The gift ware section is among 
the best profit makers. Display 
units were arranged to suggest 
tables in a private home. They have 
a single upper display surface at 
conventional home table height and 
are supported by gracefully curved 
legs. The bottom shelf on which 
the legs rest provides additional 
stability and is effectively used for 
showing of bulkier types of mer- 
chandise. 

Another unusual feature is 4 
cork surfaced gift section display 
wall on which are mounted a variety 
of items. The cork sheeting was 
fastened on plywood panels and 

(Continued on page 122) 
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Marks 50th Anniversary 
With 4 Big Sales Events 


How would you observe your 50th 
anniversary in the hardware busi- 
ness? Would you have one big sale, 
run a series of events or celebrate 
the occasion with a one-day gather- 
ing of some sort? 

The Neis Co., an Ace store, lo- 
cated at 7943 W. National Ave. in 
W. Allis, Wis., is in its half-century 
year in 1953. Its plan is to cash in 
on its golden anniversary with spe- 
cial events in April, May, June and 
September of this year. 


Helps Attract Attention — 


Carl Nahrath reasons that this 
type of celebration will help attract 
more attention throughout the en- 
tire year. Right from the begin- 
ning of its jubilee year the firm has 
been using a 50th anniversary seal 
on its stationery, in its advertising 
and on signs in the store. Two re- 
productions of the seal—and they 
are of large size—adorn the store 
front to remind all passersby of 
the important milestone in the 
firm’s history. 

In April the firm’s large builders’ 
hardware and power tool depart- 
ment will be the scene of a Contrac- 
tor’s Day, building contractors with 
whom the firm does business being 
guests at a party to be held in the 
store. 

A Spring sale will be featured in 
May, and in June there will be a 
Demonstration Day intended for the 
public, with representatives of man- 
ufacturers on hand to put on prod- 
uct demonstrations of interest to 
the public. Each of these events 
will be publicized by newspaper ad- 
vertising and radio. 

Several special displays have been 

(Continued on page 142) 
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Three springtime and one fall sale are being 
used by Wisconsin firm to capitalize 


on its golden anniversary 





Carl Nahrath, store manager, at one of the registers with an em- 
ployee. Current ad is posted on left hand side and warning about 
check forgers on end. 





One of the anniversary seals used on the windows and in advertising. 
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Specialized Selling 





How Much Volume Is in Sports 


A Cleveland hardware firm operating two shopping 


center stores does 40 pct of its business 


in sports goods for teams and individual fans. 
Special room for coaches and teams helps give 
good service to build an ever-increasing volume 



















tT 


Winter sports 
window at main 
store. Open back 
window makes in- 
terior displays 
clearly visible. 


ENT 


GOODS 


How important a line is sporting 
goods in your hardware store? 

Do you cater to teams, contact 
coaches outside the store and go 
after the big-volume team busi- 
ness? 

The two shopping center stores 
operated in Cleveland by C. W. 
Koenig Co. do these things. Anda 
the firm does well over 40 pct of 
its big volume in that one depart- 
ment. Sales of sporting goods to 
teams and individuals are continu- 
ing to increase at Koenig’s because 


Clevel 





Part of the long sweep of windows at the corner location of the branch unit. 
A bank is its immediate neighbor. 
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Equipment? 


of the firm’s strong efforts in that 
direction. 

The needs of sandlot ball players, 
college and school teams, industrial 
teams, week-end fishermen, hunters 
and golfers are all given full atten- 
tion at all times. 

Established in 1914, the company 
has operated at different locations 
on Euclid Ave. ever since it was 
founded. The present main store, at 
13612 Euclid Ave. in East Cleve- 
land, is in one of the area’s first 
shopping centers and its customers 
have the advantage of parking ac- 
commodations for more than 600 
cars. One third of these facilities 
are in front of the stores in the 
center. The newer unit is at a 
shopping center at 25801 Euclid 
Ave. where there are parking fa- 
cilities for approximately 600 cars. 


Aid Other Departments 


Volume and profits in the sports 
departments of both stores are good 
in their own right. In addition they 
help pull traffic to the hardware, 
paint, gift and other departments 
of both units. 

Walter C. Koenig, partner in and 
manager of the business, is a for- 
mer college athlete—a letterman in 
three major sports in both the 
Southwest Conference and the Big 
Ten Conference. He won his letters 
in football, basketball and track 
work, having studied at both Rice 
Institute and the University of In- 
diana. 

Following his college days Mr. 
Koenig continued his interest in 
and contact with college teams. He 
talked the language of the players 
and their coaches at that time and 
still does. At the right time of the 
year he makes it a point to per- 
sonally contact coaches throughout 
the Cleveland area — college, high 
school, prep school and industrial 
league teams—and even goes to 
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Walter C. Koenig, company manager, in the sports coach and team 
room at the main store. 


Display at main store shows extensive line of jackets and sweaters, 
winter sports equipment and outboard motors. 


The check-out counter in the branch unit helps promote self-service. 
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James Curry, sports manager at the newer store, tries a fishing rod. 
Excepting for lures, baits and some easily pilfered or damaged items, 
open display is the rule. 


Kent and Ashtabula for that pur- 
pose. 

Although good store displays of 
a wide variety of team and individ- 
ual sports equipment, constant use 
of seasonal window displays and in- 
teresting store showings of these 
goods are effective sales builders, 
it is the basement coach and team 
room—at the main store—that is 
one of the firm’s best sales tools. 
Here team members and coaches 
may discuss their needs away from 
the distractions that may arise in 
the store areas to which the gen- 
eral buying public has constant 
access. 


One of the features of the main 
store is a special insect-proofed 
storage room for uniforms for all 
manner of sports. Team members 
and coaches are thus assured that 
all uniforms or other cloth goods 
used in their sports activities are 
in good moth-free and fresh condi- 
tion. Surplus and out - of - season 
stocks are concentrated in that sec- 
tion at all times. 

It would take considerable space 
to detail all of the sporting goods 
sales made at the Koenig stores. An 
outline of its extensive stocks would 
be a lengthy affair. Full emphasis 
is placed on quality goods at all 








General view of branch store with John Burchard, hardware man- 
ager, talking with a customer. 
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times. Special orders are taken for 
all types of sports uniforms. 

The sports departments of the 
two Koenig stores are active sec- 
tions throughout the year, but vol- 
ume is particularly high in May and 
June and through the fall and 
early winter months—especially at 
Christmas time. Koenig’s sports 
department regularly serves teams 
and leagues within 100 miles of its 
stores. 

Balls, bats and gloves are big vol- 
ume sellers at the two stores. The 
firm’s stocks are sometimes as high 
as 500 dozen bats, and it has sold 
as many as 48 dozen softballs at 
one time to one industrial concern 
for use of its employees. The same 
concern has purchased a full gross 
of bats at one time. 

Koenig’s played an important 
part in establishing the first Little 
League baseball group in Cleveland 
and sells considerable merchandise 
to the teams in that organization. 


Good Bowling Sales 


Equipment for fitting bowling 
balls for individuals is maintained 
at both stores. Sales to individual 
players run as high as $40 including 
balls, shoes and bags. That section 
of the sports departments now ac- 
counts for sales in excess of $4,000 
a year—and it is a constantly in- 
creasing business. 

Sports trophies are another in- 
teresting line at Koenig’s stores 
and now make sales in excess of 
$15,000 in a year at prices ranging 
from as little as $2.50 to $50 and 
more. Says Mr. Koenig, “We sell 
trophies for athletic prowess as well 
as for other attainments in schools 
and colleges. Trophies are being 
sold for excellence in band work, 
orchestral performance, school pub- 
lication work and other non-athletic 
activities. The important thing in 
selling trophies is to study and de- 
velop your market for them. We 
are always looking for more rea- 
sons for schools and colleges to buy 
trophies for more types of activity.” 

The sale of varsity sweaters is 
another good source of profitable 
volume. As Mr. Koenig puts it, 
“they lead to repeat business. Our 
monthly orders for these sweaters 
will run as high as $1,500 to $1,800. 
There is practically no limit to their 
sale.” 

It is the belief of the firm’s man- 
ager that, “Our best advertising is 
the fact that we do the job right 
in outfitting both teams and indi- 
viduals for all types of sports ac- 
tivities.” 
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Well trained employees keep both 
stores in good selling condition— 
with stocks properly arranged to 
encourage browsing and self-ser- 
vice. Sales at the newest of the two 
units is about 50 pct self-service, 
use of a check-out table toward the 
center of the triangular shaped 
store helping to promote sales on 
that basis. 

Traffic is good at both shopping 
center stores, the newest unit serv- 
ing a trading area of about 70,000. 
Large aircraft plants near the 
newer store account for some of its 
heavy traffic. Located at one end of 
the shopping center, it has the ad- 
vantage of being right next door 
to a branch of the Cleveland Trust 
Co. which attracts many people 
cashing their wage and salary 
checks. 


Ample Sales Staff 


The business is managed by Wal- 
ter C. Koenig who has a staff of six 
full-time salesmen, one girl in the 
office and three part-time salesmen. 
Most of the day there are four full- 
time salesmen at the main store and 
two at the branch store. One man 
divides his time between the two 
stores to provide lunch hour relief 
and serve in whichever unit he is 
needed during peak sales hours. 

Although each salesman has cer- 
tain departments and sections to 
look after and keep in good appear- 
ance, all salespeople wait on any 
customers of the store in which they 
are serving. 

Most of the volume at both stores 
is on a cash-and-carry basis, but de- 
liveries are made on request. Sales 
by departments at both units are 
kept separately. There are two cash 
registers at each store—one for 
sporting goods, the other for gen- 
eral hardware. 

All salespeople are on straight 
salaries with no commissions pro- 
vided. Each person’s salary is, how- 
ever, subject to constant review—a 
powerful incentive of itself. 

Despite a very liberal exchange 
and refund policy at both stores, re- 
turns on merchandise are below 
3/10 of 1 pct. Although some of 
the firm’s business in higher priced 
units of sale are sold on deferred 
payment plans, financing is handled 
through a finance organization. 
Open accounts are utilized by 200 
of the company’s industrial con- 
cern, school and college customers. 

The firm’s main store has display 
space of about 5200 sq. ft and the 
newer unit, of irregular shape, has 
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Four column by II 
in. ad which was 
used to announce 
the opening of the 
branch unit. 
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approximately 5600 sq. ft. in show 
room area, with 105 ft of display 
windows. 

Both branches of Koenig’s are 
open until 8.00 each Friday night, 
except in January and Febru- 
ary. Wednesday closing is at 1.00 
p.m. Display windows are fully 
lighted each night until 11.30 to 
attract the attention of window 
shoppers. 

When the branch unit was opened 
in September, 1952, a quarter page 
ad was published in a special sec- 
tion of The Cleveland Press with 
ads and articles on the different 
companies opening in the new 
Euclid-Richmond Shopping Center. 
Koenig’s ad listed some of the na- 
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tionally advertised lines of hard- 
ware, tools, builders’ hardware, 
electric housewares, housewares 
and sporting goods offered. A photo 
of Walter Koenig and one of John 
Burchard, manager of the new 
branch unit, appeared in the news 
pages with a brief article on the 
store. 

Although the new store’s opening 
included participation in drawings 
for a variety of merchandise they 
were not publicized in the newspa- 
per advertising. Visitors were in- 
vited by means of signs in the new 
store to register their names and 
addresses and participate in the 
drawings with no obligation to 
make any purchases.. 


Win 4 H Club Support 


The rural affairs committee of 
the La Crosse (Wis.) Chamber of 
Commerce sponsors an Alice in 
Dairyland contest each year as well 
as a Christmas party for all county 
4 H leaders. The committee also 
lends its financial support to pro- 
grams, directly under the guidance 
of the county agent’s office, such as 
a plowing contest, 4 H Club Picnic, 
Achievement Day, and a 4 H Club 
Festival. 


The committee also purchases 
subscriptions to the 4 H Club maga- 
zine for county club leaders, and 
pays for meals at the Wisconsin 
State Fair, Milwaukee, for winners 
in its canning, clothing and live- 
stock competitions. 

Result is that 4 H Club members 
in the La Crosse area know that 
the merchants are solidly backing 
their programs, and their support, 
of course, is reciprocated. 
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Proving that small town 
hardware stores can be 
pace-setters is this view of 
the visual front store of the 
Wilmington Hardware Co. 
which spent $20,000 con- 
verting an old grocery store 
into an open-display hard- 
ware store. Front is 60 ft 
wide, and windows angle 
from the vertical to elimi- 
nate reflection. 


Store interior offers 8,000 
sq ft of space devoted to 
open displays. Shadow boxes 
on wall ledges are used for 
decoration and display. Col- 
ors used to decorate the 
store are coral red, velvet 
blue, and sunlight yellow. 
Floor covering is in a grey 
splatter pattern with center 
aisle in yellow to lead traf- 
fic through store. 


Office at rear of store is on 
mezzanine, giving a_ view 
over the entire selling floor. 
Large shadow box is effec- 
tively used to draw atten- 
tion and traffic to the rear 
display areas. Mezzanine 
area also houses a stock- 
room. Through office can be 
seen Leon Larson, and his 
son Dwayne, store manager. 
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Underside of the store- 

front canopy is lined with 

neon tubing to lead traf- 

fic to store entrance. 

Parking area at rear of 

store provides room for 
40 cars. 


Stockrooms are behind 
the partition at the rear 








‘tore Modernization 


of the store, and under 

the mezzanine toy depart- 

ment, shown below. These 

areas provide 15,000 ft 
of storage space. 


Wilmington, Calif., population 25,000, 
is talking about this store. The 
Hardware Age Camera shows you 

this up-to-date selling unit 


Toys are a year-round department at this hardware store, 
occupying the entire side mezzanine. The department is 
self-contained with its own-cash register and wrapping 
facilities, and has 50 ft 
of wall display space. 
Photo at bottom shows 
the toy mezzanine as 
viewed from the main 
selling floor. Waist-high 
partition on mezzanine 
has shaclow box displays 
to serve in featuring vari- 
ous lines. The paint de- 
partment is und2r the 
mezzanine, and behind the 
paint shelving is an en- 
closed stockroom area. 

































































BIKES—a Major Line 


Bicycles are one of the major 
lines at the Herb W. Davis hard- 
ware store in Ardmore, Pa. They 
are a major item because of his 
large stocks of several well known 
makes and because he constantly 
displays and advertises bicycles. 

The Davis store is crowded with 
bicycles, so much so that outdoor 
display is a must—in good weather. 
And some of his cycle stock is actu- 


An Unusual 
Advertising Approach 


Large stocks of bicycles displayed at all times 
help this dealer to make big sales. Service and 
advertising pull cycle fans from wide area 


ally kept in his own living quarters. 

Real service to cycling fans— 
young and old—and constant use of 
unusual classified ads have made 
people for miles around conscious 
that this Main Line store is in the 
cycle business. 

Although emphasizing bicycles in 
these ads he never loses an oppor- 
tunity to refer to his place as being 
the “store of 52,000 items.” 


COLUMBIA? 

CT q 
OLLFAS 
OLSON 

‘HERCULES, 





The large stocks of bicycles catch 
the eyes of many passing motorists. 
They cannot fail to note the side- 
walk showing of new and used bi- 
cycles nor to see that the show room 
has a number of different models 
on display. 

When Mr. Davis first thought 
about bicycles his intention was to 
rent a few as traffic builders. This 
idea worked well, but he soon had to 


Sidewalk displays of bikes—new, old and in process of repair—are always used in good weather. 
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New! Fast-selling Remington 













Remington announces 3 new cartridges 
with popular Pointed Soft Point bullets 













. . * 
8 cartridges with new bullets ae. 
e e e POINTED 
now available in 7 calibers SOFT POINT . 
“CORE-LOKT” 
100 GR. 257 ROBERTS 
POINTED 
SOFT POINT 
Big news for your hunting customers aa 


is this trio of center fire cartridges with 
Remington Pointed Soft Point bullets. 


The 30-06 Springfield has a 110 gr. 
bullet, and the 257 Roberts and 250 
Savage have 100 gr. bullets in the new 
Pointed Soft Point. 


Leading big-game hunters have 
praised the outstanding performance of 
the rocket-nosed bullet. It is especially 
prized for long-range shooting where 
flatter trajectories and sustained veloci- 
ties are most important. 


Remington Pointed Soft Point “‘Core- 
Lokt’’ bullets have already proved 
their popularity in... 

30-06 Spfid. (180 gr.) 
30-40 Krag (180 gr.) 
300 Mag. (180 gr.) 
300 Sav. (180 gr.) 
270 Win. (130 gr.) 


..so the “hot” new cartridges—all 
with the world-famous Remington 
‘“‘Kleanbore” priming—are sure of a 
warm reception. Ask your Remington 
wholesaler to round out your line— 
right now! 






* 


30-06 SPRINGFIELD 
POINTED SOFT POINT 
‘Kleanbore,” “Core-Lokt” and “Gamemaster” are Reg. 110 GR. 

U.S. Pat. Off. by Remington Arms Company, Inc., Bridge- 
port 2, Conn. 
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Model 760 rifle in De Luxe Grade 








270 Win. caliber added to both 
“Standard” and “De Luxe” Models 


The only slide action high-power rifle 
made—the popular Remington “‘Game- 
master’? Model 760—is now available 
in “De Luxe” grade...and 270 Win. 
caliber! 

The Model 760ADL “De Luxe” 
grade was made in response to a deluge 
of requests from shooters— who wanted 
this superb rifle with useful and attrac- 
tiveextras, plus provision for telescope 
mounting. So a ready market can be 
anticipated. 

The ‘De Luxe”’ grade has all the 
sales-making features of the ““‘Standard”’ 
grade, plus these extras: high comb 
stock for use with telescopic sight; re- 
ceiver drilled and tapped for ‘scope 
mount; stock and fore-end both finely 
checkered; decorative grip cap; sling 
swivels. 

four BIG Calibers 

Added to the original 30-06 Spfid., 
300 Sav. and 35 Rem. calibers is a 
fourth caliber—the 270 Win. 
wider appeal to sportsmen. 

Big sales are assured with the Rem 
ington ‘‘Gamemaster’ Model 760 


for even 


America’s most-sought-after big-game 
rifle. 





“Wild? Why in the old days I shot a bear 
right from that front porch!” 
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Samples of some of the humorous classified ads that attract 
many visitors to the store. 


do quite some repairing to keep his 
equipment in good condition. Soon 
he was repairing bicycles not be- 
longing to his rental service. 

The next step was the selling of 
rental units as they began to need 
more attention. Then came the deci- 
sion to handle several lines of new 
bicycles. Soon he was selling new 
bicycles by accepting older units on 
a trade-in basis. 

The Davis store makes a strong 
bid for trade with youngsters in 
his area with wheeled toys supple- 





menting his bicycle department 
stocks. 

Many of Mr. Davis’ newspaper 
ads are directed particularly to 
youngsters. Upon occasion he will 
feature a simple mathematical prob- 
lem. The solution describes some 
of the varied lines of merchandise 
of interest to youngsters. 

Some of the Davis ads concern 
mythical people holding conversa- 
tions about the store and its mer- 
chandise. 


Fanny Flapahammer heads a 


Herb Davis with one of his friendly customers outside the store. 


“Personals” column in the news- 
paper in which the proprietor ridi- 
cules her because she wandered into 
the store and was lost in it while 
trying to verify the advertised 
statement that 52,000 items are car- 
ried in the store. 

Mr. Davis has advertised his 
store as, The Herb Davis Shopping 
Center. Of it he said that it “is 
unscientifically designed! Unsuper- 
vised free parking! No traffic is- 
lands to fall over. An incomplete, 
inconvenient shopping center.” 

Another form of advertising that 
pays off for Mr. Davis is his own 
frequent use of a bicycle for his own 
transportation. Sometimes he goes 
cycling with a group of young 
friends and adults. 

The unusual advertising approach 
of Mr. Davis leads to many visits 
from people living quite some dis- 
tance away. They come to satisfy 
their curiosity and often buy things 
they had not intended purchasing 
when they entered the store. 


Rebuilds Bicycles 


Many large families cannot afford 
a new bike for each youngster and 
so Mr. Davis does considerable vol- 
ume in used bicycles and in rebuilt 
units with such households. 

Of his used bike transactions 
Herb W. Davis says, “When a 
youngster’s bike shows signs of 
imminent collapse I point out the 
defects that might result in acci- 
dents. This is about the best 
method I can use to sway a hesitant 
parent to buy a new bicycle. Few 
parents will fail to heed this type 
of warning. 

“In arriving at a trade-in allow- 
ance, I show the customer the work 
that is required and show them the 
parts needed before the old bike will 
be salable. Any person will agree 
that the dealer has to make a profit 
if he is to stay in business. We are 
usually able to make the customer 
realize that the allowance is a fair 
one.” a 

Another reason for the success of 
the Davis bicycle department is will- 
ingness to render repair service for 
cycling fans almost any time of the 
day or night—including Sundays 
and holidays. 

Friendliness with all youngsters 
has built much good will for the 
Davis store. Mr. Davis says, ‘Most 
families out here have children. If 
you please one member of a family, 
you get the others as customers. If 
you displease a youngster you can 
easily lose the trade of the entire 
family. These growing youngsters 
are adult shoppers of tomorrow.” 
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The Secret of 
Successful Selling 


In the first of this series of 
articles on retail store sales train- 
ing, which appeared in the preced- 
ing issue, we outlined the pro- 
cedures which a store owner might 
follow to attract and then orient 
new employees. 

In this article we’ll attempt to 
show the qualities that go to make 
a good salesman. 

The chances are that there are 
several hardware stores in your 
community and all carry almost 
identical merchandise. Brand 
names may differ, but by and large 
these stores are dealing with the 
same trading community. 

Why then do customers deal with 
one store more often than another? 
Aside from the matter of shopping 
convenience these are some of the 
determining factors: 

(a)—better selections; 

(b)—better service rendered; 

(c)—merchandise better priced 
to the economic level of the com- 
munity; 

(d)—more agreeable 
conditions. 

In a recent survey conducted by 
a major school of retailing, 4,000 


shopping 





The subjects covered in this 
series of articles on sales training 
are designed to form the basis of a 
discussion at one of your store 
meetings. Use these articles to 
start a discussion of how your 
salespeople can improve their sell- 
ing techniques. 
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What qualities make the successful store and the 
successful salesman? Does high pressure salesman- 
ship pay off? What type of selling sticks best with 
the customer? This article explores these subjects. 








people were asked, “What do you 
consider important in good service 
and lacking in bad service?” 

Their answers, in the order of 
their importance, should help hard- 
ware dealers in the setting up of a 
training program for new sales 
personnel: 


The Question of Service 


Good Service — (1) — Salesman 
acted as if he was interested in 
making a satisfactory sale. (2)— 
Gave helpful, useful information 
about the merchandise. (3)—Dis- 
played merchandise _ effectively. 
(4)—Answered questions or objec- 
tions in a satisfactory way. (5)— 
Greeted customer in a courteous, 
friendly manner. (6)—Thanked 
customer and invited him to come 
in again. (7)—-When desired mer- 
chandise was not available, sug- 
gested something similar. (8)— 
Gave reasonably prompt attention 
to customer. 

Poor Service — (1) — Customer 
was deliberately ignored. (2)— 
Salesman talked with other em- 
ployees instead of approaching cus- 
tomer at once. (3)—Salesperson 
showed a lack of knowledge about 
product, or showed customer some- 
thing he hadn’t requested. (4)— 
Salesperson was slow and uncertain 
in carrying out the transaction. 
(5)—Salesperson continued other 
work, such as stocking shelves, in- 
stead of approaching customer. 
(6)—No salesperson was in sight 


when customer entered store or de- 
partment. 

People want to be served in a 
friendly, courteous manner by 
salespeople who have _ product 
knowledge. Women, especially, like 
to deal with salespeople who are 
clean and well groomed. The sales- 
man must be pleasant and above all, 
he must impress the customer with 
the feeling that he wants to be of 
service. 

In this respect, it must be im- 
pressed on new sales personnel that 
the old days of high pressure sales- 
manship are out. 

Salesmanship is service and part 
of that service is giving the cus- 
tomer complete information about 
the product being considered. 

The customer wants to know: 
What is it made of? Will it stand 
up? What is the price? If the price 
is higher than similar merchandise 
what justifies a higher price? Are 
there any special features of con- 
struction and function? Is is guar- 
anteed? Is it resistant to weather, 
washing, heat, and other factors? 
Are parts replaceable and readily 
available? How does it compare 
with similar products? Is it a good 
value? 

The answer to these questions 
about a product are salesmanship 
by information. It is salesmanship 
that will stick because the salesman 
has not really sold the merchandise. 
Rather, the customer has made his 
own decisions on the basis of a 
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This ad 


in“Outdoor Life”, April is 
Sales Bait that can’t miss 
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Get those sports lovers 
dangling on your line! With 
appetites whetted by this 
appealing ad, Outdoor Life’s 
thousands of sports-minded 
readers will be snapping up 
Seal-Dri . . . the line that 
brings in the business. And no 
wonder, with a selling story 
like this to catch ’em and 
convince ’em—and that 
VINYLITE trade-mark as an added 
sales push. For the “Made of 
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wraders, Parkas ro these aol 
niny-day utility end VINYLITE Brand Plastics 
e “Clronica] its : 

Buard agaj ‘d signature assures customers of 


quality ... in everything you sell. 
Happy experience and active 
advertising have sold them on 
this famous name. Feature it; 
it’ll do a selling job for you! 


HARDWARE AGE, APRIL 16, 1953 


es 


109 














TITAN 
PICNIC 
GRILLS 


Flameless 
Cooking 





profits for you! 





DRAFT CHECK opens for fast 


> fire starting—closes for 
cooking FLAMELESS 
Saves charcoal. 


even 
heat. 


> LARGE 19” firebed cooks for 


a couple or a crowd. 


CONVERTIBLE WIRE GRILL 


> becomes meat-turner 
instant. 


PORTABLE COMPACT. 


Detachable legs and meat- 


» turner grill fit neat 
handy carrying case. 


ly in 


S Flameless grills are the newest big 


thing in outdoor cooking. Yo 


ur cus- 


tomers will demand them because they 
provide tasty, mouthwatering meats 


every time. Ordinary vented gril 
too fast and too hot — burning th 
and losing the delicious juices. 


| burns 
e meat 
Titan 


DRAFT CHECK gives you even, controlled 
heat for wonderful Flameless cooking. 
Now is the time to get ready for those 
picnic profits. Send today for full 
information and FREE copy of “How to 
Become an Expert Chef First Time.” 


TITA 


BUFFALO 10. N. 
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wealth of information. The more 
information a customer is given, 
the more doubts are removed from 
his mind, and the more likely he is 
to buy the item. 


Salespeople must show genuine 
interest and make an attempt to 
understand customers’ problems. 

It used to be said that the sales- 
man with the most dynamic per- 
sonality wins the most sales. That 
is not true, today, if it ever was. 
Today the most successful salesman 
is the one who listens to the cus- 
tomer’s problem and then comes up 
with the best solution as promptly 
as possible. 

Salesmen should try to judge 
customers’ personalities as they 
enter the store. After being wrong 
a good many times, they learn to 
“type” customers after they begin 
to talk. A salesman can learn a lot 
about a customer from his dress, 
actions, mood, manner of conversa- 
tion, and he should adjust his ap- 
proach accordingly. 

If the customer seems to be in 
a hurry, or is irritable, the sales- 
man should try to complete the 
transaction as quickly as possible. 

On the other hand, if the cus- 
tomer happens to be the deliberative 
kind, the salesman is likely to ruin 
the sale if he tries to hurry the 
customer. 

If the customer is indecisive but 
seems to want the article, the sales- 
man tries to help him make up his 
mind by offering good reasons for 
buying. 

In other words, it is just common 


sense to handle the customer just 
as you would wish to be treated in 
similar circumstances. 


New salespeople can generally be 
quickly taught the proper way to 
greet customers. It’s on the follow- 
up where they show weakness and 
require training. 

Most new salesmen can get their 
sales talk off along the right line 
but then they begin to bog down. 
They run out of words and the cus- 
tomer says nothing and there’s an 
embarrassing pause. Or, the cus- 
tomer may ask a question which 
the salesman is not prepared to 
answer. Or, again, the customer 
may show little interest in the prod- 
uct the salesman is showing him, or 
he may not seem to be convinced by 
the salesman’s sales presentation. 


In most instances, the salesman 
needs to be more thoroughly 
grounded in thorough product 
knowledge. 

Here’s the best way for the new 
salesman to learn from his own ex- 
periences: After each sales talk, 
whether it resulted in a sale or not, 
he should cross-examine himself. 
He should review his talk and ask 
himself if he answered each ques- 
tion to the customer’s satisfaction. 
If there were points on which he 
could not supply all the proper in- 
formation, he should immediately 
try to find out. 


The next chapter in this series, 
entitled “The Mark of a Good Sales- 
man,” will appear in the next issue. 





Sub-Station Post Office Pulls Traffic 


Among the hardware stores 
privileged to have a U.S. Post Of- 
fice Sub-Station on its premises is 


Dixie Hardware Co. in Houston, 
Tex. The sub-station is a good 
traffic builder and people visiting 








People wanting post office service find hardware store located sub-sta- 
tion a great convenience. The nearest post office is two miles distant. 
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the store to buy stamps or a money 
order frequently buy a wide variety 
of merchandise on impulse. 

Al Vacek, owner of the store, 
says, “This sub-station brings us 
considerable business. People wait- 
ing to be served at the postal win- 
dow remember things they need in 
our store. Some of them later re- 
turn to the store to purchase mer- 
chandise they noted while going to 
and from the postal window.” 

The postal station was estab- 
lished in the store shortly after it 
was opened four years ago. Its 
equipment occupies about the same 
size space in the 40x50-ft room as 
the firm’s cash-wrap table. Its 
rear-of-the-store location assures 
the firm that all visitors wishing to 
do business with the sub-station 
pass displays of a wide variety of 
hardware, house furnishings, paint 
and other lines. 

Three of Mr. Vacek’s four sales- 
people handle stamps and sell money 
orders. Mr. and Mrs. Vacek are 
bonded by the U.S. Post Office De- 
partment, and Mrs. Doris Moore, an 
employee, is registered on Post Of- 
fice records. The firm does not find 
it necessary to employ extra help 
because of postal business. 





Need Heping Hand 


No one is as lost as a tourist 
without directions in a strange city. 
To help such tourists out of their 
quandary, and incidentally help the 
city’s police force, the Chamber of 
Commerce of New Haven, Conn., 
provides the police with a 3x5 in. 
card on which are printed maps of 
routes leading in and out of the 
city. One side of the card also con- 
tains a map of the shopping dis- 
trict. Police hand these cards to 
tourists and out-of-town visitors, 
who appreciate the help and -the 
courtesy. 





HARDWARE HUMOR 
By Hardware Age 





"| distinctly told you to get 
a nozzle when you went to 
the hardware store." 
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they all mean more sales 


INSECT WIRE 


sranp SCREENING 





Look around your community... 
—and you'll find plenty of prospects for Cortland 


Brand Insect Wire Screening. 


window, door, porch or 
opportunity 


You'll find homeowners prefer Cortland 
Brand Wire Screening too. Because it 
makes a neat screening job — gives 
years of service—comes in three popu- 
lar price ranges. Little wonder Cortland 
Brand has been a favorite screening 
for over 75 years. 


Every unscreened 
breezeway offers you an 
to make a sale! 


Next time you order from your jobber, 
ask for Cortland Brand Wire Screen- 
ing. It meets U.S. Department of 
Commerce National Bureau of Stand- 
ards’ specifications—comes in 18 x 14 
mesh, 24” to 48” widths, 100 linear 
foot rolls. Extra wide widths available. 


SELL ALL 3 CORTLAND BRANDS 


4 Cortland GRAY-WICK 


Favorite screening for every purpose! Doubly protected against cor- 
rosion by electro-zinc galvanizing and “glare-proofed” enameled finish. 


* Cortland BRONZE 


The quality, rust-resistant screening! scree = 
air. = 
(=.= R- 


Unaffected by weather or salt 


Stronger, longer-lasting than copper on ” 
screening. Bright or Dark Bronze eres we AC) 
“Antique” finish. oh. ry, 


* Gortland ALUMINUM 


Finest screening made! Won’t rust or 
stain because it’s made of aluminum 
clad wire. Strong, durable, less than 


half the weight of steel insect wire ting, Nail ond Brad mats 
screening. 


BRAND 





—NEW SALES KIT — 






Send for Wickwire’s free sales 
kit, containing streamers, 
folders and newspaper mats 
to identify your store as Wire 
Screening Headquarters! Kit 
also includes Poultry Net- 


and streamers. 


NAILS & BRADS 
POULTRY NETTING 
HARDWARE CLOTH 














WICKWIRE BROTHERS, INC., CORTLAND, N.Y. 














Grossed $15,000 In 
3-Day Opening Sale 


Opening a New Store 





7,000 came to opening of new store to be entertained 
and to look around. Ads offered a few specials, 
but emphasis was on building good will 


If one of every six people in your 
community visited your store’s 
grand opening you would consider 
you had a good turnout. That was 
the score when the owners of 
Parma Hardware, in the Ohio city 
for which the store is named, held 
a three-day party incident to the 
opening of their new and modern 
show room. 


Parma is a city, outside of Cleve- 
land, with a population of 42,000. 
Walter Kanieski and Raymond 
Drensky invited their fellow resi- 
dents to their three-day grand open- 
ing. Newspaper advertising and 
verbal invitations helped attract 
more than 7,000 visitors to the store 
in April, 1952. 

All visitors were invited to reg- 


ister their names and addresses, 
and to participate in drawings for 
a number of home equipment items 
and maintenance materials. No 
purchases were required for free 
participation in the drawings. 
Despite the fact that the grand 
opening was intended as an inspec- 
tion and social affair, only a few 
specials being advertised, the cash 





Part of the crowd at the grand opening of the store waiting to pay for their purchases 
at the check-out counter. At extreme right is Walter Kanieski, who stands 6 ft, 6 in. 
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Grass IS gree 


r sat g 


wih ULS.Garden Hose 


Look at these big features that make your U. S. 
Garden Hose profits grow— 


1. A complete selection of plastic or rubber hose—to 
satisfy all your customers. 


2. A 15-, 10- or 5-year guarantee folder with each length 
of hose, which also includes instructions for proper care and 
usage of hose. 


3. Fast-selling advertisements in national publications... 
enlarged reproductions of advertisements for window dis- 
play ... point-of-purchase counter cards, streamers, leaflets, 
brochures. 


a 


a, 


4 








4, Valuable, handsome, sales-stimulating display rack 
available to you. 


MAKE EXTRA SALES: Tell your customers it wastes 


their time and energy to tote hose. Sell thém several lengths 
to reach all parts of their grounds. 


And, of course, you're selling a United States 
Rubber Company quality product. That means you 
get the benefit of the “U.S. Rubber” name, heard 
on radio and seen on television, and seen in news- 
papers and magazines throughout America. Your 
customers are familiar with the name, and know 
they'll be getting the finest quality for their money. 
That's why you'll find it easy to keep U. S. Garden 
Hose sales high... and keep your profits high! 


AVAILABLE NOW THROUGH YOUR GARDEN HOSE DISTRIBUTOR 


UNITED STATES RUBBER COMPANY 
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The visual front store with canopied front for outdoor display has 
an off-center doorway. Large letters identify it. 





Mrs. Laura Kappelman at the check-out counter records the purchase 
of a number of items bought on impulse. 





Varied stocks of sporting goods are attractively shown in this section. 


One of the few enclosed displays is for cutlery and easily pe, 


fishing tackle and lures. 
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registers rang to the tune of $15,- 
000 in the three days. Seven thou- 
sand people thus spent more then 
$2 each during the opening period. 

Factory representatives demon- 
strated many items and there were 
souvenirs for visitors, balloons be- 
ing given to the youngsters. A 
popular polka trio entertained with 
music for three hours on each of 
the opening nights. 

The new showroom is an L- 
shaped visual-front unit, and re- 
places an adjoining building 
42x100-ft. The old room will later 
be modernized for use as an appli- 
ance, radio and TV display room. 
The L-shaped show room has a 42- 
ft frontage and is 112-ft long. 

Parma Hardware’s new store was 
fixtured and planned by W. C. Hel- 
ler & Co. of Montpelier, Ohio, with 
its lay-out arranged to encourage 
self-service. Its owners like to call 
it a semi self-service store. A check- 
out counter encourages self-service. 
Excepting a glass case at that unit 
for displaying a wide assortment of 
clocks and some glass enclosed dis- 
plays in the rear of the show room, 
open display is the rule. 


Good Illumination 


Wide aisles and good lighting are 
features which attract people to 
the new show room. Three contin- 
uous lines of fluorescent lamps illu- 
minated the store, the floor of 
which is covered with two-tone 
brown linoleum tile. 

Traffic has continued at a good 
rate since the opening of the new 
store. Walt and Red, as the part- 
ners like to have their customers 
call them, report that the daily 
average number of transactions in 
the store is 300. During the sum- 
mer months the average rose to 
375 per day. 

Volume was good in the old store, 
and the average sale per customer 
was $1.15. In the new store the 
average sale per customer has been 
increased to $2.60, with traffic in- 
creasing. 

The firm’s full-time staff com- 
prises seven salesmen and one sales- 
woman, four part-time employees 
supplementing their sales efforts. 
On Saturdays the store’s owners 
estimate that the staff serves one 
customer per minute. On Sundays 
the store is open from 9.30 to 12.00 
in the morning—for the benefit of 
fix-it-yourself customers—at which 
time it is estimated that service is 
at the rate of two or three custo- 
mers per minute. 

The two partners and their sales- 
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A successful gardener is a better customer! 
That’s why you'll want to give your cus- 
tomers the facts about the “friendly” soil 
they can have so easily with Krilium* soil 
conditioner—soil that stays loose, po- 
rous, crumbly. 


Tell them how Krilium soil conditioner 
keeps cultivated soil so friendly that seeds 
germinate freely . . . roots reach down and 


They'll buy more 
garden supplies! 

















out easily . . . young plants emerge more 
quickly into the sunshine. 


And tell them, too, about the way Krilium 
soil conditioner increases water absorption 
—lets water seep to the roots where it does 
the most good. Tell them how much easier 
it is to cultivate and weed soil that’s po- 
rous, crumbly, friendly to the hoe. 


Now, and later— watch them come to you 
for more and more garden supplies, be- 


cause successful gardens are worth larger 
investments — sprays, hose, insecticides— 
you know the list! 


The effect of Krilium soil conditioner on 
the mechanical structure of the soil is 
instant and lasting. Used with Folium — 
Monsanto’s new balanced plant food —it 
will mean better gardens for your cus- 
tomers, better profits for you .. . now and 
in years to come. 


Show them these easy-to-understand charts 


scone ccnonegse premegnonmerenny 








IGINAL GR LEVEL 


Planting. Cucumber seeds in properly worked, but 
untreated, soil. Note original ground line. 








Planting. Identical soil, except that Krilium soil 
conditioner has been added. 








With Krilium soil conditioner, 
sell Folium — the balanced 
plant food so quickly 
and thoroughly soluble 
in water, so easily ap- 
plied with sprinkier or 
hose fitted with siphon 


UNTREATED SOIL, ABSEN 


FRIENDLY SOIL AND SEED DEVE 
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CE OF GROWTH AND EMERGENCE 














Sth day, germination. Packed-d soil hampers 


development, stops some seeds permanently. 
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j ORIGINAL GROUND LEVEL j 
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8th day. Emergence has not taken place, is only 
beginning in these seeds able to develop at all. 





r 








Sth day, germination has been rapid, roots are long 
and sturdy. 








8th day, emergence. Plants are off to a good, healthy 
start. Note how porous soil permits better absorption 
of water and air. 


*Reg. U.S. Pat. Off. 
Folium: Monsanto 1rade-mark 
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SOIL CONDITIONER 
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Recommend Krilium in 
larger-size packages 
for treating larger creas, 
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PALMER 


Drop Forged 


WORLD’S STRONGEST 


ALL OF THE 

QUALITIES OF 

A FINE STRIKING 

goreli 

PLUS 

PALMER — 
DESIGN 

PALMER — 
ALLOYS 

PALMER — 
TECHNIQUES 


OF FORGING & 
FINISHING 


PALM E R 
SUPREME 


MAKES THE 
DIFFERENCE 

IN EYE CATCHING 
SALES APPEAL 


te aggre SUPREME 
rie: 401 
re s No - id $2, 50 


price. 


Complete line 


4 PRICE GROUPS 


ASK ABOUT OUR 
FAST SELLING NO. 
5915. YOUR BEST 
VOLUME HAMMER 
BUY. 





NATIONALLY ADVERTISED IN 


POPULAR SCIENCE * POPULAR MECHANICS 

HARDWARE AGE « HARDWARE RETAILER 

SOUTHERN HARDWARE « BUILDING SUPPLY 
NEWS « AUTOMOTIVE DIGEST 


Get our illustrated 
literature on 
PLIERS & HAMMERS 


PALMER (weiccr TOOL CORP. 


MEADVILLE, PENNA. 
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WALT AND RED OF THE PARMA HARDWARE WISH TO 

THANK ALL THE FOLKS OF PARMA AND VICINITY FOR 

MAKING THEIR GRAND OPENING SUCH A WONDERFUL 

SUCCESS. OVER TEN THOUSAND VISITORS WERE SERVED 

AND ENTERTAINED. THE PARMA HARDWARE AGAIN SAYS 
“THANK YOU.” 


Pearl at Ridge Rd. 


Parma Hardware 











Two column by 2!/,-in. ad used in the local paper to say "thank you" 
to those who attended the store's opening. 


these sales ranging from a low of 
$6 to as high as $100. As an ac- 
commodation, deliveries are made 
to industrial accounts on request. 
Industrial sales are on 30-day open 
accounts. 


men wear the same type gray shirts 
part of the year and brown shirts 
at other times. The first name or 
nick-name of each man is embroid- 
ered on his shirt. 

Employee training is given care- 
ful attention by the owners of the The paint department accounts 
store with staff meetings once a for nearly 15 pct of the firm’s sales 
month. Factory men are asked to total. 
talk at some of these sessions, and At present only three types of 
each employee is invited to discuss major items are merchandised at 
store problems or sales methods. Parma Hardware—electric sinks, 
A staff banquet and visits to the garbage incinerators and _ water 
state fair are among the entertain- heaters. Sales of these three items 
ment features offered employees. are mostly for cash, with a few on a 

Paint and industrial supplies are 90-day basis with no service charge. 
two of the best volume departments When the new appliance center is 
in the store. Although no calls are opened it is expected that there 
made on industrial concerns, this will be numerous sales on a deferred 
phase of the firm’s operations ac- payment basis. 
counts for 25 pct of its volume. Owners of the store estimate that 
Orders are largely for pick-up items, (Continued on page 146) 


7 tee et oe 
‘gee: ‘EE esrestst - 
= 4° 3: ieReerte 


<ases -gae osee* sine Be 


c~ peptese gia © 


~ 
cg Eee — 


Cl asAe 
aust 





Walter Kanieski in the store's well stocked paint department. Spe- 
cialties and related items are shown on a table directly opposite 
the paint shelves. 
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Letters to the Editor 


LARIAT 
Wall Stretcher 


Dear Sir: 

Your editorial on page 7 of the 
Feb. 19 issue, “Test It Before You 
Ship It,” concerning manufactur- 
er’s displays, hits the nail on the 
head. 

Most every hardware store could 
use a wall stretcher. Dealers can- 
not afford to give excessive space 
to a low price item. The manufac- 
turer should help him conserve his 
space by making displays compact 
and practical. 

It is very important that the 
manufacturer help the dealer make 
efficient use of his store space when 
the manufacturer designs the dis- 
plays. 





Very truly yours, 
M. B. Perlman 

M. B. Perlman, 

37-39 Jackson Ave., 

Jersey City 5, N. J. 





Convert Corn to Cash 


Holdrege, Neb., is known to 
many as the Corn Cob capital of 
the nation, thanks to an annual 
Corn Cob Day promoted by local 
merchants. Cobs of corn become 
worth five cents in trade on that 
day, following their exchange for 
scrip. 

A large downtown crib was 
used as the collection point with a 
total of 12,000 cobs being turned 
in during the 1952 event. Each 
person who attended a public dance 
on that day had to turn in 20 cobs 
of corn. 

Stores were appropriately deco- 
rated for the event and accepted 
corn scrip for 10 pct of the pur- 
chase price of any article on spe- 
cial sale in retail stores. Corn 
cobs were converted into souvenirs 
for mailing to other parts of the 
country. 


Neighborly Merchants 


The Ames (Iowa) Chamber of 
Commerce publishes a list of new 
residents each month and sends it 
to all members with the suggestion 
that they “visit these new neigh- 
bors.” One month this list had 
the names of 27 families. 

Merchants make personal calls 
or write the new neighbors. They 
report that much new business is 
obtained as a result of these 
friendly contacts. 
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Life without a BOLT BAR... 











"YOU KNOW —THE ONE THAT HOLDS THE DOOR ON!” 


| Here we go again! Hairbrain Harriet has had a 
household calamity and she aims to fix it herself! 
Only trouble is that all the tough work will be done 

by Hardware Harry. First he must figure out what she 
wants—then find it amidst a jumble of bolts, nuts and screws. 
How much happier Harry would be if Harriet could 
| select just what she wanted from self-service Lamson BOLT BAR. 
| Hundreds of modern hardware merchants have learned that 
bolts and nuts “up front” make more of a profit than many 

other products. Average turnover of stock is 6 times a year. 
Average hours of time saved—make your own guess. 

Don’t let another day slip by without asking your Lamson 
distributor about the BOLT 
BAR—or write us direct. 
It’s the modern way to 
sell bolts and nuts! 















1971 West 85th Street 
Cleveland 2, Ohio 


Plants at Cleveland and Kent, Ohio 
Birmingham + Chicago 


| he LAMSON & SESSIONS @. 





106 most popular sizes 


The modern way to sell bolts and nuts 











Would you like to pay lower 
taxes? 

You can—and with Uncle Sam’s 
blessing —through a program 
known as tax control. 

In the operation of your hard- 
ware business you have hundreds 
of opportunities to control the 
amount of taxes you pay. For in- 
stance: 

Hardware dealer Jack Smith’s 
17-year-old son worked weekends 
and holidays in his father’s store. 
Mr. Smith, who realized that even 
the smallest store should have a 
tax control program, made this sal- 
ary arrangement: 

He paid his son a fair wage, but 
he was careful that the annual 
total did not exceed $599. 

The father was able to deduct 
these wages from his own income 
as a necessary business expense. 
However, since the son had no 
other income and his total compen- 
Editor’s Note: This article was 
prepared with the cooperation of 
the American Institute of Account- 
ants. The examples of tax savings 
given in this article are not to be 
used as exact models in your own 
tax control program. A slight dif- 
ference in your own situation might 
alter your tax status. Get individ- 
ual advice to suit your problem. 
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sation was under $600, the father, 
on his own tax return, was able to 
deduct $600 for the son as a de- 
pendent. 

The son filed a tax return to re- 
cover the taxes withheld from his 
pay, but he did not have to pay 
any tax since he had earned less 
than $600. 

This is what we mean by tax 
control. 

If Mr. Smith had paid his son 
just one dollar more, he would have 
lost his $600 exemption. 


Transactions Alter Taxes 


Situations such as this occur al- 
most every week in the routine 
conduct of your business. A trans- 
action in one form is frequently 
taxed higher than another which 
would apparently accomplish the 
same result—in a slightly different 
manner. 

The government has always rec- 
ognized the right of the taxpayer 
to handle his affairs so as to pay 
the lowest possible tax. 

The late Judge Learned Hand de- 
clared, “Over and over again the 
courts have said that there is noth- 
ing sinister in arranging one’s af- 
fairs so as to keep taxes as low as 
possible . . . nobody owes any pub- 
lic duty to pay more than the law 
demands.” 


Store Management 





do you want 


Lower Taxes? 


Everyone has to pay taxes. But no one need 
pay more than his fair share. Here are 
suggestions for organizing a tax control 
program for your business that will 


cut down your tax load 


In these times of national emer- 
gency, it is more important than 
ever that you pay your taxes 
promptly and fairly—but the gov- 
ernment wants you to pay only your 
fair tax. 

Arranging one’s affairs so as 
to keep taxes as low as possible is 
largely a matter of good accounting. 
And on the accounting front, the 
best assistance available is that of 
the certified public accountant. 

Every CPA has passed difficult 
state tests in accounting and has 
the experience and skill necessary 
to help you. If you do not have a 
CPA, talk to one. It will cost you 
nothing to look into what he might 
do for you, and he may be able to 
show you some of the tax-saving 
possibilities in your business. 

Acquire the good habit of ask- 
ing the CPA’s help. When legal 
problems are involved, consult an 
attorney. 

Hardware dealer Bill Jones de- 
cided to buy a new truck. He had 
taken an annual depreciation on his 
old truck, and its depreciated value 
on the books was not $1,000. How- 
ever, the truck had seen hard ser- 
vice, and the truck dealer would 
offer him only $700 on a trade-in. 

Mr. Jones was about to make the 
trade, but his tax contro] program 
had taught him to investigate tax- 
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Screen 


and Storm Door 
HARDWARE 


Modern, simple designs < 
Easily installed 4 
Smooth operation ‘ 
Extra-long service life 4 


_ tn home comfort all summer 


Na.@0 SCREEN AND STORM DOOR SET 


PD cpanenene eth Some 


No. 90 Screen and Storm Door Set 





Enjoy healthful fresh air on the 
open porch, safely protected from 
flies and insects, with adequate 
screening. Open, screened windows 
throughout the home also allow for 
the circulation of clean, cool air 
with maximum sanitation safe- 
guards. 

These efficient screen accessories 
are enjoying popular demand at 
this season of the year. Order your 
supply today! 





D Se" Saou en @ 
. 


7 


Pu <aw | 


No. 93 Screen and Storm Door Set 





No. 196 Screen Door Turnbuckle 


MANUFACTURING COMPANY 


STERLING 


" (L1tGts 
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Scale down your costs for greater 
profit. The first step is to get rec- 
ords in shape so that you really 
know what your costs are. What 
about your overhead? 


saving possibilities of even the most 
routine deals. As a result, he did 
not trade in his old truck. 

Instead, he made two separate 
transactions. He sold the old truck 
for $700. Then he bought the new 
one. 

By selling the truck for less than 
its depreciated value, Bill Jones suf- 
fered a book loss of $300. He was 
permitted to deduct that book loss 
from his taxable income. 

However, if he had traded-in the 
truck he would not have been al- 
lowed to claim the loss. For tax 
purposes, neither gain nor loss is 
generally considered to result from 
a trade-in. 

Joe Williams decided to make 
some changes in his store. He hired 
a contractor and asked for an esti- 
mate on the following work: re- 
pairing several bad spots on the 
roof, replacing the coal furnace with 
an oil unit, relocating some steam 
pipes, installing a modern electric 
wiring system, mending broken 
plaster, painting the walls and ceil- 
ings, and remodeling the office. 

The estimate for the entire job 
was $11,000. Mr. Williams believed 
he could deduct it on his tax return 
under the heading of “repairs.” 

He stopped just in time. If he 
had gone ahead as planned, he 
would have lost a $5,000 tax deduc- 
tion. 

Fortunately, he had a tax control 
program. He checked up on the 
facts. This is what he found: 

The Treasury regards as repairs 
any steps necessary to keep prop- 
erty in reasonably good condition 
without adding appreciably to its 
value. In this case, the Treasury 
would consider as repairs: mending 
the bad spots on the roof, relocat- 
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ing the steam pipes, mending the 
broken plaster and painting the 
walls and ceilings. 

The repairs amounted to $5,000. 
All the other changes would be 
classed as improvements. 

Repairs are deductible. Improve- 
ments are depreciable, but not de- 
ductible! In addition, if repairs are 
made along with improvements, a 
separate itemized account of them 
should be kept. Otherwise the re- 
pairs may be considered improve- 
ments, and not deductible. 

Mr. Williams, therefore, had two 
separate contracts drawn up: one 
for repairs, and one for improve- 
ments. Consequently, he was able 
to deduct his $5,000 repair bill. 

When you buy assets (cash reg- 
isters, buildings, fixtures) which do 
not wear out within a year, you 
are allowed to recover the cost by 
deducting each year a portion of 
the cost from your income over 
what is considered to be the useful 
life of the asset. This allocation of 
cost over the estimated like is known 
as depreciation. 

Depreciation is complicated. For 
instance, the first step in figuring 
depreciation is to determine the 
cost of the item. The cost of an as- 
set, oddly enough, may not be what 
you paid for it. It can be more. It 
may be cost, plus installation, 
plus freight, plus improvements, 
plus carrying charges, plus what- 
ever other costs are proper. 

If you should install machinery 
in a building which you do not own, 
you may take depreciation on the 
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Don't back into a financial crisis 

by loading your inventory with 

slow moving stocks. Good ac- 

counting records will help you con- 
trol inventory. 








Here at Black & Decker, we feel that 
the personal selling you do is so im- 
portant to the success of our products 
that we’ve decided to do something 
extra about it this Spring. The mes- 
sage on the opposite page is one of 
those things. 

OUR SPRING PROMO- 
TION BOOK is a- 
nother. Featuring 
the new Portable 
Jig Saw, it has a 
large chunk of space 
devoted to specific 
tested sales points on the most popu- 
lar B&D Utility Tools . . . plus 
additional tips on selling the all- 
important Black & Decker quality 
story and building gift business for 
such occasions as Father’s Day. If 
you haven’t seen a copy, just drop 
me a line and I’ll make sure you do. 


AND TO ADD SPICE to 
the whole program, 
we’re running a < 
“Sales Talk’ Contest & 
that’s duck soup for 
any wide-awake salesman. We’d like 
to get, in your own language, the sales 
approach that has helped you sell 
Black & Decker Utility products. 
And we’re paying real folding money 
for the winning entries. 


OUR NATIONAL ADVERTISING PROGRAM, 
your local advertising 
and your store display 
can arouse a prospect’s 
interest. But it’s the 
personal selling you do 
with him right in your 
store that’s the real pay- 
off point for profits! 








Try to learn your pros- 
pect’s specific needs. 
Find out whether he’s a craftsman 
who must be sold with technical fea- 
tures... or a thumb masher who’s 
more interested in learning about the 
tool’s uses. Throw in some job tips 
of your own. You'll be surprised at 
the way a few extra minutes, a little 
extra thought and some friendly per- 
sonal attention will pay off! 
Meanwhile, if our Spring Promotion 
Book and full details on the “Sales 
Talk’? Contest have missed you... 
dash off a note right now to: BOB 
DAVIS, Dealer Service Dept. H-653, 
THe Buack & DEcKER Mrec. Co., 
Towson 4, Maryland. 


Block heh’ Decker 
PORTABLE 


ELECTRIC 
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Here’s how you can sell more 
Black & Decker UTILITY No. 44 Sanders! 


3 tested methods that have helped 
sell thousands of these new tools: 





Pick your 
customers! 








Homeowners, hobbyists, handymen, 
furniture and cabinet makers, boat 
owners, carpenters, repair shop own- 
ers, and many more—they’re all nat- 
ural prospects for the B&D Utility 
No. 44 Sander! So when they come 
in your store, start selling them this 
new tool. And don’t forget—for the 
professional who needs a heavy-duty 
sander, there’s B&D Utility No. 88. 

No. 44 Sander (shown) only $46.95 


2 Show the Sander’ s uses! No. 88 Sander only $64.50 








a 4 \ — 
a =| / PN % \ > 4 
< Li q Wa /())) } 
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Pia ~~ See - t 
“ —— } 
Refinish bookcases, Remove paint from Level wall and Feather-edge wood Prepare stairs for Speed boat 
furniture, etc. metal railings plasterboard joints or metal surfaces refinishing maintenance jobs 


AND LOTS MORE! 


g Show Sander’s exclusive features! And don’t forget the help you're 
getting from Black & Decker! 





Your customers will read about 
the B&D Utility No. 44 Sander in 
May issues of The Saturday Even- 
ing Post, Better Homes & Gardens, 
Popular Mechanics, Popular 
Science, etc. 


KING-SIZE BOTTOM PLATE MODERNSWITCHHANDLE, AUXILIARY KNOB HANDLE UNIQUE PAPER HOLDER 
extends beyond body of tool close to housing, allows bet- gives choice of 3 positions stays open when attaching ') 
for close-quarter work. ter control withless fatigue. to sand close to obstructions. or detaching paper. 


For Big Spring Sales Order Your ELecTAIc F 
Stock from Your B&D Wholesaler! nteins memnape, 40. 


Dept. H-653, Towson 4, Md. 
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installation over the period of your 
lease — though the machinery it- 
self would be subject to a different 
depreciation. 

The government publishes rates 
of depreciation for new equipment 
(for example, the composite life 
for furniture and fixtures is 15 to 
20 years) but it does not list them 
for second-hand equipment. Your 
CPA can help you determine a rate 
of depreciation for second-hand 
equipment on a basis acceptable to 
the Treasury and fair to you. 

Getting maximum credit for de- 
preciation is dependent on records, 
and on large items, such as trucks, 
keep separate records. 

The proper computation of your 


inventory may save you from pay- 
ing higher taxes than necessary. 
While the subject is too compli- 
cated to discuss here, it is a matter 
which you must investigate thor- 
oughly as part of your tax control 
program. 

The Treasury allows you several 
alternatives in computing your in- 
ventory. Be sure you choose the 
one most to your advantage. The 
right choice can save you hundreds 
of dollars at tax time. 

Good tax control is impossible 
without good records. In fact, 
without records, you take a tax 
risk. The Treasury has court prec- 
edent to “bear down heavily on 
those whose inexactitude (failure 





to prove exact costs) is of their 
own making.” 

A good accounting system will 
help you to keep not only your 
taxes but also your other costs un- 
der closer supervision. If you are 
in doubt about your present record 
system, discuss it with your CPA. 

The government is anxious that 
business be prosperous. Your busi- 
ness will be more prosperous, more 
stable if you pay only your proper 
taxes. 

Try, therefore, to be aware of 
the tax problem 365 days a year. 
That awareness, coupled with 
sound accounting, will help you 
achieve both tax economy and 
greater profits. 


Atmosphere, Merchandise and Service Build Traffic 


painted. The cork surfaces are re- 
painted from time-to-time. 

Good quality gift wares are fea- 
tured, but mostly items sold at $5 
or under. Some $15 and $20 goods 
are shown. Demand for gift items 
is best at $2 and $3. 

Mr. and Mrs. Stevens endeavor 
to stock gift goods not sold at other 
outlets in their immediate trading 
area. The best way to find such 
merchandise, the managers believe, 
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(Continued from page 96) 


is to visit gift shows held in 
California. The wide variety offered 
at these shows enables a dealer to 
find many new items not other- 
wise available to them for several 
months. 

The Stevens’ attend the gift 
shows twice a year, usually spend- 
ing a full week examining the dis- 
plays before placing their orders. 
Most new items are ordered in 
small quantities to see how well 
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House cleaning items 

are displayed to 

create impulse sales. 

One of the country 

store murals lends 
color. 


they will sell. If they prove to be 
good sellers, more _ substantial 
orders are placed for them. 

So-called gourmet items are sold 
in fairly good variety, one wall 
section being reserved for that type 
of merchandise. As far as possible 
the store avoids handling brands 
and types handled by grocery 
stores. Preserves, candies and sea- 
sonings are offered in the gourmet 
section. 

A 52-week toy section is part of 
the housewares department in a 
strong bid for birthday and other 
juvenile gift occasion sales. The 
toy section is expanded at Christ- 
mas time, the 1952 holiday season 
sales requiring purchases in excess 
of $5,900. Remaining stock, after 
Christmas, had a cost value of less 
than $1,000. 

The women’s and children’s ap- 
parel section includes sports wear. 
Although some of the customers 
visiting this section Monday 
through Friday may not make pur- 
chases in other departments they 
often note items their husbands 
will purchase on the following Sat- 
urday. Men visiting the store to 
acquire hardware department lines 
their wives requested will inva- 
riably browse through the depart- 
ment and buy considerable mer- 
chandise on impulse. 

A service which is a good will 
and profit maker for Lakewood 
Country Store is its 24-hour special 
order department. When a customer 
asks for something not usually 
carried in stock the salesman in 
charge of that detail notes the re- 
quest. The next morning the special 
order man visits wholesale houses 
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by most leading manufacturers 
and merchandisers that the POWER PRODUCTS 
Lightweightis the engine for rotary lawn mowers 


/ 


The Lightweight makes your mower easier to start 


... easier to operate . . . easier to service. 


Power Products pioneered the 2-cycle industrial engine 
... perfected it . . . builds engines only . . . is the 
world’s largest producer of lightweight industrial engines. 


Look for the Lightweight on the powered equipment 
you buy . . . mowers, chain saws, bicycles, pumps, 
compressors, generators and similar products. 
































j j 
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POWER PRODUCTS CORPORATION Li E ENGINES 


GRAFTON, WISCONSIN 


ghtweig 
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SPECIAL COMPOSITION 
RUBBER found only on 
CHICAGO's SILENT FLASH 
outwears steel. Bigger wheels 
mcke skating faster. Noise- 
less! Shock absorbing! 


% IF] 
THE MIGHTY CHANNEL ARCH 
CHICAGO's exclusive ‘'Chan- 
nel Arch’ is strong enough to 
support over 200 pounds — 
another proof of CHICAGO's 6 
ruggedness. SILENT FLASH 


chassis is the same as the fa- 
mous FLYING SCOUT shown. 






AMERICA’S MOST SUCCESSFUL 












the 
Silent Flash 


> 








v. \) y anne 
yy 
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x Noiseless! 
Dx Shock Absorbing! 
XF Outlasts Steel! 


No question about it! The SILENT 
FLASH is America’s top performing 
roller skate! Jumbo rubber tires outlast 
steel... absorb shock . . . and skate with 
magic ease and effortless speed. Noiseless 
skating—indoors on rainy days or on side- 
walks. It’s like putting wings on your feet! 


The SILENT FLASH is made only by the 
great name in skates for over 40 years 





CHICAGQ” 


Roller Skate Company 
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4456 West Lake St., Chicago 24, Illinois 














JANUARS 


STORE a The Hot Stove 
Voumn Uisteen, Philosopher 
Says: 
There's nothing like 


a few Slow Biz days 
in January fo make a 
storekeeper wish he 
didn't have so much 
stock — so come on 





WHERE over and help us un- 
VALUE load these exceptional 
EXCEEDS values. 
THE PRICE 






? 












Part of one of the store's ads in- 
cluding its old stove and philoso- 
pher's message. 


in Tacoma to pick up the goods 
not in stock. 

The store’s special order man is 
back in the store before noon. 
Since customers have learned of 
this service there is seldom a day 
when there are not at least eight 
or nine of these requests. 

The special order service is an 
extension of a store-wide policy. 
Every purchase, Mr. Stevens em- 
phasizes, is prompted by a specific 
need of the customer. He says that 
a salesman who takes charge of a 
customer’s hardware store purchase 
problems earns the latter’s grat- 
itude and paves the way for future 
sales. 

Another traffic and good will 
builder is the handling of automo- 
bile license requests. Last Decem- 
ber, the store provided the space 
and a chapter of the Orthopedic 
Guild handled the clerical details, 
the Guild receiving the 25c proc- 
essing fees. 


Traffic Increased 


Lakewood Country Store’s traffic 
was increased by the 4,000 people 
who entered the store to order their 
car licenses. Many of these people 
were first-time visitors to the store 
and some of them had to wait for 
at least 30 minutes to get to 
the license desks. While standing 
around many of them noted mer- 
chandise they later purchased. The 
license service set-up was operated 
for three weeks. 

The Country Store theme is em- 
phasized in newspaper advertising 
and in the firm’s direct mail 
material with a wood-cut style 
illustration of an old fashioned 
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coal burning stove. The same illus- 
tration appears on the company’s 
direct mail pieces. 

Some of these newspaper ads 
include sayings of a hot stove 
philosopher. 

Display ads in Tacoma daily 
newspapers are usually in one- 
quarter to one-half page size. In 
addition smaller ads appear, three 
times weekly, on the editorial page 
of a Tacoma paper. Of institutional 
type they show the old stove and 
one of the philosopher’s comments. 





Retail Merchandising Bookshelf 
—This is an annotated bibliography 
of books and bulletins published in 
the retailing field from 1945 to 
1952. It was compiled by Robert 
H. Cole, assistant professor of mar- 
keting, University of Illinois. Pub- 
lications are listed under various 
classifications, and a brief summary 
of each is given, together with cost 
and where it may be obtained. 20 
pp., free, Business Management 
Service, University of Illinois, Ur- 
bana, Ill. 





Ends Color Television Ban 


NPA on March 26 ended all re- 
strictions on the manufacture of 
color television sets. The agency 
revoked M-90, its color TV set re- 
strictive order. 

The argument over compatible 
and incompatible color TV, how- 
ever, is expected to retard color 
TV set production until such time 
as the industry generally agrees 
on one color system, and has it ap- 
proved by the Federal Communica- 
tions Commission. 





Market Day 


The Waco (Tex.) Chamber of 
Commerce attracts large numbers 
of people to town with its annual 
Market Day sponsored jointly with 
a commission house. The event is 
a contest in which calves are en- 
tered by FFA and 4 H Club mem- 
bers, and prizes awarded as fol- 
lows: most gain, $10; most eco- 
nomical gain, $10; best trio, $10; 
best animal, $20 and a trophy. In 
addition $3 is awarded each prime 
animal, and $2 for each choice 
animal. 
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BURGESS 


No. 500 ASSORTMENT 


For Bigger Profits in 1953! 





A complete flashlight and battery 
department occupying only 3/10 
of a square foot of counter space! 
This Burgess assortment has been 
tested and proved to be the right 
combination for bigger battery 
and flashlight sales! Assortment 
contains 48 No. 2 cells, 12 No. 1 


cells, 6 brand new, all chrome ~ 


No. 452 flashlights to retail at 
only $1.29 and 3 all new, all 
chrome No. 153 Baby flashlights. 


MORE SALES—BIGGER PROFITS 
The No. 500 assortment is ideal 
for small retail outlets... perfect 
for placing in several key traffic 
spots, in bigger retail stores. A 
complete, profitable assortment 
with a smart, self-selling, all metal 
vendor that sets a new standard 
for counter displays—keeps bat- 
teries and lights out front, for easy 
selection, easy purchase and easy 
profit for the retailer. 


Dealers—Contact Your Burgess Distributor Today 


BURGESS BATTERIES 


BURGESS BATTERY COMPANY Freerort, ittinois 
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TAKES TWO TO TANGO: We've 
often told you how co-operative sell- 
ing between two retailers in unrelated 
fields can boost business for both. 
Here’s an example of some ‘team 
work... 

A bank in Englewood, Colorado, 
has a lobby display featuring mer- 
chandise sold by a local retail mer- 
chant. 

No ... the bank isn’t that hard 
up that it has to go into another field 
of business. But the display does in- 
form many bank customers that the 


























bank will lend up to $250 toward the 
purchase of such articles from the 
local store. 

This same type of promotion can 
be adapted by other merchants who 
want to show future customers how 
easy it is to obtain a bank loan for 
various types of improvements. 


* * * 


NICE GESTURE: Customers waiting 
to have prescriptions filled at a drug 
store in Pennsylvania are treated with 
free coffee, tea or soft drinks while 
biding their time. The druggist hands 
them a courtesy slip for presentation 
at the fountain. This generous deed 
usually prompts patrons to think of 
“something else” they need. 

Chances are you don’t have a soda 
fountain in your store. BUT .. . 
should any of your customers find 
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These ideas have proved profitable to retailers in other fields, 
and with a little ingenuity they can be adapted and put to 
work for you too. 
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it necessary to wait for service (and 
possibly become irritated as a result) 
why couldn’t you present them with 
a similar “prescription” form .. . 


(Mw WAITING FOR 
MY REDUCING PILLS 





good for a free “cooling” refreshment 
at the drug store soda fountain down 
the street. The appreciative druggist 
would refer business to your store, 


too. 
* * * 


KEEP ’EM GUESSING: People like 
guessing contests. Aggressive retailers 
can take advantage of this weakness 
to build store-traffic. 

This “guessing game” used by sev- 
eral merchants in Grand Forks 
(N. D.) can easily be adapted any- 
time of the year. These retailers of- 


fer substantial prizes (electrical ap- 
pliances donated by the local power 
company) to persons who can guess 
the closest to the total number of 
points scored by all teams during a 
forthcoming track meet. 





The idea can also be applied to 
total points scored during the season 
by any athletic team . . . football, 
basketball, baseball, etc. . . . thus as- 
suring months of store traffic. How- 
ever, the prizes should be worthwhile 
to insure best results. 


SURPRISE 
PACKAGES 


A men’s store 
in Redlands, 
California, sends 
postcards to rela- 
tives of Red- 
land’s men four 
days in advance 
of their birthdays 
. . . reminding them of gifts and ser- 
vices available at the store. The store 
also runs a daily announcement list- 
ing the names of local men celebrat- 
ing birthdays. Both ideas have built 
for the store a solid reputation. 

(How does the store get the names 
and dates? What would you do if 
you lived in Redlands and had a 
birthday coming up?) 











TWO-BITS WORTH OF ADVICE: 


Moving to a new building . . . or 
putting an addition on your present 
location? Then announce the open- 
ing of your new quarters by handing 
out new quarters to everyone (well, 
almost everyone) you see. Those 
shiny coins are a bright way of at- 
tracting attention . . . and attracting 
new customers. 





\ 
*s 


= 
eee 








HARDWARE AGE, APRIL 16, 1953 








HARDWARI 


ectrical ap- 
ocal power 
) can guess 
number of 
s during a 





applied to 
the season 
. football, 
. . thus as- 
iffic. How- 


worthwhile 





ts and ser- 
The store 
ement list- 
n celebrat- 
have built 
ion. 

the names 
you do if 
nd had a 





16, 1953 






ue Gardens ee* “i 
and ages) in A adets 
half P These re and blue 


ou- re ‘ 
for eet “ nD splay it tO 
age: 






HARDWARE AGE, APRIL 16, 1953 127 

















We believe that Acrabore Auger Bits, because they are precision 
machined throughout, are the best auger bits you can buy. 


! Lonabo, 
é INCORPORATED 
> 


WEBSTER, MASS. 


Manufacturers of Acrabore. The Precision Machine Made Auger Bit. 


Sales Agents: 


JOHN H. GRAHAM & CO. Inc., 105 Duane Street, New York.8, N. Y. 
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Increased Our Sales 
150% 


(Continued from page 86) 


trays. Other merchandise good for 
promotional selling are: golf balls, 
tennis balls, laundry baskets, clothes 
dryers, fishing rods, bench vises, 
garden hose hangers, clothes pins, 
spice racks, carving boards and 
laundry carts. 

People will buy these and dozens 
of other items during a promotion 
because of the “I wish I had one” 
idea. Seasons must be considered 
for promoting these items. 

Top quality items are advertised 
by our store. We give good values 
on first class merchandise in our 
promotional sales. There are two 
good reasons for this. First, our 
customers expect to get better qual- 
ity merchandise at a hardware 
store. Second, if an advertised 
item does not sell out during a 
promotion, it continues to sell as an 
everyday stock item. 


Pulls More Traffic 


I do not worry if some chain drug 
store, five-and-ten, or super market 
is selling a 10-ft. rule for less than 
my advertised price. The very fact 
that I offer a good quality rule at 
a special price during a promotion 
gives my ad its pulling power and 
brings the desired results — more 
traffic and new customers. 

If I did not use quality items for 
special promotions I would lower 
the prestige of my store, and I 
would soon find myself with a col- 
lection of “cats and dogs.” Cus- 
tomers would soon lose confidence 
in our store. 

Experience has taught us how to 
get results from newspaper ads in 
our community. We use 45 in. or 
more of advertising space for a 
major ad. Illustrations are very im- 
portant, even on such a simple item 
as spring clothes pins. 

When we illustrate a spring 
clothes pin in a promotional ad we 
sell three or four times as many 
of them as when we use a liner or 
even a box. A catalog illustration 
can be used by the newspaper to 
make a cut, at relatively low cost. 

We use simple descriptive mate- 
rial in our ads. The trade name is 
included, and we tell the customer 
the use he can get from that mer- 
chandise. 

A chain store advertising a tool, 
strictly on a price basis, can show 
the item and its low price and let 
it go at that. If we feature top 
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quality tools we tell about their 
size, quality and usefulness to the 
customer. 

The hardware merchant must 
make certain that his advertising 
clearly identifies his own store. 

When we bought the Hermosa 
Beach store it was known as South 
Bay Hardware. It was soon evident 
that we were not getting. the full 
benefit of our advertising as there 
were many related businesses in 
our trading area with South Bay 
as a part of their name. We began 
to call our store Rea’s South Bay 
Hardware. 

At first we kept the Rea portion 
of the name small. Gradually we 
increased the size of Rea’s and re- 
duced the size of South Bay. After 
giving customers a year to get ac- 
customed to the name Rea’s, we 
dropped South Bay from our name. 

Our ads now pull better. When 
customers see our ads they immedi- 
ately identify them with our store 
and know that the messages are 
ours. 


Schedules Important 


Material for our ads and their 
scheduling are two of the most im- 
portant factors in our campaigns. 

First, I gathered many mats, 
catalogs, photos and drawings by 
writing to manufacturers. These 
mats and other illustrative material 
plus illustrations available from-the 
newspaper are used in our adver- 
tising. 

Our advertising program is 
planned for three months at a time. 
This helps balance advertising and 
avoids making each ad a crisis or 
rush job. 

Here is one of our actual rough 
schedules from a previous year: 

Feb. 12—Descoware 

Feb. 19—Plumbing supplies 

Feb. 26—Stanley tools 

March 5—Wearever 

March 12—Electric supplies 

March 19—Garden tools 

March 26—Paint 

April 2—Curtain accessories 

April 9—Power tools 

April 16—Insecticides, garden 

tools 

April 26—National Hardware 

Week 

Our schedules are not rigid; they 
can be adapted to needed changes. 
Some of the items or departments 
may get repeat attention — with 
treatment in a different manner. 

Our experience shows that ad- 
vertising pays well for a hardware 
store in almost any community. 
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THE LUFKIN RULE CO., 


for customers who need 
EXTRA DURABLE EXTENSION RULES 






= ——— YN" iA , 
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FOR INSIDE OR REGULAR 7, 
MEASUREMENTS 


The X-46 is mantinas every way to give your customers t#€ most on-the-job 
durability. Straight-grainedpardwood sections are 50%ffiicker than standard. 
Extra-strong brass joints are ?rtplecdacking aadd®uble-attached to maintain 
accuracy. Markings and graduations are embedded right into the wood. Bold 
easy-to-read figures. Durable boxwood finish is further protected by tough, clear 
plastic coating. End caps are flush inset and graduated. Brass extension has 
black-filled figures and graduations for easy reading. These same superior con- 
struction features are found in the lower-priced X-56, except this is a regular 
weight rule, with only the first section being extra-heavy. Nation-wide advertising 
is telling purchasers of these rules about their superior features—and directing 
them to your store. 





area. Sales Gutlder 


Buy only a fast-moving assortment of two O 
dozen ruies and receive modern merchan- 

dising unit free. Place on counter, in 
window, or hang on wall. Order from your 
jobber today. 


i J fe By _ t 
SELL UFKIN &,.. + RULES + PRECISION TOOLS 
ORDER FROM YOUR HARDWARE JOBBER 


SAGINAW, MICHIGAN 
132-138 Lafayette St., New York City * Barrie, Ontario 
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a. 
l PAINTS 
P, : 


PITTSBURGH PLATE GL 


GLASS 





More Paint... 


with Pitksburght Business Building 


CHEMICAL 


) 


Contains 151 Matching 
Colors of WALLHIDE 
Rubberized Satin Fin- 
ish and New SATINHIDE 


Colors shown in Pitts- 
burgh’s new MASTER 
COLOR GUIDE 
range from delicate 
pastels to rich, dra- 
matic tones—provid- 
ing the basis for many 
thousands of attractive 
and distinctive color 
arrangements. 


BRUSHES 


FIBER GLASS 
S$\S:\ COMPANY 
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HARDWARE 


...| Make More Money! 


MASTER COLOR GUIDE 


A simple and accurate 
system of color selection 
your customers can understand and use 















@ Here's BIG NEWS...IMPORTANT NEWS! Pittsburgh has 
developed a new MASTER COLOR GUIDE. Dealers who 
have seen and used it acclaim it the most comprehensive and 
easiest-to-use manual of its kind. It brings more prospective 
buyers to their stores—makes more sales—increases profits. 
@ This MASTER COLOR GUIDE contains several complete 
sets of large chips of all the 150 colors and white in which 
WALLHIDE Rubberized Satin Finish and its new trim-mate, 
SATINHIDE Enamel, are available. 

@ One section of this handy book groups these hues by 
color families, with practical suggestions for several basic 
patterns of color harmonies that include carpet, drapery and 
other furnishings as well as walls and woodwork. Another 
section has several sets of large color chips that can be 
arranged for easy inspection. An accompanying COLOR 
CHIP BOOK contains perforated samples that can easily 
be removed and given to customers for further consideration. 
@ You can purchase both the MASTER COLOR GUIDE 
and COLOR CHIP BOOK at nominal cost. Pittsburgh also 
supplies FREE to its dealers a giant-size wall hanger on 
which all of these colors are displayed. ; 

@ This new color service is featured this spring in all 
national advertising of WALLHIDE Rubberized Satin Finish. 
Prospects will be directed to Pittsburgh Paint dealers’ 
stores to use this MASTER COLOR GUIDE. If you are 
interested in the additional sales and profits this campaign 
will bring to your store, send the coupon below. 
















Handy Take-Home Color Samples 
@ The new COLOR CHIP BOOK con- 
tains samples for prospective customers. 
Also included in this book is a table which 
gives proper proportions for achieving 
desired shades in either rubberized W ALL- 
HIDE or new SATINHIDE Enamel. 











3 
Beautiful Booklet of .~ Wag” 
COLOR DYNAMICS . 47a 
Suggestions > in 


@ Also available for ei |S 
distribution by 4 = 
dealers is a com- ; he Ad 7 
pletely new booklet 

which explains how 

to use COLOR DYNAMICS in the 
home. The 1953 edition is bigger, 
more compfehensive and attractive 
than ever. Used as a mailing piece or 
on your sales counter, it can produce 
many additional sales. , 








MAIL THIS COUPON TroDAY! 


emma mm 
Pittsburgh Plate Giass Company 
Paint Division, Dept. HA-43, Pittsburgh 22, Pa. 


I am interested in more complete details of your new MASTER COLOR GUIDE 
and COLOR CHIP BOOK. 


Name 





Address 


! 
| 
Teddy's Dosetuting Trends! = ! 
; ; City County State 
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Toys and Hobby Goods st MORE 


Bring Traffic 


Toys, hobby items and minor repair services 
build much traffic for city store. Many 
impulse sales made to both adults 

and students from nearby school 


Selling toys and hobby items— 
52 weeks of the year—and atten- 
tion to the needs of customers 
wanting odd repair and service jobs 
would seem to have little in com- 
mon. But there is a definite tie-in 
between the two at Tower Hard- 
ware, at 2707 W. Wells St. in Mil- 
waukee. 
Philip Ditchen, who owns the 
store, finds that both ideas are ex- 
cellent good will and store traffic 
builders. 
Many youngsters visit the store’s 
toy and hobby section at least once 
a week—others as often as 75 times S 
a year. On some occasions young- One of the show windows is devoted at all times to toys and hobby 
sters bring one of their parents items. This and the firm's other display window has wallpapered 
with them to meet Mr. and Mrs. background panels, hinged for easy removal or placement of 
(Continued on page 136) merchandise. 
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M-1211 $9.95" 
It’s amazing what New Moe Lights ‘‘do” (with toonp) 


for you and your home. There’s a wealth of = 

decorator-designed styles to choose from— = 

at the Moe Light Home Lighting Center in ‘ 

the Hardware, Electrical gr Building Sup- t . 

ply Dealer in your town. Visit there oh, > PS 

tomorrow .. . find out how much you can do ~ ~ Sas 


—for so little, so EASILY INSTALLED. 














wces 
any ‘we a par Oo 
rapes and I ye wher 
lults vith MOE I H portunit) 
hool rfurr g fuddy-dudd 
MOE | I ve 
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| Moe Light, Inc | 
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MOE LIGHT, INC. FORT ATKINSON, WISCONSIN 
World's Largest Manufacturer of Residential Lighting 
Patiatles tn Part Aitltnian. Otlaen: t Ange 195 


Turn This Page << S 


your MOE LIGHT REWARD — 


i -over. 
Bonus fixture at no extra cost! Fast yecoagn ov 
NEW Contemporary fixtures for your MOE Lig 
Home Lighting Center! 
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‘“‘FREDDIE the FILCHER’’ 


Stop this man — he’s killing your fixture profits. 







He is strangling fixture sales by draining Moe 






Light Displays of their life’s blood — the fixtures 






people want to see before they buy. 









sur] 

S Ma 

or Prompt Action} * 

hor 

Moe Light has immediate relief for victims of this vampire —t owe 

. scourge to sales. We call it our “blood bank” special ...a transfusi use 
Here’s How to get your BONUS for anemic display boards — a shot in the arm for fixture profits! h Get 
new all-chrome instant start just $59.95 you get 10 popular Moe Light Contemporary Fixtures ( Stoc 


pictured in Post full colored ad) to “dress up” and refurnish your 

Light Home Lighting Center. We picked today’s best contempo 
sellers — the last word in beauty and styling, and wrapped them: 
in this No. *M-5075 bargain package to reward you for immedi 
action through your distributor. 

*M-5075 consists of 2—M-1063, ea. $5.95; 2—M-1067, ea. $9.95; 1—M-10 
$12.95; 2—M-1073, ea. $9.95; 2—M-1075, ea. $7.95; 1—M-1078, $12.95. 


Retail prices shown. Prices slightly higher Denver and west. 


Remember — THE MOE YOU SHOW — THE MOE YOU SE 


Circline Fixture! 


When these attractive new Contemporary fixtures 
are installed on your Moe Light Display, fill out 
your Bonus Reward card; have it countersigned by 
your Distributor Salesman and mail it to Moe 
Light. Moe Light will send you an M-1231 all chrome 
instant start circline fixture that retails at $10.95. 
Right now, with the major home-building season 
just ahead, it will pay you well to restore full 
effectiveness to your Moe Light Display — 
even install a new one (if you are not already 
equipped*), to make sure you get the most sales 
from Moe Light’s sensational Spring campaign in 
the Saturday Evening Post. 





M-5070 Animated 


Ceiling Merchandiser 
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* If you are not now a 
Moe Light dealer, write 
for full color brochure No. 
180 featuring assorted 









FOR ALL TO SEE — Your prospects see Moe Light Fixtures in full-c 
national advertising. Let them see these same ‘fixtures — displayed to 
— in a prominent place in your store. You can build bigger business, 
save money, too, if you act without delay. 





Moe Light merchandising 

display deals to Moe 7 
Light, Inc., Fort Atkin- - 

son, Wisconsin. 
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@ From every corner of the country, reports of remarkable sales and 
surprising profits are pouring in on this sensational new pan! 


Made of the same light, strong, shining metal that is used in MIRRO- 
MATIC Pressure Pans, it has proved itself warp-proof under normal 
home use. Experimental models have now been in constant use, on 
every kind of kitchen range, for more than six years... and satisfied 


tion 


vampire — th cepa ‘ N 
me aa users are multiplying daily! arp proof 
ure profits! h Get behind this smartly-styled, practical new MIRRO fry pan line. 


ary Fixtures | 
urnish your 
st contempo' 


Stock it, display it, sell it, for more profit and more customer good will! 



















rapped them 

1 for immedi 

net) No. A970M WARP-PROOF FRY PAN DEAL! 
Strong, good-looking rubber-covered wire display rack dis- 

E YOU SE plays one each of all four sizes, flags traffic, helps you profit / 
Quantity Number Po Name Retail East Retail West 
lonly 799M _ Display Stand FREE FREE 
4only 737M 7” FryPans $ 1.75 ea. $ 1.95 ea. 

—o 3 only 739M 9 Fry Pans 2.75 ea. 3.00 ea. 
3 only 740M _ 10” Fry Pans 3.45 ea. 3.80 ea. 

shandiser Zonly 741M_ 11” Fry Pans 3.95 ea. 4.35 ea 

TOTAL RETAIL VALUE $33.50 $36.90 
Above numbers are also available in open stock at same prices. 








ures in full-cé 
displayed to 
jer business, 


ALUMINUM GOODS MANUFACTURING COMPANY ° MANITOWOC, WISCONSIN 


FIFTH AVENUE BLDG., NEW YORK 10 MERCHANDISE MART, CHICAGO 54 


WORLD'S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 
ISCONS! 
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Neat hobby supplies and toy display with indirect fluorescent lighted 
show cases. The proprietor built the unit to the right in his own shop. 


Ditchen with resultant saies of 
many items the adults had not in- 
tended to even examine. 

Some of these youngsters will 
make purchases of as little as 10¢, 
but many will spend several dollars 
at a time. Says Mr. Ditchen, “Some 
dealers may think that this is pea- 
nut business, but we have boy cus- 
tomers who will buy as much as 
$25.00 worth of hobby or toy items 
in a year.” 

Located but two blocks from a 
large elementary school the Tower 
store is constantly visited by many 
pupils who want to look at new 
hobby items or toys. Large stocks 
of model planes, cement, glue, sand- 
paper, modeling clay, miniature 
tool kits and plane parts and acces- 
sories are always on display in the 
store and in one of the show win- 
dows. A 20-ft. wall space is devoted 
to hobby items and toys. Two full 
tables are also given over to these 
lines. 

Mr. Ditchen pays an occasional 
visit to the school to find out from 
the teachers what types of supplies 
the youngsters will want for a va- 
riety of school projects. On one 
such visit he learned that some 
classes were doing a great deal of 
bead work. He put in a line of 
beads and related supplies and has 
been doing a steady business in this 
section since that time. 

Hobby lines move well about 10 
months of the year, slow months 
being July and August when chil- 
dren are more interested in outdoor 
activities. But from September 
through June hobby item demand 
is good. The store has featured 
such goods for more than nine 
years with an increasing volume 
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having been noted each year. 

Stock is not very large in hobby 
items because distributors in the 
city can supply Mr. Ditchen with 
replacements on short notice. Ac- 
tually the average value of hobby 
item stock in the store is about 
$400. 

Boys and girls with hobby in- 
terests will carry some of them for 
several years. He has some juvenile 
customers who have been buying 
hobby goods regularly for more 
than five years. 

Youngsters seeking hobby items 
note toys and tell their parents 
about them. These reports bring 
parents in to buy those items for 


birthdays and other gift occasions, 

Says Mr. Ditchen as to the tie-in 
between toys and hobby goods, 
“Every parent who buys a toy is a 
potential hobby material customer. 
And toys account for a sizeable 
volume during the two summer 
months when hobby sales are low.” 

The firm’s service shop has long 
made numerous repairs for its cus- 
tomers. Mr. Ditchen observes, “If 
you satisfy a service customer on 
one job, he will come back with 
other things to fix. Most service 
customers will buy—on impulse— 
things they did not think of when 
they came into our store. Some of 
them will make purchases when 
they bring in an item for repair 
and when they pick up the repaired 
household equipment.” 

In his service department Mr. 
Ditchen has complete radio repair 
equipment. He also has a lathe and 
woodworking machinery used to 
make display units for the store. 

The service department has also 
derived considerable income from 
making table lamps for customers. j 
A woman brought in a cider jug OLY 3 
one day and asked if Mr. Ditchen Ly 
could make a table lamp out of it 
for her. He made a lamp for the 
customer, who told many friends 
about it. Since that time he has \ 
fashioned lamps from vases, bottles } 
and jugs for people from all parts 


of the city. oot 
Se 
4 


Broken china is mended, solder- 
ing jobs are handled and the store ’ 
grinds, sharpens and files cutlery i% m:? 


and tools. 






















eect 
















A 52-Week Toy Department 


(Continued from page 87) 


will emphasize juvenile versions of 
items adults are buying. The same 


Jerry Olsen, assistant manager of the downstairs store, arranging 
stock in one of the new display units. 














idea will be followed, where prac- 
tical, in window displays. 
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NEW 2-PIECE |) 
STREAMLINED \iigy 2:28.) / 
CONSTRUCTION — | 


WATERTIGHT 
RUBBER LIP-SEAL 


WATERTIGHT 
RUST PROOF 
LINER 


6 BRAND NEW MODELS 
TO CHOOSE FROM 


ICE PICK 
AND OPENER 


MORE STREAMLINED €: . 
THAN EVER! es 
~ an 
— aia 
Fie STURDY, PLATED 
HARDWARE 





DON'T MISS THE COMPLETE PROFIT LINE OF LITTLE BROWN JUGS 
& CHESTS... DISTRIBUTED THROUGH HARDWARE JOBBERS EVERYWHERE 


HEMP & CO. INC. MACOMB - ILLINOIS 





A new 


SPRING HINGE 
adjustable fonaion 


for the 


Votoume Market 
profit 


FULL 
SURFACE 


HALF 
SURFACE 





Shelby offers you a new size, 22” x 
2%", quality spring hinge for screen 
and light doors—competitively priced 
for the volume market to builders 
and home owners. That assures good 
profits for you! 


Adjusting spring tension is easy— 
just change the pin from one hole to 
another. They're simple to install— 
and permit full opening of doors. 


Ask your jobber for them. 


THE SHELBY SPRING HINGE CO. 
SHELBY, OHIO 








M. S. Klingensmith, 
department man- 
| ager, and Mrs. Syl- 
via Anderson look 
at newly arrived 
stuffed toys. 


During the Christmas season the 
toy department had floor space 
60x130 ft in the basement. Early 
this year space was reduced to 
35x50, its size to vary with seasonal 
needs. 

Several new four-level display 
units were constructed for the de- 
partment right after Christmas, 
each being of a different color 
scheme. Each level of each unit is 
covered with red linoleum, the bal- 
ance of the table being a light 
green, yellow or grey. 

Excepting for dolls and stuffed 
toys, open display is the rule in 
this department. Low molding on 
most levels of the shelving is em- 
ployed to prevent knocking dis- 
played items off the shelves. 

Particular attention is being 
given to grouping toys by types. 

A good variety of toys is fea- 
tured. Prices in the department 
range from a few pick-up items at 
39¢ to a few numbers of larger toys 
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Ed. Piiola, one of 
the department's 
salesmen, shows 
some high priced 
stuffed toys to a 
customer. Note 
canopied displays 
around structural 
columns. Each can- 
opy has concealed 
fluorescent lighting. 








priced as high as $50. Wheeled 
toys are offered up to $20 per unit, 
with demand heavy for them. 
Electric train sets priced as high 
as $89.50 are regularly sold from 
the department’s long-featured elec- 
tric train corner in the basement. 
Prior to the firm’s institution of its 
full-year toy section, electric trains 
were always on display in their own 
permanent section. It is not un- 
usual for the company to ship elec- 
tric train sets and accessories to 
distant cities for its customers. 
Another good traffic puller and 
impulse sales builder in the toy de- 
partment is the section given over 
to children’s books at 98¢ and up. 

« To promote fast service, pre- 
wrapped toys will be featured in 
mass displays from time to time. 

Orders in the toy department at 
$1 or more are delivered anywhere 
within the firm’s normal delivery 
area, a service much appreciated 
by many shoppers. 
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‘Helping Hand 
To Farmers 


The Waco (Tex.) Chamber of 
Commerce sponsors numerous ac- 
tivities to help improve agriculture 
in the state. Last year the agricul- 
tural committee sponsored a Cotton 
Production Contest with $1,425 in 
awards. 

The Chamber also held the first 
irrigation clinic in this area, in co- 
operation with the state extension 
service. The clinic was planned to 
answer many questions which Tex- 
ans are asking about irrigation. 

In conjunction with the Waco 
Farm and Ranch Club the chamber 
also sponsored the third annual 
farm rental agreement clinic. Vari- 
ous types of agreements between 
landlords and tenants were ex- 
plored, one speaker stressing what 
he thought landlords and tenants 
mean when they talk about an im- 
proved pasture. 

A Dairy Day included a show in 
which animals were classified. There 
was a junior dairy judging contest 
and other events of interest to 
young and older farmers. This 
event gave local farmers and busi- 
nessmen a good cross section view 
of one of the state’s most important 
activities. 

The Chamber’s agricultural com- 
mittee also sponsors an Economy 
Beef Program aimed at teaching 
the youth of the area to raise beef 
cattle as cheaply as possible and 
sell them at market prices. This 
program enables all participants to 
receive some cash awards in line 
with the quality of animals they 
raise. P 


Soil Conservation 
Draws Crowds 


When the Sioux City (Iowa) 
Chamber of Commerce staged its 
first soil conservation contest six 
years ago, it received 576 entries. 
Last year the number of entries 
grew to 2,258, showing the tre- 
mendous increase in interest and 
participation in soil conservation 
programs. 

Newspapers throughout the area 
devote many columns of pictures 
and editorials to publicizing this 
important work. Merchants exhibit 
pictures of soil conservation work. 
All of this publicity stimulates in- 
dividual farmer-interest in the 
project, which adds up to more farm 
equipment sales. 
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1 PINT...REFILLABLE... EFFECTIVE... SAFE 


Dealers all over the country 
are reporting exceptional home 
owner interest in this brand- 
new, entirely different Pyrene* 
Fire Extinguisher. Some have 
sold as many as 30 to 40 in 
amazingly short lengths of time. 
Why is this Pyrene getting such 
acceptance? It has push-button 
action. It’s beautifully stream- 
lined. It’s easily refilled. And it 
carries a price tag of on/y $7.95 
(your profit is $3.15). Never 


*T.M. Reg. U.S. Pat. Off. 


before has the public been 
offered such a low-priced qual- 
ity extinguisher. We urge you 
to order from your jobber right 
away. You'll geteverything you 
need to make sales—eye-catch- 
ing, smal! space displays; 
colorful, compelling streamers ; 
informative circulars; plus the 
advantage of the thousands of 
lines of publicity this Pyrene 
is getting in leading magazines 
and newspapers. 
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GARDEN HOSE YOU CAN SELL! 


Koroseal 


Over 23 million advertising messages through 
consumer inagazines plus network TV on stations 
reaching over half the country’s population! 


HE advertising campaign behind Koroseal gar- 

den hose 4s the biggest ever put behind garden hose. 
Full-color ads in the POST, LIFE, BETTER HOMES 
& GARDENS are the reason people know Koroseal 
hose by name—the reason your customers buy it 
on sight. 


Network TV helps you sell too 


The first garden hose ever to be promoted on national 
television—Koroseal hose is now on big-time TV— 
on the B. F. Goodrich show! This network program 
reaches over half the population of the United States 
via 40 or more CBS stations from coast to coast. 


Koroseal hose sells itself! 


A new feature makes Koroseal garden hose easiest 
to display. Every coil has an easel back. As the picture 
shows, this feature makes every coil a self-displaying 
package for every use—you can display Koroseal on 
counters; on the floor, on tables, in your window— 
or in all of these places without ordering special or 
extra displays. 


Guaranteed 10 years—and 1/3 lighter 


Koroseal hose is guaranteed to last 10 years. This is a 
guarantee by B, F. Goodrich—explained by a tag on 
every coil. And Koroseal is a third lighter than light 
rubber hose—weighs only half as much as some hose. 
It’s cleaner to handle—has a high polish; dirt can’t 
cling. And it comes in brilliant fire engine red and 
bright green—colors which will not rub off on hands 
or clothing. No need to drain Koroseal or lug it in- 
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doors. You can safely tell your customers they may 
leave Koroseal out the year round. They can’t hurt 
Koroseal even if they run the car over it or drag it 
around trees or over concrete. 


75-foot lengths 


Many of your customers would like 75-foot lengths 
—25 feet extra to reach the corners of their yards. A 
75-foot length costs them 11% less than separate 50- 
foot and 25-foot pieces. You make an extra sale. 


Order now for next season 


Assure yourself of easy sales and profits. Koroseal 
hose sells at $9.80 for 50-foot lengths, 75 feet at 
$13.85. It’s nationally advertised at this price. You 
make more when you sell Koroseal hose; more sales, 
more satisfied customers. Just display it and see! The 
B. F. Goodrich Company, Industrial & General Products 
Division, Akron, Ohio. 


Trade Mark—Reg. U. S. Pat. O8. 





GARDEN HOSE 


B.E Goodrich 

















now af ifs peak / 


Strong displays now will help 

bring you your greatest profit 

on Vigoro and the Vigoro Gar- 
dening Products 


Get your full share of the waiting 
sales by featuring Vigoro and its 5 
companion products now in your 
window and garden department. 
Demand for Vigoro will be at its 
peak for the next few weeks... 
backed by one of the most powerful 
and unique campaigns in Vigoro 
history! 


New 
Instant 


VIGORO 


For liquid feeding ... 
Vigoro in highly con- 
centrated water sol- 
uble form. Ideal for 
leaf feeding or soil 
application. 






A paoouc? OF SWIFT 












SCHOSSSSSSSSSSHOSSHSSSSSSSSSSSSSSSOESESESE 


THERE ARE NOW 6 VIGORO 
GARDENING PRODUCTS— 

6 WAYS TO PROFIT ON 
AMERICA’S BEST-KNOWN 
GARDENING LINE 










=" 


Endo Weed 


= 


tndoWeed 


AB GRASS KILLEA 





*Vigoro is the trade-mark for Swift & Company's 
complete balanced plant food. 
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Marks 50th Anniversary With 4 Big Events 


(Continued from page 97) 





Store's tie-in with TV advertised products. 


| arranged to tie in with the 50th 


anniversary theme. Close to the 
center-of-the-store wrapping table 
is arranged a display of products 
given TV showings, each item being 
part of the store’s regular stocks. 
This display is plainly marked to 
indicate that the merchandise is ‘“‘as 
advertised on TV.” A white display 
rack with dividers shows a section 
of electric clocks. 

Another specially constructed dis- 
play to be used during the Anniver- 
sary year and’probably long after 
is a home workshop unit, partially 
made of peb-board. It has a sign 


Fi 5s 


reading, ‘Pointers in planning your 
home workshop.” This unit calls at- 
tention to the large power tool dis- 
play featured in the store, and ix 
which many units are always con- 
nected for immediate and complete 
demonstration. 

The Neis Co., all of whose em- 
ployees are on a profit-sharing plan, 
also conducts a large plumbing and 
heating division, employing as many 
as 75 men in busiest seasons. Traf- 
fic moves freely between the hard- 
ware and plumbing divisions. 

Copies of the firm’s newspaper 
advertising are kept at the cash 





Eye-catcher home workshop window display. 
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register tables at all times. At least 
one copy is always fastened to each 
cash register as a constant reminder 
to the employee to sell the adver- 
tised goods, and to make an effort 
to interest customers in buying re- 
lated goods. 

At the cash register it is the 
firm’s custom to post notices of 
check forgers or passers operating 
in the area. 


As I See It 


(Continued from page 92) 
dreds of dealers who will be willing 
to pay their salesmen, and evaluate 
him as an employee, just the same 
as if he was being carried on their 
own payroll. 

This, I believe, gives us sufficient 
background to get into the theo- 
retical plan that I want to present 
to you today: What can a whole- 
saler, such as I represent, do to pro- 
vide the most efficient method of 
distribution in the hardware field? 

In other words, why can’t a 
wholesaler, such as I represent, 
make available the method of buy- 
ing that the dealer wants, not 
necessarily the method that we have 
been using for 98 years. 

Let’s recognize that there are 
dealers who would like, and can suc- 
cessfully operate under, a method 
different from the one we have 
made available. . 

Here’s how it can be done—suc- 
cessfully! 

First, let the dealer decide 
whether he wants a salesman or no 
salesman. If he chooses the latter, 
then set up a compensation method 
which will pay the dealer for doing 
this work. Of course, certain items 
would be excluded from compensa- 
tion, such as Fair Traded and 
maintained price items. 

Next, I think the independent 
wholesaler should study the meth- 
ods used by chains, department 
stores, etc., in moving merchandise 
from the manufacturers’ plant to 
their retail outlets. 

There is the conventional method 
used by practically all wholesalers 
—bringing merchandise into a 
warehouse and storing it for an 
average of about three months, 
then shipping it out to dealers in 
the required quantities. 

This is a proven and good method 
of distribution as it provides a 
stock of wanted merchandise for 
immediate delivery in small quan- 
tities, enabling the dealer to have 
the merchandise when wanted by 
Mr. or Mrs. Consumer, and permits 
him to obtain a better turnover on 


HARDWARE AGE, APRIL 16, 1953 











JUDSEN Knee pads 





for every doum-on-the-hnees jot! 


mires LEADING Jopprrs 


can supply you from STOCK 


Amarillo Hardware Company—Amarillo, Texas 
American Hardware Supply Co.—Pittsburgh, Pa. 
Baird Hardware Company—Gainesville, Fla. 
Baker & Hamilton—San Francisco, Cal. 


Bay Cities Wholesale Hardware Co. —San Francisco, Calif. 


Beckley Hardware & Supply Co.— Beckley, W. Va. 
Belknap Hdwe & Mfg. Co.—Louisville, Ky. 

Ben Williamson & Company, Inc.—Ashland, Ky. 
Benson, L. A. Co.—Baltimore, Md. 

Billings Hardware Co.—Billings, Mont. 
Bluefield Hardware Co.—Bluefield, W. Va. 
Bluefield Supply Co.—Bluefield, W. Va. 
Bostwick-Braun Company — Toledo, Ohie 

Boyer -Campbell Company— Detroit, Mich. 
Bruce-Rogers Company—Fort Smith, Ark. 
Buchanan- Williamson Supply Co.— Grundy, Va. 
Budrow & Company—Los Angeles, Cal. 


Buhrman-Pharr Hardware Company — Texarkana, Ark.-Tex. 


Buyrn, Old & Eaton, inc.—Norfolk, Va. 

California Hardware Co.—Los Angeles, Cal. 

Carlisle Hardware Co.—Springfield, Mass. 

Central Wholesale Co.—Boise, Idaho 

Charleston Hardware Co.—Charleston, W. Va. 

Clark Hardware Company—Nashville, Tenn. 

Danser Hardware & Supply Company— Weston, W. Va. 
Dawson, G. R. & Son—Chester, S. Carolina 
Drumheller Company— Walla Walla, Wash. 

Dunham, Carrigan & Hayden Co.—San Francisco, Cal. 
Emmons-Hawkins Hdwe Co.—Huntington, W. Va. 
Erb Hardware Co.—Lewiston, Idaho 

Ernst Hardware Co.—Seattle, Wash. 

Famport Hardware Co.—New York, N. Y. 
Farwell-Ozmun-Kirk & Co.—St. Paul, Minn. 
Foster-Thornburg Hardware Co.—Huntington, W. Va. 
Fox Brothers Hardware Co.—Pine Bluff, Ark. 

Fries, Beall & Sharp Co.—Washington, D.C. 

General Hardware & Supply—Philipsburg, Pa. 
Goshern Hardware Company—Charleston, W. Va. 
Hall & Company—Spartanburg, $. Carolina 
Hardsocg, Martin The, Company—Pittsburgh, Pa. 
Hardware Distributing Company— Seattle, Washington 
Hibbard, Spencer, Bartlett & Co.—Chicago, Illinois 
Holmes Hardware Company—Pueblo, Colorado 
House-Hasson Hardware Co.—Knoxville, Tenn. 
Hulfish, Worth & Sons—Alexandria, Va. 

Hunt & Mottet Co.—Tacoma, Washington 

Janney -Semple-Hill & Co.—Minneapolis, Minn. 
Jellico Hardware Co., Inc.—Jellico, Tenn. 
Jensen-Byrd Company— Spokane, Wash. 

Kane & Keyser Hardware Co.—Belington, W. Va. 
Kelley-How-Thomson Co.— Duluth, Minnesota 
Kruse Hardware Company— Cincinnati, Ohio 
Leonard, Chas. Hardware Co.—Petersburg, W. Va. 
Loewenstein & Sons—Charleston, W. Va. 

Logan Hardware & Supply—Logan, W. Va. 

Lovett & Company, Inc.— Wrightsville, Ga. 

McClung, C. J. & Company—Knoxville, Tenn. 
McComb Supply Company—Harlan, Ky. 


made by JUDSEN RUBBER WORKS, Inc., 4107 W. Kinzie St., Chicago 24 


Priced to sell at 


$2.50 Pe pair 





McMaster-Carr Supply Co.—Chicago, fll. 
Marshall- Wells Company— Duluth, Mina. 

Maxwell Wholesale Hdwe Co.—Oakiand, Cal. 
Miller, C. H., Hardware Company—Huntingdon, Pa. 
Momsen-Dunnigan-Ryan Co.—Ei Paso, Tex. 
Moore-Handiey Hardware Co.—Birmingham, Ala. 
Morton, Chas. E. Company—Los Angeles, Calif. 


Newark Specialty Company—Newark, N. J. 
Northern Wholesale Hdwe Co.—Portland, Oregon 
Oklahoma City Hardware Co.—Oklahoma City, Okla. 
Orgill Bros. & Company— Memphis, Tenn. 
Ott-Heiskell Company—Wheeling, W. Va. 

Pacific Tent & Awning Company—Fresno, Calif 
Paxton & Gallagher Co.—Omaha, Neb. 

Persingers, inc.—Charleston, W. Va. 

Persinger Supply Co.— Williamson, W. Va. 
Phillips, 1. W. & Company— Tampa, Fla. 

Pritziaff Hdwe., John— Milwaukee, Wis. 

Prutzman, H. C. Company—Altoona, Pa. 
Railey-Milam Inc.— Miami, Fla. 

Raleigh Hardware Co.—Beckley, W. Va. 

Ravel Bros., inc.—Albuquerque, N. Mexico 
Schelly, C. ¥. & Bros.—Allentown, Pa. 

Schlatter Hardware Co.—For t Wayne, Indiana 
Seller Bros. & Company—San Francisco, Cal. 
Shapleigh Hardware Co.—St. Louis, Mo. 

Soniers, Fitier & Todd Co.— Pittsburgh, Pa. 
Southern Hardware Company—Charleston, W. Va. 
Southern Hardware Co., inc.—Helena, Ark. 
Southwestern Hardware Co.— Oklahoma City, Okla. 
Sovetts, R. D.—Los Angeles, Calif. 

Speer Hardware Co.—Fort Smith, Ark. 

Stearns, F. C., Hardware, Inc.—Hot Springs, Ark. 
Sterling Hardware Company— Hazard, Kentucky 
Strange-Jones Hardware— Clinton, Okla. 

Stratton & Terstegge Co.—Louisville, Ky. 
Summers Hdwe & Supply Co.— Johnson City, Tenn. 
Superior -Sterling Company— Bluefield, W. Va. 
Swank Hardware Co.—Johnstown, Pa. 

Thomson -Diggs Co.— Sacramento, Cal. 

Townley Metal & Hdwe Co.— Kansas City, Mo. 
Tracy- Wells Company — Columbus, Ohio 

Tryon, Edw. K. Company— Philadelphia, Pa. 

Union Hardware & Metal Co.—Los Angeles, Calif. 
Valley Supply Company—Elkins, W. Va. 

Van Camp Hardware & Iron Co.— Indianapolis, Ind. 
Watkins-Cottrel! Company —Richmond, Va. 

Weed & Company —Buffalo, N.Y . 

Western Wholesale Hdwe Co.—San Francisco, Cal. 
Willis, R. F. & Bros., inc.—Penns Grove, N.J. 
Wilmington Wholesale Hardware Co.— Wilmington, Del. 
Wilson-Pugh Company— Cumberland, Md. 
Wimberly-Thomas Hdwe Co.— Birmingham, Ala. 
Woodbury Hardware Company— Portland, Ore. 
Woodward Hardware Co.—Cairo, Illinois 
Woodward, Wight & Company —New Orleans, La. 
Worth Hardware Company—New York, %. Y. 
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4 VOLUME with... 


Pemscos NEW All-Purpose 


FOOD 


























carry pies, cakes, 


parties, picnics, 


give this item year around 


Carrier 
Cover 


Pemsco’s ALL-PURPOSE Food Car- 
rier-Cover combination keeps pastries 
fresh for days; provides an easy way to 
sandwiches, hot 
dishes and many other food items to 
etc. Beautiful Hand 
Decorated Flowercraft Design and 
sparkling colors add beauty to any 
kitchen, and its ALL PURPOSE uses 





appeal. 


COMBINATION 


Pemsco’s All Purpose Food 
Carrier-Cover Combination 
. hand decorated in gay 
colors ... makes it easy to 
carry pies, cakes, hot dishes 
and many other foods to 
parties, picnics, etc. 


Use the covers to keep foods 
fresh and appetizing . . . use 
the tray by itself to serve 
cake and sandwiches . . .use 
the compact unit for carry- 
ing hot or cold food to par- 
ties and picnics. Any way 
you use it... you'll find the 
new Pemsco Combination 
one of the handiest and 
most attractive items in 
your home! 


Pems¢eos NE W All-Purpose 


Mag. Rack & ee 


Can be used 
in any room 
in the house 


The Pemsco Mag-Rack fits 
well into any room. Not too 
big for crowded bathrooms, 
yet is large enough to hold 
sufficient number of maga- 
zines. The Pemsco Mag- 
Rack is attractive and rich- 
looking, will blend into any 
living room decorative 
scheme. Sturdily built, the 
Mag-Rack can stand heavy 
use of basement play rooms 
dens or outside patios. 


Each Item 
Retails for Only 


ot 

kee < x— 

LIVING RooMw 
4 


pf 


BATHROOM 


BASEMENT 


$9.95 


PEORIA METAL SPECIALTY COMPANY 





The Pemsco Mag-Rak will give you 
an item with volume sales and year- 
round appeal. Every family will want 
one or more. An inexpensive maga- 
zine rack, expertly made from heavy 
gauge materials and velvet ebony 
finish with beautiful Hand Decorat- 
ed Flowercraft Design. 


Order Today 
From your Jobber 


2507 S. Washington St. 
PEORIA, ILLINOIS 
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the merchandise that he stocks. 

But this service costs the whole- 
saler money, as a large warehouse 
must be provided, a large invest- 
ment must be made in the whole- 
saler’s inventory and all the labor 
involved in filling and shipping of 
orders. 

This is a good method of distri- 
bution, but expensive. 

It seems to me that there is a 
place for another kind of distribu- 
tion which will enable the distrib- 
utor to make substantial savings, 
which can be passed on to the 
dealer operating either with or 
without a salesman. This method I 
will call “accumulative orders,” al- 
though perhaps future orders would 
be equally descriptive. 


Truck and Carload Buying 


Under this method, the dealer 
will be offered basic and seasonal 
lines for advance buying. The or- 
ders from all dealers will be com- 
bined and placed as one order to the 
manufacturer by the wholesaler. 
This will result in truck load and 
carload buying. 

Upon receipt of the merchandise 
in- the wholesaler’s warehouse, the 
car is spotted adjacent to the ship- 
ping platform. The car is opened, 
shipping tags attached and the mer- 
chandise is on the way to the dealer 
with a minimum of handling and 
practically no warehouse expense. 


It seems to me entirely logical 
that this business is handled for 
less than regular stock merchan- 
dise. I can see no reason why this 
saving cannot be passed on to the 
dealer, either in the form of a 
price reduction or a cost saving re- 
bate. Items that can be handled 
under this form of distribution 
would be only those basic items that 
move in volume at the retail level. 


However, these savings are con- 
siderable and can add substantially 
to the dealer’s profit on these items 
or will make him more competitive 
at the retail level with chain dis- 
tribution where this method of han- 
dling is practiced. 

The third method is to have the 
manufacturer make shipments di- 
rect to the dealer. This is the most 
economical from the wholesaler’s 
standpoint, as all he does is the 
paper work—places the order with 
the manufacturer and bills the 
dealer when notified that shipment 
has been made. I can see no jus- 
tification for this type of business 
to bear the traditional markup for 
the wholesaler, as practically all of 
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the wholesaler’s function has been 
absorbed by the manufacturer. 

Obviously, if the traditional 
markup is allowed on these ship- 
ments by the manufacturer to the 
wholesaler, then a very substantial 
portion of it can be passed on either 
in a price reduction or as a cost 
saving rebate. 

This obviously is going to get 
merchandise into your stores at a 
lower cost and the wholesaler will 
have fewer gross profit dollars on 
his volume with which to pay ex- 
penses. If the final result on the 
wholesaler’s books is to convert 
high markup business to low mark- 
up business, then the result will be 
bad from a _ wholesaler’s profit 
standpoint. 


. 


Will Increase Volume 


However, I firmly believe that 
given this additional markup you 
will be in a position to sell many 
items at a lower markup, thereby 
increasing your volume and auto- 
matically increasing the whole- 
saler’s volume. 

Frankly, I believe the intelligent 
use of these methods of buying will 
put a dealer in a position to be com- 
petitive with any type of distribu- 
tion in the hardware field. 

After all, chain stores have ex- 
penses, too, and they have home of- 
fice overhead that must be loaded 
on their direct distribution costs. 
This home office overhead will pro- 
vide the independent wholesaler an 
adequate spread to provide a fair 
return on his capital. 

After all, we don’t have to carry 
a large group of highly paid ex- 
ecutives, inventory control clerks, 
auditors, etc., to watch our dealers’ 
stores. They do that for themselves. 
This is the tremendous advantage 
that you and I have over chain dis- 
tribution. They have to make prof- 
its, too, in most cases a much 
higher profit percentage on their 
sales than is being realized by the 
independent retailer today. 

By now, you may have deduced 
that I am somewhat optimistic 
about the ability of the independent 
wholesaler to be more than com- 
petitive with any co-operative 
wholesaler serving only a limited 
number of retailers. Actually, I am 
just as optimistic that the retail 
hardware dealer can be competitive 
with chain store distribution. 

Sometimes I think we pay too 
much attention to price buying and 
not enough attention to profit sell- 
ing. You, as retailers, and we, as 
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JOBBERS TOLD US- 
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“Te ystone 


“hod i SCREENS 


Growing demand for 

Keystone Aluminum 

Tension Screens has re- 

sulted in thousands of installa- 

tions throughout the nation—and 

our jobbers tell us this means thou- 
sands of satisfied users! 

Recently—in trying to make our Tension Screens 
even better—we demonstrated some new experi- 
mental models to jobbers and their salesmen in a 
number of cities. These men who know what 
dealers want told us—“Don't change the design of 
Keystone Tension Screens! You are now using the 
best and safest catch on the market!” 

Cash in now! Display and feature these popular 
screens—the smart, new way to cut screening costs, 
reduce maintenance and add convenience to homes 
and apartments! Ideal for all double-hung windows. 
Easily installed—no heavy frames to cut or fit. No 
painting—no rust. Easily replaced screening. Low 
first cost, low upkeep, neat appearance. Investigate! 







Barenited tension catch 

at sill holds Keystone Screen secu- 
rely in place. Just turn knob to ad- 
just for proper permanent setting. 
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screen to uneven or off-level sill. 
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Easier to identify See how the label 
stands out? It’s easy to read—from the top-most 
shelf. Different colors identify different screws, 
bolts, nuts, metals, plating, etc. Saves time! 


J 
Easier to handle Pheoll products are 
packed in sturdy boxes that won’t “bow out” 
when opened or stacked. Covers slip on and off 
with just the right friction grip. Easy to handle, 
pack and ship. No tearing, spilling or loss. 


* 
Easier to get Prompt, reliable deliv- 
ery through convenient factory warehouses. 
Your Pheoll stocks cover most needs. Depend 
on this one source for a broad range of “in 
demand”’ fasteners. 


* 
Easier to sell Pheoll products are 
money makers because they’re easy to sell. 
They’re fast movers. They repeat because they’re 
made to build your business. Our reputation is 
your guarantee. 
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wholesalers, must work together to 
set the stage for selling. 

By that I mean that through ad- 
vertising and sales promotion we 
must do a better job of promotional 
planning and merchandising than 
the chain store manager and the 
chain store department head. 

We, as wholesalers, must offer 
you well planned, stimulating, color- 
ful promotional programs. We must 
offer retail promotion that is de- 
signed to be flexible enough to fit 
the requirements of the individual 
store, yet basic enough to fit a 
broad merchandising pattern. It 
should be the framework around 
which the dealer can build his own 
“Selling Stage.” 

Such a program must also be 
built around sufficient volume to 
offer these promotional aids to the 
dealer at the lowest possible cost. 

I started this discussion with the 
question, “Can an_ independent 
- 


wholesaler compete with a co-op- 
erative group of dealers who join 
together and form their own whole- 
sale organization?” 

As I see it, the independent can 
compete, in fact, more than com- 
pete. He has many advantages, in- 
cluding adequate capital to provide 
low cost modern warehouses to 
handle merchandise at the lowest 
cost. He has adequate inventory 
both in depth and breadth of line 
to carry almost complete coverage 
for the average retailer. He has 
sufficient volume to spread his ad- 
ministrative and overhead costs 
over a wide base. He has wide 
coverage on his dealer promotional 
helps which enables him to offer 
these helps at a low cost. 

As I see it, the indepéndent 
wholesaler is capable of developing 
the lowest cost distribution in the 
hardware industry today, with the 
co-operation of good, aggressive 
hardware retailers. 


Grossed $15,000 in 3-Day Opening Sale 


(Continued from page 116) 


they serve a trading area with a 
total population of from 80,000 to 
100,000 and that they attract trade 


from a 30 sq. mile area. Side park- 
ing is available for 60 cars. 
No repair services are offered at 





View of builders' hardware section on men's side of store. 
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the present time. A few rental 
items are offered, mostly on a pick- 
up basis. These include a sander 
and an edger, the combination be- 
ing offered at $6 per day. 

Demonstrations on electric house- 
wares help attract traffic about once 
a month. Direct mail material is 
sent to a mailing list of more than 
3,500 and handbills are delivered 
to 5,000 homes, from time to time, 
some circularization reaching as 
many as 10,000 homes in the firm’s 
trading area. 

When the new appliance center is 
created, the parkling lot will be ex- 
panded and covered with an asphalt 
surfacing. A loading platform will 
be installed and a canopied area will 
be built for outside displays. 

Prior to their purchase of Parma 
Hardware in 1946, a small store at 
the time, Walter Kanieski had been 
sales promotion manager for an 
implement equipment company and 
his partner, a dairyman. 


City-Wide Show 


When merchants of Sioux City, 
Iowa, wished to show new merchan- 
dise, they sponsored their own re- 
tail show in the civic auditorium. 
A check showed that 26,500 per- 
sons attended during the first two 
days of the event to view the 80 
exhibits, and watch the entertain- 
ment. 

Roses were given to all ladies 
present at the show, and children 
received free balloons. From com- 
ments made by out-of-towners, the 
show did much to promote Sioux 
City as a shopping center. 





HARDWARE HUMOR — 
By Hardware Age 














"You broke a set? Oh, that's 
all right. Anything to please 
a customer.” 
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Write today for facts on Greener Auger Bits, Greenlee Tool Co., 1804 Herbert Ave., 


Make extra sales 
with the bit 


that has all 
these features! 





Just a glance at a Greenzee 22 Solid-Center Auger Bit will 
immediately tell you why it sells so easily . . . and stays 


sold to build big volume repeat bit business for you. 


UNIFORM HIGH QUALITY .... the finest of materials and 
manufacture for day-in, day-out dependability. 


PRECISELY MADE with unusual care . . . accurately sized, 
perfect cutting edges . . . twist-ground for sure clearance. 


Means clean, quick action. 


“INDUCTION HEAT-TREATED” to assure uniformity, 
long life. 


“PLASTIC SEALED” with heavy protective coating to 
eliminate costly stock maintenance, prevent rusting, keep 
bits ‘‘factory sharp.” 


IN SALES-MAKING NEW SETS... plastic rolls, metal 
boxes, metal holding panels . . . all designed to increase 


*“‘set’’ business for you. 








SOLID-CENTER AUGER BITS 






TOOLS FOR CRAFTSMEN 


GREENLEE 


Rockford, Ill. 
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Water Systems Are Profit Makers 


Sells more than 100 units a year in shopping center 
store. Round-the-clock service cares for more 


than 2,000 pumps in trading area 





For several years Rudolph Woller 
was a water systems dealer. Three 
years ago he built a small shopping 
center including his own hardware 
show room. Water systems were 
given special attention in the new 
store and have continued to be an 
important part of the firm’s profit- 
able volume. 

A big factor in Mr. Woller’s good 
water systems volume is the oper- 
ation of 24-hour-a-day water sys- 
tems service in connection with his 
hardware store near Elm Grove, 
Wis. This part of his business 
helps him sell 100 or more water 
systems each year plus a number 
of related items and merchandise 
re ee The operation features of a submersible pump are shown by Mr. 


the installation of runing water . 
facilities. Woller, center, to a young married couple. 


Sold 900 Systems 


Rudolph Woller estimates that 
he has sold more than 900 water 
systems since he first began han- 
dling that equipment. His water 
systems department offers several 
nationally known lines. His ser- 
vice work takes care of about 2,009 
installations in the Milwaukee and 
Waukesha county areas. 

“On emergency calls we will go 
out any hour of the day or night,” 
says Mr. Woller, “but most service 
calls can be handled during the day. 
Knowing that we will come at any 
hour of the day or night has 
brought us considerable business.” 

Water systems are sold to dairy 
farmers, restaurants, motels and 
other business enterprises beyond 
the water mains. As many of the 
smaller suburban areas in the two 
counties do not yet have municipal 
water works the firm sells to pri- 
vate home owners as well as to 











Part of the firm's water systems display section with ample 
room for inspection of individual units. 
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WOW! No wonder 
CORBIN padlocks sell faster! 


38 “tNTS 








A(Cithi) PADLOCK 
COSTS LESS THAN YOU THINK 


Corbin offers TOP VALUE 
in EVERY price range! 











Next time you need a padlock, 
Ving Cpe remember that your Corbin 
> dealer has a Corbin padlock 
to match your needs — 


for security . . . for economy. 


® 


Be sure... with CORBIN 
| 


at leading hardware 
stores everywhere 


AS LOW AS 







(O1O) 59538, ia Oy 0-30.) oy km 0 ©] ©) Gam a taratt a 


The American Hardware Corporation, New Britain, Connecticut 





Hard-selling Corbin advertisements appear regularly 
in POPULAR MECHANICS, POPULAR SCIENCE, 
and MECHANIX ILLUSTRATED! They bring new 
and better padlock business to your store! So. . . cash 
in on them! Display the Corbin LOCK SHOP up front. 
It’s designed expressly to help your store profit from 
Corbin’s national advertising. 

Call your Corbin jobber now! 


BE SURE OF FASTER TURNOVER 
WITH 


CORBIN CABINET LOCK 
Division 
The American Hardware Corporation, New Britain, Connecticut, U.S.A. 
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PROVES 








this test 
and see for yourself 





Take a couple of competitive caulking 
compounds and run a bead of each on 
a plain white blotter. Alongside them 
run a bead of FLEXISEAL CAULKING 
COMPOUND. Put the blotter aside for 
a few days, then look at it. Most com- 
pounds bleed their oils into the blotter 
(just as they will, in time, into any 
construction material) and thus be- 
come dry and lose their adherence and 
flexibility. 

After several days competitive com- 
pounds (B and C) could be pulled 
from the blotter as illustrated. In a 
week they were almost brittle! 


FLEXISEAL CAULKING COMPOUND (A) 
retained its oils—adhered so tightly it 
could not be removed without destroy- 
ing the surface of the paper! 


The amazing flexibility and adherence 
of FLEXISEAL CAULKING COMPOUND is 
very important to you! A good caulk- 
ing job depends on good caulking com- 
pound to prevent moisture damage 
and heat loss. A poor caulking com- 
pound leads to unsatisfactory results, 
can give you a bad headache and cost 
you and your customers money. When 
it comes to caulking compound, YOU 
CAN’T AFFORD TO SELL LESS 
THAN THE BEST! 


Stock FLEXISEAL CAULKING 
COMPOUND and be sure! 


Order FLEXISEAL CAULKING 
COMPOUND from your jobber; or 
write the factory for information and 
prices on all FLEXISEAL Products. 


LANDEN PUTTY WORKS, inc. 


434 IRVING ST., MALDEN, MASS. 
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Mr. Woller, left, and one of his employees preparing to leave on a 
service call. 


farmers and various types of busi- 
ness operations. 
“We do not circularize or phone 


customers about water systems ser- 
| vice,’ says Mr. Woller. “There are 
| enough calls coming in every day 
| to keep our two-man crew busy. 





When we install pumps we instruct 
customers on normal care, post our 
name, address and phone number 
for their convenience if at any 
time they wish to get in touch 


| with us quickly.” 


Display material provided by 


| manufacturers and distributors is 


used to sell the running water idea 
to all visitors to the store. 

As in other shopping centers 
within easy reach of Milwaukee 
the store is open six nights a week 
until 9.00. This policy means that 


| many employed in Milwaukee, leav- 


ing their jobs at 5 or 5.30, can 
drive out on the Blue Mound high- 
way and stop at the store enroute 
to their homes. Others shop Woller’s 
and the drug, dry goods and gocery 
stores in the shopping center after 
dinner. 





Says Mr. Woller, “Evening shop- 
ping is a definite trend in suburban 
sections. Some merchants do more 
business after dark than during the 
rest of the day.” 

Operated as the Suburban Pump 
& Appliance Co, Mr. Woller’s store 
devotes fully three-quarters of its 
display rooms to hardware and re- 
lated goods. Water systems occupy 
one-quarter of the store’s show 
room. 

The small shopping center is lo- 
cated on a two-and-one-half acre 
plot with a 500-ft frontage on the 
highway connecting Madison, Wis., 
and Milwaukee. Rents from the 
leases on stores and apartments 
are helping to pay for the cost of 
the shopping center. 

When Mr. Woller first planned 
establishment of his shopping cen- 
ter his intention was to feature 


only water systems and other major 
home and farm equipment. Sales of 
a small stock of hardware were so 
good that he expanded that part of 
the business to its present variety 
and size. 





4 si 
ein oka a 


SP CaRE Se N wit 


Exterior of the small shopping center, the hardware store being to 
the left end. Ample parking facilities are provided in front of the 
stores and at the sides and rear. 
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Pre-proved Advertising 


pulls in Extra Business and Profits 
for Lowe Brothers Dealers! 












bbod obs bbs Pa fadake 
eB soc Ben Nn Eun os et 
Pert ha feo ke ba bashes 7 
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eee ee : 
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ee 
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———— 
Stylist (olors 






For many years, Lowe Brothers’ sound application of successful paint Lowe Brothers Stylist Color System 
merchandising ideas has consistently produced advertising programs 6 See ae Erte. Cony 


A ‘ 4 - color is authority-selected for sales 
of pre-proved effectiveness. This approach has paid off in extra sales appeol—it's thade to personalize 
for merchandising-minded Lowe Brothers Dealers everywhere. pow Sire, Cay cep, 1 

crease profits. Just one part of the 
big Lowe Brothers program! 


WANT PROOF of effectiveness? It’s yours for the ask- . .. But the greatest awards are those measured in 
ing! We'll gladly tell you the sales building results sales, profits, consumer satisfaction and the repeat 
secured by dealers who attribute their phenominal business that results from a combination of high qual- 
growth to sound advertising and merchandising pro- ity paints and effective advertising. The Lowe Brothers 
grams. As further proof, consider the fact that time franchise promises both! So, for a consumer-preferred 
after time Lowe Brothers has received awards for out- paint line of highest quality—for consistent, pre- 
standing advertising pieces and programs—in 1952 proved advertising support—get details on a Lowe 
alone, six such awards came Lowe Brothers’ way! Brothers agency. Write, wire or call today! 


The Lowe Brothers Company ¢ Dayton 2, Ohio 


Lowe Brorhers pats + VaRnisHes 
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Be sure to feature this 
“red hot’ Do-it-yourself 
Hardware Week Special 


No. 225-UK 
Sp ell PAINTERS 


HOUSEHOLDERS 


Not only a fast seller wherever 
displayed, but an astonishing value. 
A powerful quality-built, high speed 
1%" Speed Way “Hornet” Electric Drill 
with: Sanding Discs and Rubber 
Backer Plate; Wire Scratch Brush; 
Cotton Buff; Lamb’s Wool Polishing 
Bonnet and paint stirring rod, in a 
beautiful display box. 


Other SpeedWay 
“Do-it-yourself” Tools 


No. 150 SpeedSander 
An all-ball-bearing, 
orbital-motion, finish- 
~~ sander with power- 
ful 3450 r.p.m., A.C. ¢ 
induction motor and 
cast aluminum body. 
$34.50 











No. 150-K SpeedSander Kit 
The Sander with Accesso- 
ries including: deep con- 
tour pad, finishing plate, 
felts for free abrasives 
and wet rubbing, 
lamb’s wool bonnet, 
90 sheet abrasive cov- 
ers, etc. in fitted steel 
carrying case. $49.50 


No. 1000 SpeedSaw 
\% H.P. Universal Motor, 
cast aluminum housing, 
A safety shut-off switch. 
“Ss Cuts all angles to 45°, any 
\iggser depth to1%”. $29.95 


SpeedDrills 

(for metal or wood) 
Extra power, high 
speed, electric drill 
with cast aluminum 
cases, and geared 
chucks. 

No. 200-J 4” SpeedDrill 













= No. 400 
%" Speed Drill 
$39.50 


also other sizes, types. 


Sp ved Wa MANUFACTURING CO. 


1836 So. 52nd Ave., Cicero 50, Ill. 


152 


Way 








| 





ashington 
NEWS and VIEWS 


Reports on Events Affecting the Hardware Business 





(Continued from page 10) 


Higher Tariffs Refused 
On Imported Wood Screws 


The Tariff Commission turned 
down a request for higher tariffs 
on imported wood screws made of 
iron or steel. It found imports of 
screws have increased but not “in 
such increased quantities as to 
cause or threaten serious injury to 
the domestic industry.” 

The United States Wood Screw 
Service Bureau, an industry group, 
asked the Commission to raise the 
present duty of 12.5 pct ad val- 
orem, It contended increased im- 
ports since the U. S. lowered its 
tariff from 25 pct to 15 pct ad val- 
orem in 1948, and to 12.5 pct in 
mid-1951, took a large chunk out 
of the previous market of the U. S. 
industry. 

The Commission recognized im- 
ports have increased since 1950. 
But, it said, total sales by the do- 
mestic industry in the last three 
years “were about 64 pct above the 
volume of such shipments in the 
immediate prewar years, 1937-39 
inclusive.” 


New Chairman Named For 
Federal Trade Commission 


Edward F. Howrey, of Burke, 
Virginia, is the new chairman of 
the Federal Trade Commission. He 
succeeds James M. Mead, of New 
York. 

Appointment of Mr. Howrey to 
the top position at the FTC by 
President Eisenhower came on 
March 24—only one day after the 
Senate had voted confirmation of 
the 49-year-old Virginia Republi- 
can’s appointment to membership 
on the commission. 

Mr. Howrey formerly was asso- 
ciated with the law firm of San- 
ders, Gravell, Whitlock and How- 
rey. 

Members of the FTC continuing 


to hold office are Lowell Mason, 
Stephen S. Spingarn, Albert Car- 
etta, and Mr. Mead. 


New Bill Sets Up Strong 
Small Business Support 


Continued availability of Govern- 
ment funds to aid small business is 
shaping up as a strong prospect. 

New legislation to set up a pow- 
erful “small business administra- 
tion” now stands at least an even 
chance of winning early Capitol 
Hill approval. 

The coming shut-down of the 
RFC will, unless some positive ac- 
tion is taken by Congress, leaves 
smaller firms without a source of 
funds in Washington. 

But under the new administra- 
tion-backed bill now before the 
Senate, smaller firms will have a 
ready source of funds and an ag- 
gressive champion of small busi- 
ness at the Capitol, backed with 
complete legal authority to fight 
their battles with other Govern- 
ment agencies. 

Sen. Edward J. Thye, R., Minn., 
chairman of the Senate Small Busi- 
ness Committee, and sponsor of the 
new bill, says his proposal will 
authorize Washington to assist 
small business in times of peace as 
well as in war. The agency is to be 
set up on a permanent basis. 

SBA would pass on the merits of 
all loan applications and will itself 
handle the financial details of all 
approved loans. 

SBA would have authority to 
lend up to $150 million. Periods of 
credits would be limited to 10 
years. Individual loans would be 
confined to $100,000. 

Among the purposes for which 
loans could be made are: new con- 
struction, conversion, research, ac- 
quisition of equipment, machinery, 
supplies or facilities. 

(Resume reading on page 11) 
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For complete details about the convention listed by dates, below, see 
the alphabetical listings following this quick check list. 


1953 

April 
17-25 irha Hordware Week 
19-23 Southern Hardware Convention 
26-28 Woven Wire Products Assn. 
26-May 2 New England Housewares Week 


May 
5 Alabama Assn. 
5 Mississippi Assn. 
-5 Louisiana Assn. 
4-27 Winter Sports Show 


a 
3. 
3- 
3 

2 
June 

9-10 Carolinas Assn. 

9-11 Aviation Trade Show 

11-13 Texas Wholesale Hdwe. Assn. 


11-13 Texas Hardware Boosters 
22-July 2 Int. Home Furnishings Market 


July 
13-16 Nat. Retail Hardware Congress 


Convention Check List 


Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 








13-17 Nat. Housewares and Home 
Appliance 


August 
9-14 
3-14 
3-14 


October 
5-9 National Hardware Show 
11-14 Atlantic City Hdwe. Convention 


Nat. Fishing Tackle Show 
Merchandise Mart Gift Show 
China, Glassware, Pottery Market 


1954 


January 
12-14 Garden Supply Show (Chicago) 
17-20 Nat. Sporting Goods Show 


February 
2-4 Garden Supply Show (New York) 
9-10 lowa Assn. 





16-18 Michigan Hdwe. Assn. 








National Events 


American Hardware Manufacturers 


Assn. meeting in joint convention 
with the Southern Wholesale Hard- 
ware Assn., April 19-23 at the 
Hotel Adolphus, Dallas, Tex. Con- 
vention does not include merchan- 
dise exhibit. Arthur L. Faubel is 
secretary of the manufacturers’ 
association with headquarters at 
342 Madison Ave., New York 17, 
N. Y. W. McAlister is manag- 
ing director of the wholesalers’ as- 
sociation with headquarters at 814 
Metcalf Bldg., Orlando, Fla. 


American Hardware Manufacturers 


Assn, annual joint convention with 
the National Wholesale Hardware 
Assn., Oct. 11-14 at Atlantic City, 
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N. J. Convention headquarters, 
Marlborough-Blenheim Hotel. Con- 
ference Booth Plan at Convention 
Hall. Arthur L. Faubel is secretary- 
treasurer of the manufacturers’ as- 
sociation with headquarters at 342 
Madison Ave., New York 17, N. Y. 
Thomas A. Fernley, Jr., is executive 
secretary of the wholesalers’ asso- 
ciation with headquarters at 1900 
Arch St., Philadelphia, Pa. 


Aviation Trade Show (Second Inter- 
national), June 9-11 at the Hotel 
Statler, New York City. Sponsored 
by Aircraft Trade Shows, Inc., 
Hotel McAlpin, Broadway at Thirty- 
fourth St., New York City. 


China Glassware & Pottery Market, 








“MREW ANCHORS 


“A Pe 


VY 


HOLD 
EVERYTHING! 


Scru-Tite Screw Anchors Will 
Anchor Any Material to Any 
Solid Surface with Little Ef- 
fort and Lifetime Durability 


SCRU-TITES quickly accepted 
and used by Home Owners, Building 
Trades, Communications Manufac- 
turers, Municipalities, Aircraft and 
many others. 


SCRU-TITE ANCHORS made 
from TENITE are tougher than or- 
dinary anchors. 


Dealers and wholesalers repeat 
orders prove easy sales and liberal 
profits, 


Ask your jobber salesman for 
Seru-Tite Profit Plan and use the 
handy coupon to get full details. 


MASTERCRAFT PLASTICS CO., INC. 
95-01 150th Street 
Jamaica 4, N. Y. 


National Sales Representative 


SURPLESS, DUNN & CO. 


New York Chicago 








Send today for Valuable Profit Making Plan 
Mostercraft Plastics Co., Inc., 95-01 150th St. 
Jamaica 4, N. Y. 


OC Rush me full details on Profit Making Scru-Tite 
serew anchors. 

© My nearest wholesaler Is...... 2.6... cece eeene 
4 g0bss tis ae Mes taeattarerevess-oveseosous 
COMPANY MAME .....ccccrccccssscccccceseecs 

Please Print 

STREET ADDRESS ..........-ceeeeeneee heneiee 
i, ee 


REQUESTED BY ... nc cece ccccccceeccecnecneees 


seamen ene we ee ee 


Leese seas en ees eee eee eee eee 
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A Whole | 
Department 











Yes, in only 2% square feet you can set 
up a store-proven self-service display stand 
of 57 popular Stanley Household Hardware 
items—stimulate impulse buying, promote 
related sales. Carded hardware complete 
with screws is mounted on both sides of stand. 
Each card identifies itself, is a complete sales 
unit. Display can be assembled as shown or 
horizontally on store island or counter top. 





Size 15” wide, 15” high, 6"deep. 
Pair of wire racks holds 14 of Stanley House- 
hold Hardware best sellers. Put them ona 
store island, counter, post or wall. Extend your 
points-of-sale. Let these displays sell for you. 
Order by number today from your wholesaler. 


The Stanley Works, New Britain, Conn. 


[STANLEY ] 


Reg. U.S. Pot. Off. 
HARDWARE * TOOLS ° ELECTRIC TOOLS 
STEEL STRAPPING ° STEEL 
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Aug. 3-14 at the Merchandise Mart, 
Chicago, IIl. 


Garden Supply Shows (National) late 
in October, 1953, on the West Coast; 
Jan. 12-14, 1954, at the Hotel Sher- 
man, Chicago, and Feb. 2-4, 1954, 
at the 71st Infantry Regiment Ar- 
mory, Park Ave. and 34th St., New 
York City. Sponsored by the Na- 
tional Garden Supply Marketing 
Bureau, 1901 St. Paul St., Balti- 
more, Md. George E. Perry, director. 





| Gift Show, Aug. 8-14 at the Merchan- 
dise Mart, Chicago, IIl. 


| Hardware Week (irha), April 17-25, 

| sponsored by the National Retail 

| Hardware Association, 965 N. Penn- 

| sylvania St., Indianapolis 4, Ind., 
Managing Director, Russell R. 
Mueller. 


International Home Furnishings Mar- 

ket, June 22-July 2 at the Merchan- 
| dising Mart, Chicago, includes fur- 
niture, floor coverings, housewares, 
| major appliances, electric house- 
wares, radio and TV, toys, games, 
and wheel goods, china, glassware, 
and pottery, and gifts. 





| Materials Handling Show, May 18-22 
| at Convention Hall, Philadelphia, 
Pa. Sponsored by the American 
| Materials Handling Institute. 


National Builders’ Hardware Exposi- 
tion, Oct. 4-7, 1953, at the Audi- 
torium, Cleveland, Ohio. Sponsored 
by the National Contract Hardware 
Assn., John R. Schoemer, managing 
director, and the American Society 
of Architectural Consultants, W. A. 
Mathewson, executive secretary. 
Administrative offices of both 
groups, 420 Madison Ave., New 
York 17, N. Y. 


National Fishing Tackle Show, sec- 
ond annual, Aug. 9-14 at the 
Conrad Hilton Hotel, Chicago. 
Sponsored by The _ Association 
Fishing Tackle Manufacturers, 430 
Bond Bldg., Washington 4, D. C. 
John M. Holmes, secretary-trea- 
surer, 


National Hardware Show, Oct. 5-9 at 
Grand Central Palace, New York 
City. Fishing and Hunting Division 
of National Hardware Show to be 
held at 7ist Regiment Armory, 34th 
St. and Park Ave., New York, Oct. 
5-8. Sponsored by National Hard- 
ware Show, Inc., 331 Madison Ave., 
New York City. Frank Yeager, di- 





rector. 





National Housewares and Home Ap- 
pliance Show, July 13-17 at the 
Atlantic City Auditorium, Atlantic 
City, N. J. Sponsored by the Na- 
tional Housewares Manufacturers 
Assn. 1140 Merchandise Mart, Chi- 
cago. A. W. Buddenberg, executive 
secretary. 


National Retail Hardware Assn. Con- 
gress, July 13-16, at Miami Beach, 
Fla. Headquarters, Casablanca Ho- 
tel. Managing director, Russell R. 
Mueller, 964 N. Pennsylvania St., 
Indianapolis, Ind. 


National Wholesale Hardware Agssn., 
annual joint convention with the 
American Hardware Manufacturers’ 
Assn., Oct. 11-14 at Atlantic City, 
N. J. Convention headquarters, 
Marlborough-Blenheim Hotel. Con- 
ference Booth Plan, at Convention 
Hall. Thomas A. Fernley, Jr., is 
executive secretary of the whole- 
salers’ association with headquar- 
ters at 1900 Arch St., Philadelphia, 
Pa. Arthur L. Faubel is secretary- 
treasurer of the manufacturers’ as- 
sociation with headquarters at 342 
Madison Ave., New York 17, N. Y. 


Southern Wholesale Hardware Assn., 
meeting in joint convention with 
the American Hardware Manufac- 
turers Assn. April 19-23 at the 
Hotel Adolphus, Dallas, Tex. Con- 
vention does not include merchan- 
dise exhibit. T. W. McAllister is 
managing director of the whole- 
salers’ association with headquar- 
ters at 814 Metcalf Bldg., Orlando, 
Fla. Arthur L. Faubel is secretary 
of the manufacturers’ association 
with headquarters at 342 Madison 
Ave., New York 17, N. Y. 


Sporting Goods Show and Convention 
(National), Jan. 17-20, 1954, at the 
Morrison Hotel, Chicago. Sponsored 
by the National Sporting Goods 
Assn., One North LaSalle St., Chi- 
cago 2. Secretary, G. Marvit Shutt. 


Sports Show, National Winter Sports 
Show, May 24-27 at the Hotel New 
Yorker, New York City. Manager, 
J. Andrew Squires, 23 E. 26th St., 
New York 10, N. Y. 


Store Modernization, Building and 
Maintenance Show, June 9-12 at 
Madison Square Garden, New York. 
Sponsored by Store Modernization 
Institute. 


Woven Wire Products Assn., semi- 
annual convention, April 26-28, at 
the Grove Park Inn Asheville, N. C. 
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- Regional Events 


Texas Wholesale Hardware Associa- 
tion and annual joint meeting with 
the Texas Hardware Boosters Club 
June 11-13 at the Plaza Hotel, San 
Antonio. Secretary, Nat M. John- 
son, P. O. Box 386, La Feria, Tex. 


State Events 


Alabama Retail Hardware Assn., con- 
vention and exhibit, May 3-5, at 
the Tutwiler Hotel, Birmingham. 
Secretary, Mrs. Euna G. Ramsey, 
1006-7 Frank Nelson Bldg., Bir- 
mingham 8. 


Carolinas, Hardware Assn. of, conven- 
tion, June 9-10, at Myrtle Beach, 
S. C. Secretary, Mrs. Sally Couch 
Masten, 118% E. Fourth St., Char- 
lotte, N. C. 


Iowa Retail Hardware Association, 
convention and exhibit, Feb. 9-10 
at State Fair Grounds, Des Moines, 
Iowa. Convention headquarters, 
Savery Hotel. Secretary, Philip R. 
Jacobson, Mason City. 


Louisiana Retail Hardware Assn. in 
joint convention with Mississippi 
Retail Hardware Assn., May 3-5, 
at the Buena Vista Hotel, Biloxi, 
Miss. Secretary, David O. Mans- 
field, 226 S. State St., Jackson, 
Miss. 


Michigan Retail Hardware Associa- 


tion convention and exhibit, Feb. 
16-18 at Grand Rapids. Headquar- 
ters, Pantlind Hotel, exhibit, Civic 
Auditorium. Harold W. Schumacher, 
Olds Bldg., Lansing 8, manager. 


Mississippi Retail Hardware Assn., in 


joint convention with the Louisiana 
Retail Hardware Assn., May 8-5, at 
the Buena Vista Hotel, Biloxi, Miss. 
Secretary, David O. Mansfield, 226 
S. State St., Jackson, Miss. 








HARDWARE HUMOR 
By Hardware Age 





"Of course you may borrow my 
hedge trimmers, which may be 
purchased at Smith's Hardware 
store for only $2.95 plus tax." 
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— FOUR CUTTING EDGES 


—b Easy GRIP, HAND CONTOURED HANDLES 


—} COLORFUL MARKINGS 


— FAST CUTTING, TOOL STEEL BLADE 


— TWO SIZES, No. 1 and No. 2 


The rugged BIG HAND Scraper is the ideal scraper 
for all around use because each blade has 4 cut- 
ting edges—2 are corrugated for guick removal of 
thick finishes, 2 are smooth for fine work. Blades 


are replaceable. 


BIG HAND Scrapers are available in 


CUTTER *1 
FOR FAST SCRAPING 










standard stock 


boxes or in the new merchandising display. Ask 


your jobber about the BIG HAND LINE. 
New No. 1 BIG HAND DISPLAY 





BIG SALES © BIG PROFIT 


with the BIG HAND LINE! 


#25 YT L #3425 





Queens Village, New York 





Sales Representatives 





JOHN H. GRAHAM & CO. INC. 
105 Duane Street, New York 8, N. Y. 





MFG. CO. 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 159. 


(Continued from page 13) 


from 19 in. to 36 in. Each model 
is powered by a rugged, four-cycle 
engine of 2 to 8 hp. Henry Diss- 
ton & Sons, Ine. 


For more data circle No. 8 on postcard, p. 159 


Chain Saw 


Here is a 19 in., lightweight, 
one-man chain saw of simplified de- 
trouble-free 


sign for operation. 





Model 3-19 weighs 28 lb. and has 
balance for easy handling. It has 
an instant starting, dependable 
gasoline engine and _ self-lubrica- 
tion; castings are of aluminum al- 
loy; controls are conveniently 
placed near the pistol grip handle, 
One finger trigger operates both 
engine and clutch. Precision ball 
bearings throughout eliminate vi- 
bration. Saw is priced at $265. 
Strunk Equipment Co. 


For more data circle No. 9 on postcard, p. 159 


Steam and Dry Iron 


Called the Deluxe Push-Button 
Steam-O-Matic, this steam and dry 
iron has a built-in funnel for quick 
and easy filling, and a handy red 
button in the handle for emptying 





156 


while iron is still hot. It has stain- 
less steel mirror-finish and highly 
corrosive-resistant stainless steel 
steam chamber that eliminates the 
need for distilled water. Steam-O- 
Magic Circle in sole plate distrib- 
utes steam over a greater area. It 
has single heat-and-steam control 
on handy fabric dial and comes with 
travel-storage case. Model DL505 
retails for $21.95, including tax. 
Rival Mfg. Co. 


For more data circle No. 10 on postcard, p. 159 


Weed Spray Applicator 


Effective in the control of broad- 
leaved weeds such as dandelion and 
plantain, this applicator sprays 
2’4-D with accuracy on the indi- 
vidual weed, but it does not harm 
clover. Called Killer Kane, it con- 
sists of a hollow plastic tube with 
device at lower end that measures 
and squirts a precise dose of solu- 


Mg 


we. 
fe 
f we 





tion. It can be used without bending 
and holds enough solution for 1,000 
weeds. Made of corrosion-resistant 
plastic and brass, it retails for 
$1.98, slightly higher West of 
Rockies. Donaldson Co. 

For more data circle No. 11 on postcard, p. 159 


Outdoor Grill 


Here is a new Deluxe G-70 grill 
for out-of-door use that can bar- 
becue, broil, bake and fry. Two ver- 
tical fire compartments allow fire 
to be moved away from or toward 
cooking meats, or one compartment 
can be used for slower cooking. It 


has nickel-plated top grid, large 
warming oven and ample shelf and 
storage space. Completely mobile, 
it has rubber-tired wheels. Other 
accessories include revolving barbe- 
cue spit, long-handled steak broiler 
and pull-out ash and grease drawer. 
It is made of heavy gage polished 
steel. Master Metal Products, Inc. 


For more data circle No. 12 on postcard, p. 159 


Steel Tape Rule 


Designed for right-handed peo- 
ple, this steel tape rule when mea- 
suring from right to left has num- 
erals rightside up on the white 
blade. Called White Chief model 
3210-RH, it is of 10 ft. length and 
has jet black markings for easy 





readability. It features a 10-second 
blade change, convenient swing-tip, 
integral automatic brake, friction 
reducing centralized coil control 
and sturdy satin lustre chrome 
plated case. Retail price, $2.30. 
Carlson & Sullivan, Inc. 

For more data circle No. 13 on postcard, p. 159 


New Enamel Colors 


Added to Spray Pack Enamels is 
a new line of Round-The-World 
colors. They dry quickly and give 
a hard, durable, glossy finish. Colors 
include four pastels: ivory, coral, 
green and blue; 
green, red, 


five household 


colors: yellow, gray 





ee. —_— 


eee * 
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There's no substitute 
for Opal! 


It’s America’s most popular insect wire screening! Better looking, 
longer lasting, easier to install with exclusive Multi-Strand edge and precision-made, uniform mesh. 
For a real money making trio, stock galvanized Opal with those other 


two favorites . . . Aldura Aluminum and Liberty Bronze. 


NEW YORK WIRE CLOTH 


COMPANY 


63 Park Street, New Canaan, Conn. 
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WHAT'S NEW 








@ For more information on these products and services 


use free post card on page 159. 


and blue; also pure white, gold, 
Lustre Chrome, jet black and trans- 
parent clear. Built-in agitator 
makes mixing simple matter of 
shaking can before using, no other 
preparation necessary. Sales kit 
available upon request. Seymour of 
Sycamore, Inc. 


For more data circle No. 14 on postcard, p. 159 


Diaper Pails 


Added to the “Baby Dear” line 
of infant items, these diaper pails 
come in two new sizes of 10% and 





17 qts. Pails are white enamel with 
blue trim. Approximate retail, 
$1.50 for 10% qt; $2.50 for 17 qt. 


Federal Enameling & Stamping 
Co. 


For more data circle No. 15 on postcard, p. 159 


Plastic Piping 


Called Twinduit, these two-plas- 
tic-pipes-in-one are exclusively for 
jet water pump installations. Twin 
piping in one coil, they are ex- 





158 


truded simultaneously and joined 
with a thin web of the same plastic 
material, making it easier to order, 
handle and stock. Pipes are easily 
separated with pocketknife. Twin- 
duit works in well without pinch- 
ing, forcing or binding, and smooth 
interior surface produces less fric- 
tion loss. Guaranteed against rot, 
rust and electrolytic corrosion. Sizes 
are 1x14, 144x1% and 114x1% 
in. in 200 and 240 ft coils. Yardley 
Plastics Co. 


For more data circle No. 16 on postcard, p. 159 


White Adhesive 


This new white adhesive, called 
Brite Magic, is for such heavy 
duty jobs as holding metal to metal 
or for replacing loose tiles. It is 
self bonding, no pressure or clamps 
required; cold bonding, no heating 
needed; strong initial bond; anti- 
corrosive; dielectric; may be 
painted when dry; waterproof; non- 
toxic; cuts like wood when dry, 
and requires no mixing. Colorful 
metal cabinet merchandiser is sup- 





plied free with assortment of 1 
doz. large tubes and 2 doz. small. 
Miracle Adhesive Corp. 


For more data circle No. 17 on postcard, p. 159 


Door Hardware Kit 


Combination door hardware kit, 
attractively boxed, includes tubu- 
lar latch in brass or aluminum trim 
(1% or 1 in. bracket), door closer, 
safety chain stop, and 11% pairs of 
hinges. Complete set in a box elim- 





inates inventory problems and pro- 
vides everything needed, with per- 
fectly matched companion pieces, 
to install a door. Items are also 
available individually. Oley Prod- 
ucts, Inc. 


For more data circle No. 18 on postcard, p. 159 


87-Grain Bullet 


Newly designed 87-grain spire 
bullet in 257 Roberts caliber is for 
pest shooting and not to be used 
for deer or other large game shoot- 
ing. The bullet will give both the 
high velocity and fiat trajectory 
sought by hunters of woodchuck 
and other varmints. Olin Indus- 
tries, Inc. 


For more data circle No. 19 on postcard, p. 159 


Adjustable Scraper 


Here is a new, low-cost scraper 
designed to make small cutting and 
ripping jobs easier. Scraper head 





locks safely in four different posi- 
tions. Constructed of steel and zinc- 
plated, it comes with new double- 
edged razor blade ready for use. 
Handle design assures firm, safe 
grip. Scrapers are individually 
mounted on bright red display card. 
McGill Metal Products Co. 


For more data circle No. 20 on postcard, p. 159 


Moisture Absorbent 


These packets soak up moisture 
and keep cookies, cereals, potato 
chips, etc., crisp and tasty. Placed 
in boxes, container or cookie jar, 





(Continued on page 162) 
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> “2 this issue, quickly and easily. 
HARDWARE AGE brings 

you more new product de- 

scriptions than any other 

magazine. The new Quick 

hee Check Card service will now 


A 





use this FREE A NEW 


HARDWARE AGE SERVICE 


A successful hardware dealer 
keeps up to date on What's 
New in merchandise. The new 
Quick Check Card on the 
bottom of this page will help 
you get more information on 
new products described in 


get you all the information 
you need, quickly. 


Mail Card Below Today For Quick Information On New 
Products Described in This Issue. No Postage Needed 


ome 





FIRST CLASS 
PERMIT NO. 36 
(Sec. 34.9 P.L.&R.) 
New York, N. Y. 














BUSINESS REPLY CARD 


No postage necessary if malied in the United States 











POSTAGE WiLL BE PAID BY 


HARDWARE AGE 
Post Office Box 60 





TTTTTTTTTT TTT 


it Village Station 

) moisture NEW YORK 14, N. Y. | 
i| 

y. Placed information. Give full Se I A I A OI ia . 

ookie jar, Name and Address 4/16/53 


Pesicord valid 8 weeks only. After that use own letterhead fully describing item wanted 
Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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Here is the new Quick Check Card 


What it is... How it works 





@ Each issue brings you dozens of descriptions of new products, 
new displays, etc., in the What's New" columns. You get more y. 
of these in HARDWARE AGE than in any other magazine. 


@ When you want more free information on any of these prod- 
ucts, simply mark a circle around the same number on the post 


MQ ww 
QCOQOAAIoOdM. 


card as appears under the individual item description. TI 

@ Drop the post card in the mail box. No postage is needed. You oe 

will quickly receive, free, complete details on the product from the t 

the manufacturer. You may circle as many items as you wish. —th 

Separate information will be sent you on each item. thec 

bina 

@ Be sure to give your full name and address on the post card. anid 
Print or type it clearly. We cannot service post cards with in- 

complete addresses. sales 

only 

disp! 

and | 

store 


Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 4/16/53 
Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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BUSINESS REPLY CARD 


No postage necessary if mailed in the United States 











Be sure to give your 
full name and your 


full address. 


POSTAGE WILL BE PAID BY 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 
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CAMILLUS 








More people ask for 


CAMILLUS pocket knives by name™ 





icts, 
ore And this NEW DISPLAY is 
eal STEPPING UP IMPULSE SALES COUNTRY-WIDE 
ost 
This compact, permanent display 
You now helps you sell EVEN MORE of 
om the top quality Camillus pocket knives 
ish. —the most asked for brand throughout 
the country. That’s an unbeatable com- 
d bination for quick profits: the most 
_ wanted merchandise with the finest 


sales making merchandiser. Measuring 
only 10” x 1514” x 9” this open stock 
display holds 12 Camillus pocket knives 
and 1 eye-catching fishing knife. Locked 


storage space in rear holds ample stock. 
No. 52-12 





CAMILLUS pocket knives have won their leadership 
sy because they feature: 


rd 
‘ @ custom formula surgical steel, the finest, @ solid, unbreakable handles; brass linings; 
” toughest, cutting steel available. solid nickel-silver trim. 
je. . , 
@ expert workmanship by skilled crafts- 


@ famous Tru-TAPER blades, tempered and 


. : men, many of whom are second and third 
hand-honed under oil to the amazing 


generation workers at Camillus, in Knife- 















PERMANIZED edge that defies dulling. town, U.S. A. 
NAN See the new Camillus i“ 

\ Deluxe line of pocket you do not already am 
WY knives with genuine bone gee 2k your jobber salesman toch | 

\ stag handles — for national orate information about the 

the whittler or craftsman __. displays ond cone Point-of-sales 

who wants the best. OF write ys soll a available, 

J ores ‘ct for name of 

*Popular Mechanics’ brand name survey i - nae av 








CAMILLUS CUTLERY COMPANY 


ir 
- 4 Genesee Street, Camillus, N. Y. 
One of America’s Oldest and Largest Manufacturers of Cutlery 
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fees : 
General Mills 


Tru-Heat Iron and 
Steam Attachment 





) 









FOR & LIMITED time Onty 





Now your Cuslomens 
can STEAM IRON the 
Bett Crocker 


hor only 92. 


Pictured is poster from FREE Spring display kit. Order 
your kit direct from General Mills, 1620 Central Avenue, 


iP 
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WHAT'S NEW 





packets keep contents fresh. They 
are odorless, harmless and can be 
used over again by placing them in 
a heated oven. Each package re- 
tails for 49¢ and consists of three 
packets in a polyethylene bag. Dis- 
play rack comes with original order 
of 2 doz. or more. Dryroz, Inc. 

For more data circle No. 21 on postcard, p. 159 


Folding Seat 


Made of lightweight aluminum, 
reinforced with steel, the Sport 
Seat has a rubberized-hair padded 





stad 


~~) 


seat, covered in weatherproof can- 
vas duck, with matching backrest 
in red, blue or green. It weighs 2%4 
lbs., will support any weight and 
folds for easy carrying. Seat fits 
any boat or bleacher type bench. 
Suggested retail, $4.95. All-Lumi- 
num Products. 

For more data circle No. 22 on postcard, p. 159 


Woodworking Machines 


The Power Shop line of radial 
arm woodworking machines has 
been re-designed with the arm now 





3 in. longer and the work table 3 
in. wider and 4 in. longer. Ma- 
chines can now rip to center of a 
4 ft panel. Operational controls 
have also been re-designed making 
them more convenient, more easily 
visible to the operator, and easier 
to manipulate. MB models are 
available in % and % h.p.; GW 
models come in %4, 1, and 1% h.p. 
models. DeWalt, Inc. 


For more data circle No. 23 on postcard, p. 159 


Picnic Grill 


Red, silver and black picnic grill 
is compact and portable, and can be 
used indoors as well as outdoors. 
Draft control assures fast starting 
of fire and full control of flame, 
eliminating scorched foods. It also 
features black, heavy gage, U- 
shaped fold-away legs which fold 
inward, one over the other, all 
within perimeter of grill. Rust- 
proof, silver color grill provides 17 
in. diameter cooking surface, and 
hinged grill handle folds for pack- 
ing. Brazier is 4 in. deep and of 





sturdy 22-gage steel in red finish. 
Retail price is $4.98. Rochester Can 
Co. 


For more data circle No. 24 on postcard, p. 159 


Child's Lunch Kit 


This Universal All-American 
child’s lunch kit features an educa- 
tional three-color map of the United 
States with the names of the states 
and illustrations of principal prod- 
ucts and points of interest. It has 
identification nameplates in sepa- 
rate envelopes with instructions for 
application. All-steel, flame-red and 
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ned making the Dripcut line is growing in sales, demand and importance o, 


in store after store throughout the country. Now with 
“and easier the many new additions to this famous line of dripless 
mefsls are servers, you'll find this a more profitable line than ever before. : 
| hp.; GW DECORATED DRIPCUTS. gay and colorful three-color 
ind 1% hp decorations on sparkling glass containers bring a new note 
2 of smartness — creates added eye-appeal. They are 
wonderful gift items, either decorated or plain. 


more easily 
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at WRITE FOR ILLUSTRATED CATALOG SHEETS 
hex ON THE COMPLETE LINE OF DRIPCUT PRODUCTS 


947 east 62nd street 
los angeles 1, california 
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CHOPPER 
_ WHITE, YELLOW, RED, CHR 


OME 
FOUR COLORFUL BASES 


red finish. | ( om ‘ £S a REAL PROFIT MAKER! 


h ¢ C Ss mos e icien an 
a America's mest efficient and Alea stock g FEATURE 


beautiful chopper is now avail 


able in four gayly-colorful bases THESE EXTRA PROFIT 
to make it more desirable than 


— ever. Styled to the new trend of ACCESSORIES! 
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JUICER-PUREE ATTACHMENT ALL-PURPOSE GRATER ATTACHMENT 


modern kitchen decor—nationally 
advertised—this revolutionary 










-American : a 
new kitchen appliance will earn wx eee 


ac oduce- for you bigger profits, greater vol- 
the United ume sales throughout the whole 
the sate year. Stock up and cash in on the 
ripal prod- demand. 
st. It has 


ee | cen: Oe EA 2)" 7). ENTERPRISE MFG. CO. of PA. 


ne-red and PHILADELPHIA 33, PA. 
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Step up summer 
sales with SPECO 


chemical moisture absorbent 


Removes up to ten times its 
weight in moisture from the air 


e For fast turnover during 
hot, humid summer months 
...sell HUM-I-DRI. 

HUM-I-DRI dries up damp 
basements... protects metals 
against rust... prevents mil- 
dew on leathers and fabrics 
... absorbs moisture in laun- 
dries and kitchens. 


¢ requires no “baking” or drying 

¢ furnished with reusable metal 
drip pail 

¢ refills available 

° a necessity for every home! 


5-Ib. unit $1.95 (refill $1.35) 
10-Ib. unit $3.95 (refill $2.45) 


ORDER 
HUM-I-DRI 
TODAY! 


HUM-I-DRI is a companion 
of ICE REM ice melting pel- 
lets, RAIN REM fabric water 
repellent, RUSTREM anti-rust 
paint and 54 other famous 
REM products. 





A-7152 


SPECO, Inc. 
Pecaems Phovvers 


7308 Associate Avenue © Cleveland 9, Ohio 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 159. 


gray, it has collapsible metal han- 
dle, air vents, rounded corners, self- 
locking latch, and contains Shur- 





Grip half-pint vacuum bottle ribbed 
for safe handling. Landers, Frary 
& Clark. 


For more data circle No. 25 on postcard, p. 159 


Steamer Rack 


Made of steel wire with a bright, 
metallized rust-proof coating, this 
adjustable steamer rack can be 
made to fit any size round pan from 
1 qt. up. It flattens out for use as 
a trivet or as a cooling rack for 
cakes, pies, or other baked goods. 
Its main use is for steam cooking 
meats and vegetables. It comes 
equipped with two removable wire 





handles for easy, safe and sanitary 
lifting from hot pans. Retail price 
is $1.25. Ekco Products Co. 


For more data circle No. 26 on postcard, p. 159 


Soldering Tips 


Bernz-O-Matic soldering tips are 
designed as a simple attachment 
to the Bernz-O-Matic torch for use 
with the pencil burner unit only, 
Tips come in two sizes and retail 
for $1.95 (shown here), and $1.75, 





and can be used in any soldering 
task from jewelry to sheet metal 
work. Torch operates on propane 
gas giving tips greater adaptabil- 
ity, instant use, adjustable heat 
and self-contained unit. Otto Bernz 
Co. 


For more data circle No. 27 on postcard, p. 159 


Metal Treatment 


This metal treatment for motor- 
ists and home owners prevents or 
removes rust or makes paint stick 
to any metal. Known as Metal 
Treat, it is used undiluted for rust 
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removal, and diluted to prevent rust 
or act as a pre-primer. It comes in 
12 oz. bottle of concentrate which 
makes full gallon when diluted and 
sells for $1. Counter display is pro- 
vided with each case of 24 bottles. 
Klean-Strip Co., Inc. 


For more data circle No. 28 on postcard, p. 159 


Electric Lawn Sweeper 


Called the Lawnmaster, this elec- 
tric lawn sweeper is powered by 
1/3 h.p. motor and propels itself 
while rotary brushes clean out 





leaves and matted rubble from the 
turf. Handy lift-out basket of 
tough canvas duck lifts from brack- 
ets on the steering frame so that 
sweepings can be carried and 
dumped without spilling. Brushes 
and housing are adjustable to suit 
all lawn conditions. Parker Sweeper 
Co. 


For more data circle No. 29 on postcard, p. 159 


Lamp Reflector 


This lamp reflector screws into 
any standard light socket. Called 
Jiffylite, it has a two-piece plug 
and socket; lamp screws into reflec- 
tor which in turn screws into light 
socket. Inside surface of reflector 
is finished in titanium-white; out- 


oe 





side surface is attractively finished 
in cream-colored porcelain. Unit is 
sturdily built, with a rolled edge for 


(Continued on page 168) 
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Increase your profits by investing one square foot of your valuable 
floor space in a Wagner display. You'll find that the Wagner will 
earn more profits for you per square foot than most items. 


Here's why! 


When you show your customer that only the Wagner has Mov-O- 
Matic Combs that move in and out of the brush to keep it clean so 
it can sweep clean, she'll not accept — less. And Mov-O- 
Matic Combs are just one of the ten exclusive features found only 
in a Wagner. 


Boost your sales by selling that "extra something” found only in a 
Wagner! 


You need a Vacuum Cleaner once a week 


YOU NEED A 


KOMBED-KLEANED SWEEPER 


E.R. WAGNER MANUFACTURING CO. 
Dept. HA, Milwaukee 16, Wis. 
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First offer to = | = 
hardware dealers... | ° 
the nationally 


advertised sensation 















dinnerware molded of Melamine plastic! 


Here’s bread and butter...and gravy, too! 























* Prepackaged starter sets and service sets give you 
big unit sales at package prices. 


%* Open stock in two patterns gives you added 
sales and added profits. 


No shrinkage in stock to cut into your profits with 
Brookpark dinnerware! It’s molded of the wonderful new 
Melamine plastic... won't chip, crack or break 

(unless you hit it with a hammer, of course!) You 

can display Brookpark so customers can 

handle it, see for themselves its lustrous beauty 


and break-resistance, and never worry about damaged 
stock! Display rack, display cards and newspaper 
mats are available to help you sell. 





Bi tele) 47-1 


vesigner s square 


Display Rack shows Brookpark — stocks it — compliments as 


e. Safe in auto 


sells it! Small space unit for easy stock control. Good 


a Rei s d hartre om 
deliveries minimize inventory problems. “isi cheoe dad 


H ment. Prepackage 


piece of Broo 
normal house! 


Nationa! 


Better H 
House B 
New Yor 
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Fastest selling plastic dinnerware on two counts... wy 


Beautiful design and guaranteed Sp 


break-resistance! i ( a 
molded of Melamine plastic 


styled by Joan Luntz 


















| BROOKPARK Modern Design BROOKPARK Desert Flower 


Vesigner’s square shape and decorator colors in dinnerware as inviting New jpe shape with decorative 





compliments as fine china, yet it defies the hard knocks of everyday 





», Safe in automatic dishwashers. Solid color sets or combinaticns never a mar on its satiny finish. Non 





hartre use, emerald, burgundy, and pearl grey, or ra nbow assor brown, slate blue, canyon g 





gray Packaged in |l6-piece and 8-piece starter sets Open stock 





nt. Prepa kaged starter sets. Open stock 





Replacement is guaranteed on any 
piece of Brookpark dinnerware which chips or breaks in 
normal household use within a year. 


Ask Your Jobber for BROOKPARK by name or send 
for catalog sheets and full information. 

International Molded Plastics, Inc., Dept. HA 

Cleveland 9, Ohio 


Rush catalog sheets and full information on Brookpark to: 


Nationally advertised in 


Better Homes & Gardens, American Home, 
House Beautiful, House & Garden, Living, 
New Yorker, Good Housekeeping 


Nome 
Store Name 
Address 


City, State 


molded plastics, inc., cleveland 9, ohio 


creators of BROOKPARK, ARROWHEAD and EFFICIENCY WARE . A 
My jobber is 


How to make 


Quick, Easy 


flush-to-wall 


Installations 





 Gagoorteal 


Gas Range Connectors 


Superseal’s long, 10° tapered cone 
makes positive, leak-proof connec- 
tions certain every time. With their 
heavy, tapered fittings and special 
alloy aluminum tubing of .049” wall 
thickness, Superseal Connectors can 
be tightened without danger of 
shearing tube or damaging fitting. 
They can be bent close to the fitting 
to make a neat, flush-to-wall instal- 
lation. Superseal Connectors are 
certified by the American Gas Asso- 
ciation and are listed by Under- 
writers’ Laboratories. They are pro- 
duced in any combination of female 
elbows and male or female adapters; 
3/4-inch pipe thread; 12 to 60-inch 
lengths; cadmium plated. Over 400 
U.S. distributors. Call the one that 
is nearest to you. 


“Every Superseal Fitting 


Duper 


N 





COLUMBIA MALLEABLE 
CASTINGS CORPORATION 


COLUMBIA, PA 











WHAT'S NEW 








@ For more information on these products and services 


use free post card on page 159. 


added strength. It has 3 in. depth 
and comes in 10 and 12 in. diam- 
eters, retailing for $2 and $2.50, re- 
spectively. Abolite Lighting Div., 
Jones Metal Products Co. 


For more data circle No. 30 on postcard, p. 159 


Floor Circulator 


Functional styling is featured in 
this Air King floor circulator that 
is finished in a rich mahogany. 





Available in only a 12 in. model, it 
has three speeds and comes with 
four rubber-tipped legs. It is rated 
at 3200 cfm and is priced to sell 
for $29.95. Berns Mfg. Corp. 


For more data circle No. 31 on postcard, p. 159 


Paint Roller Kit 


This paint roller kit has a 7 in. 
roller with rust-proof parts and a 
choice of genuine lambs wool for 
flat and semi-gloss paints, or gen- 
uine mohair for enamel and rubber- 
base paints. Called Swiftee, the kit 
has a tray with turned edges which 





prevent scratching or cutting; it 
is finished in bright red, baked 
enamel. Wide clip at shallow end 
locks tray securely to ladder-tops. 
Retail price is $1.98; rollers alone, 
$1.19; replacement cylinders, 79¢; 
trays, 79¢. Colonial Brush Mfg. Co. 
Ine. 


For more data circle No. 32 on postcard, p. 159 


Paint Mixer 


This heavy duty 5-gal. paint 
mixer also color blends and condi- 
tions paint. It has self-sealing lid 
that can be removed without taking 
paint can from machine to test 
paint and add color. It will not leak 
and operates smoothly and quietly. 
It shakes 5 gal., 2 gal., or a 4 gal. 
carton. Measuring 25x24x24, it has 
heavy duty 110 volt, 60 cycle AC 
motor and electric timer built-in 





which permits machine to run un- 
watched and shuts off automatical- 
ly. Priced at $340. Harbil Mfg. Co. 


For more data circle No. 33 on postcard, p. 159 


Pocket Knives 


Jack-Master pocket knives now 
come with attractively finished 
shields on their handles and are on 
three-dimensional display designed 
to cut pilferage and add eye appeal. 
Display holds 12 knives mounted on 
two built-in sliding panels and has 
four-color simulated castle design. 
Knives have two fine steel blades, 
hand edged, with stagged handles 
in assorted colors or of simulated 
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Cuts inside holes 
without drilling a 
. starting hole. 









HAND SAW SCROLL 
BAND 
ye | fast ago and hard JIG 
wood, soft metal, bone, plastics, 
hard rubber, cement sheet, CROSSCUT 
pressed wood, etc. COPING 
Cuts 2" Wood Beams KEYHOLE 


Write for Literature 
Sold and Serviced in Principal Cities Throughout U.S.A. 


VICTOR J. KRIEG, Inc. 


Exclusive Importer 
611 Broadway, New York 12, N. Y. GRamercy 7-5757 
LTT Some Sales Territories Available RRR eR 














THE ORIGINAL 
—AND STILL “CHAMP”! 





XCELITE 
Combination —$_feF} 
Detachable ay eee 
Screwdriver _—_—_—_O ss 


Some Top Buys 
For Your Customers— 


In 1939, when XCELITE intro- 
duced the first combination-detach- 
able screwdriver, it took hold in- 
stantly. Today, though dozens of 
bargain-basement imitations are on 
the market, users know that there’s 
still no better buy than XCELITE. 
And dealers know that XCELITE 
customers are the kind that come 
back for more. May we mail you 


an XCELITE catalog? 


XC E LITE, INCORPORATED 


(Formerly Park Metalware Co., Inc.) 


Dept. G 
Orchard Park 
New York 
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“"RiGaI(D” | 
means more || 
service for 

your money || 


Rifkatb> 


Cutters 

6 sizes— 

Y%"’ to 6’” pipe— 
4-wheel cutters to 4”” 





Thousands of Wholesalers agree— 
faster turnover when you sell 


RIGCESID 


Heavy-Duty Cutters 


There’s a big difference in pipe cutters—and your 
customer is sure of it the first time he slaps a 
Rite on a pipe (any kind) and sees how easily 
cleanly it rolls through the metal. Bedutifully bal- 
anced for easy action. Factory tested for perfect 
tracking—and guaranteed warp-proof housings of 
special malleable hold it. High alloy thin-blade or 
heavy-duty cutter wheels that leave practically 
no burr. For easy fast-turnover and profits, push 
RIGea(b’s. Write for the facts. 





THE RIDGE TOOL COMPANY e ELYRIA, OHIO 














WHAT’S NEW 


pearl. Knives retail for 59¢ each. 
Imperial Knife Associated Cos. 


“Now You Can ss” 


by the Trend 























CAT. NO. B-16-AC CAT. 


towards 


ALL- 





NO. S-12-ACE 


A TWO-UNIT SALE 


at a High Gross Profit for You! 


Sanette announces, with pride, a glistening new 
ALL-CHROME waste basket and a brilliant ALL- 
CHROME Sanette with seamless white porcelain 
pail, 


Beautiful and sparkling with their mirror -like 
finishes, — these two new Sanette items will bring 
you extra, profitable sales volume, resulting from 
the trend towards chromium in the kitchen. 


All the know-how of 28 years specializing in the 











CHROME” | 











For more data circle No. 34 on postcard, p. 159 


Boat Sanding Pad 


This Flexbac sanding pad, of soft 
sponge rubber construction, con- 
forms to every curve of hull, spars, 
deck and cabin top. It sands down 
old paint, cuts down protruding 
seam compound and sands between 
coats when new paint is applied. 
Pressure-sensitive adhesive on face 
of pad makes it easy to attach and 
remove sanding discs. Pads come 
in 41%, 5% and 8 in. sizes, and when 
used with No. B5811-14 adapter 
they can be operated with 14 in. 
drill. Fastcut pad, made of harder 
rubber, for a faster job, is also 





available. Fastcut pad and 8 in. 
Flexbac pad retail for $6 each; 4} 
and 5% in. Flexbac pads, $5 each; 
adapter, $1. Carborundum Co. 


For more data circle No. 35 on postcard, p. 159 











y. 


design and manufacture of America’s best-known Cutl T 

kitchen cans has gone into the perfection of these ary vou r. 

all-chrome receptacles, — leaders in QUALITY, in Here is a five-compartment cut- o im 

VALUE, in SALABILITY. Be sure to have them on lery tray with new wedge-proof depend: 

your floor. nesting design that eliminates bind- them v 
ing and breakage. Made of polysty- ing tab 

MASTER METAL PRODUCTS, INC. rene plastic, it has tapering side J | sore 
walls for easy stacking and rounded 

lnossrian al nine eniendh corners for easy cleaning. Measur- 
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CQ WN WN OSS 


The first ironing table made 
4 for people with Knees! 





$1295 


FAIR TRADED 


ASE SS 


SV 





AN ANN WA. 
SSNS SAN WS SY 








"Biggest hit of the 
housewares show!’ 


~~ F 
| > 


@ 

@ The January 20, 1953 issue of Retailing Daily, the 
country’s leading paper for department store merchan- 
disers, reported, “‘Of all new items being shown at the 
Navy Pier it has been the general feeling that The J. R. 
te Company outdid all others with its new ironing 

rd.” 

Women want the first table designed for comfortable 
sit-down ironing . . . with its ten fingertip adjustments 
that give comfort-level ironing whether a woman is 





’, 








Cother Rud, 


Ridjid clothes racks 


always in demand 


| @ Famous Rid-Jid Clothes Racks are 
| dependable money-makers, too. Order 
them with the new Knee Room iron- 
ing tables and ladders in mixed-car 
lots—keep your inventory down and 
save on shipping costs. 


short or tall, sitting or standing. Gleaming chrome 
legs and sunshine yellow baked enamel top catch the 
feminine eye. 

Better make your next order for ironing tables about 
20% bigger than usual . . . this new Knee Room table 
sells faster than anything you’ve ever seen. And power- 
ful ads in Life and other leading magazines are building 
up a huge demand. 


Best Sellers 


America’s 
most popular ladders 


@ Rid-Jid Stepladders and Exten- 
sion Ladders have become the na- 
tional standard because of superior 
quality, reliability, handsome es 
finish and great eye-appeal. 4 f nap 


- iN AMERICAN 


HOUSEWARES 


Kite Kam 


ADJUSTABLE ALL-STEEL IRONING TABLE 











The J. R. Clark Company 


SPRING PARK, MINNESOTA 
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You'll Agree 
“UNIVERSAL 













IS BY LONG ODDS 
THE BEST LINE TO HANDLE! 


| EATERIES BAEC 
A thoroughly complete line for every hand-spraying and dusting 
application. 


Sold only through jobbers — with the same square deal for 
everybody — assures quick delivery and a full 50% mark-up. 





Finest designs and workmanship — products of the 
most modern factory manufacturing sprayers exclusively. 


Backed by sensible and effective merchandising aids. 
* : 
Ask your jobber for complete details. You'll 
agree that UNIVERSAL is by long odds the best 
line to handle. \ 





_— 8 £ 
UNIVERSAL METAL PRODUCTS CO.) a | 


SARANAC, MICH. : 


\s b 


— 





Build Lawn Supply 
Sales with 













@ Capitalize on the popularity of this 
handy lawn tool! Saves time and sore 
backs...cramped fingers. Makes edging 
fun, easy! Continuous scissor action. 4’’ 
rubber wheel. 48’’ hardwood handle. 

4 brass, double action pump. 


, Lar 
VY) fi. / 5 ft. fin i 
Je dhaf ft 4 . finest quality spray hose 
ih f MA with bucket strainer. Adjust- lod 
able nozzle throws 20 to 30 








Garden and tree 
sprayer. Easy 
operating, solid 








As advertised in 








Shearing ft. spray or fine fog mist. House & Garden 
° Unexcelled for an 
Action ! spraying gordens, House Beautiful. 










flowers, white- & 
wash, weed or £9 
brushkillingso- & 
lutions. Popular 
with ladies as not 
tiresome to use. 
Lasts many years. 
Big seller, individ- 
vally mounted on 
attractive display 
card. 


D. B. SMITH & a iY 
Teagan ft taven® = \ 


Canadian Rep. G. L. Cohoon 
1265 Stenley $t., Montreal 2, Canada 


with patented spring-set 
blade trims clean through 
grass or weeds... never 
digs or plows! The secret 
is in the spring. 


Dealer Sales Helps 


include colorful floor display stand, sales 

folders, catalog sheets and free news- 

paper mats... all to boost your sales! 
WRITE TODAY for complete details 
on three models and Bulletin HA416. 


Amplex ENGINEERING, INC. 
NEW CASTLE, INDIANA 
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WHAT'S MEW 


ing 13% in. long, 10 in. wide and 
1% in. deep, it comes in Burrite 
jewel tones and Desert tones. Sug- 








gested retail price is 98¢. Four- 
compartment tray, with same con- 
struction features, is 1234x7%%xl% 
in. and retails for 79¢. Burroughs 
Mfg. Corp. 


For more data circle No. 36 on postcard, p. 159 


Head Lantern 


Here is a powerful new Volkano 
sealed beam head lantern which 
throws a clear, steady beam up to 
a half mile. For fishermen, hunt- 
ers, farmers, and all sports men, it 
weighs only 12 oz. and is compact 





for easy portability. Lantern comes 
packed in attractive counter dis- 
play box. Richberry Electric Co. 


For more data circle No, 37 on postcard, p. 159 


Reflecting Brooder 


Known as Infra-Matic Reflecting 
Brooder, this infrared brooder is 
designed to always give even heat 
coverage over a 300-to-500-chick 
brooding area, eliminating hot and 
cold spots. Each of four mirror- 
surface reflectors cast identical 
heat patterns to the same floor 
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KNICKERBOCKER 
WATER~ &%. 


HOSE CONNECTION 
"Takes" WATER FROM 
ANY FAUCET 
WHEN ATTACHED 
TO YOUR 
GARDEN HOSE 
Handy rubber faucet attach- 
ment that fits into garden 
hose coupling For filling 
washing machines and wash- 
tubs, for lawn hose, for 
washing car. 
Packed six to attractive 


display card (No. 75) or on 
individual card (No. 76) 


Order from your jobber today 
or write for catalog to 


Knickerbocker Rubber Company 


6101 S. MAY STREET el ley \clomy ame aa), [e))) 





ter PROFIT. and SALES 
Orth the TOP QUALITY 


SURE-GUIDE 


TANK BALL 


THE SURE-WAY TO 
STOP TOILET LEAKS 


Made of the finest quality rubber 
to prevent swelling or distortion 


COMPLETE 
WITH 
ROD 


through Authorized Jobbers and Distributors Or Write to: 


FRANKLIN METAL & RUBBER CO. 





2701 N. BROAD STREET @ 
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For Rotary Mowers, too 


...1T'S Facolsen 


There’s customer acceptance in the name 
Jacobsen ... acceptance built up through more 
than 30 years of leadership in the develop- 
ment of quality reel-type power mowers. 


Jacobsen Rotary Power Mowers measure 
up to the same high standards of quality and 
performance, for in their design they have 

drawn on the same wealth of pioneering 

and manufacturing experience. 


So why not play it safe? Sell the 
line of rotary power mowers 
that carries the 
Jacobsen name. 





Jacobsen Manufacturing Company 


RACINE, WISCONSIN 
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Sell this water filter set 
that answers the 
“distilled water” problem 


The perfect “tie-in” for your steam iron sales 
...@ sure-fire item produced by a water- 
engineering company well known in the in- 


dustrial field. 


Convenient, low-cost way for your custom- 
ers to get the kind of water (mineral-free) 


their steam irons need! 

Water produced by 
the “Wantz"” Water Fil- 
ter is also ideal for use 
in vaporizers, bottle 
warmers, ice cubes, bat- 
teries, etc. 


Simple, Fast 


1 TAP WATER goes in here. 

Excess flows over protec- 
tive rim which prevents unfil- 
tered water from entering jar. 


2 WATER FILTERS through 
tube of “Wantz" filter 
compound which removes 
minerals ond alkalies from 
tap water. 


DE-MINERALIZED WA- 


TER (mineral-free, like 
distilled) comes out here. 





profit from filter sales, profit from refills 


No. C-600: Filter 
and six tubes of 
filter compound, 
$2.98. 





fills, 98¢. 


Es a > 


| (= No. FS-100: Filter [> (= 
GY] ¢ eeoee. | and one tube of fil- - 

‘ = ter compound, 98¢. 
No. R-200: Two re- 


hele) 


Write today for complete details 


WATER FILTER 





ILLINOIS WATER TREATMENT CO., ROCKFORD, ILL. 
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@ For more information on these products and services 
use free post card on page 159. 


area. Desired temperature can be 
maintained by using one to four 
lamps, two of which are operated 
by an automatic thermostat. Easy 
disassembly allows it to serve as 
four individual pig, lamb or calf 





brooders. Of sturdy construction, 
all metal parts have rust-resistant 
finish. Rhinehart Co. 


For more data circle No. 38 on postcard, p. 159 


Power Lawn Mower 


This redesigned Royale De Luxe 
power lawn mower is a 21 in. reel- 
type model with a 134 hp., four- 
cycle Power Master engine. It has 
heavy duty wheels with extra wide 
precision molded gears. Other fea- 
tures include a bigger, stronger 
steel handle, automatic re-wind 
starter, and completely shielded 
clutch and drive. Handle stands 





straight up for easy storage; in 
use it is adjustable. Non-slip roller 
chain and steel sprockets provide 
full engine power to wheels and 
blades, all completely enclosed. Cut- 
ting height is from % to 2% in. 
Reo Motors, Inc. 

For more data circle No. 39 on postcard, p. 159 


Goose Decoy 


Added to the Victor line of 
molded fibre decoys, this full-sized, 
three-dimensional Canadian Goose 
decoy is realistically molded and 
painted, has life-like glass eyes. De- 
signed for field use, stake-type de- 
coy can be converted for water use 
by attaching extension to wooden 





stake. Feeding and upright heads 
supplied. Also available is a Blue 
Goose decoy with the same fea- 
tures. Retail, approximately $25 a 
doz. Animal Trap Co. of America. 
For more data circle No. 40 on postcard, p. 15° 


Cabinet-Lavatory 

Featuring one - piece, no - seam, 
water-proof, acid-resisting porce- 
lain steel bowl and dressing table 
area, and steel cabinet with baked 


ass ee A 





on enamel finish, this cabinet-lava- 
tory comes with dressing table area 
on either the right or left of bowl. 
Called Coronet Model CL-3420, it 
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HUMIDITY CONTROL OFFERS 
YOU BIG SUMMER MARKET 


DOWFLAKE will solve your customers’ humidity problems 


by drying the air quickly, silently and economi ‘ally 


ig; 


; | ¢S) : 


{ 





Warm weather brings those high humidity days and 
this means your customers are going to be asking for 
help. What can you do for them? Do you have a good 
supply of “humidity control’ on hand? 


Dampness in basements, workshops, closets and storage 
areas is a problem in almost every home. Moisture in 
the air causes rusting of tools, produces mildew which 
spoils leather, paper and fabric articles. Dowflake”, 
(Dow calcium chloride 77-80%), placed in an inexpen- 
sive dehumidifier, goes to work immediately. It absorbs 


this excess moisture through silent, safe chemical 


you can depend on 
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DOW CHEMICALS 





action, thereby providing efficient humidity control. 
Be sure you’re taking advantage of this great market. 
Stock and sell Dowflake and dehumidifiers and guaran- 
tee yourself greater store traffic, 
profits. Dowflake is inexpensive and available in con- 


repeat sales and 


venient 25 pound bags. 

Call your Dowflake distributor today and stock up for 
the humid weather ahead. Be sure to ask him for 
attractive promotional material designed to help you 
sell your customers. THE DOW CHEMICAL COMPANY, 


Midland, Michigan. 























No 


ws the time to stock up on 
EVEREDY 


— BOTTLE CAPPERS 













because it’s so easy to use. 


spring; steel base. 


bottle after capping. 


position after capping. 
shipping carton. 
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for 
FRUIT JUICES 
VEGETABLE JUICES 
CATSUP 
ROOT BEER 


FREDE 





“HOME BEVERAGES 


me 72¢e EVEREDY@. 


RICK 


#250 CLIMAX CAPPER 


Largest selling Capper in the world. Easy to sell 
Main post is heavy gauge 
steel, with a comfortable steel handle and reacting 
Capper is adjustable to bottle 
size—throat of Capper has rubber washer to release 
Handle springs back into 

#250 is packed 12 to 


T 


inside and outside. 


MAKER 


#150 GEAR TOP CAPPER 


Durability is your big sales point with #150. The 
main post is unbreakable U-Beam steel, with a heavy 
base for extra stability. The heavy geared throat 
and handle make sure of steady pressure for positive 
capping of all sizes of bottles. The throat of this 
Capper makes an indentation in the top, and crimps 
the outside of the cap to make an air-tight seal—both 
Packed 6 to a shipping carton. 


There’s big profit for you in each one of 
these bright red Everedy Cappers. 
Especially if you display them; demon- 
strate them and let customers try them 
out. Today there’s more and more home 
bottling—you'll need more and more 
Order your supply now— 


Cappers. 
phone your jobber today. 


MARYLAND 


UTEN 


HROME KITCHEN 






WHAT’S NEW 


provides storage space for toilet 
articles and also hides plumbing. 
It is 34 in. long and 20 in. deep, and 
fits into average bathroom. Offered 
in white only, it has chrome fit- 
tings, roomy drawer, double stor- 
age compartment with handy shelf, 
wire storage basket for cleaning 
compounds, self-draining soap dish, 
and spring door hinges. Shirley 
Corp. 
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New Paint Colors 


Red, gray and green colors have 
been added to the line of Rustrem, 
anti-rust paints for use on all 
metals both indoors and outdoors. 
Paint can be applied right over 
rust without wire brushing, scrap- 
ing or sandblasting. It resists 
moisture, temperature changes, 
chemicals, acids and fumes. Other 
colors in line are black, aluminum 
and clear. Speco, Ine. 


For more data circle No. 42 on postcard, p. 159 


Weather Proof Lampholder 


Made of heavy steel, cadmium 
plated, this No. 120 Clamp-On 
weatherproof lampholder comes 











complete with adjustable bracket, 
strong clamp-on spring and 6 ft. 
cord set. For use on farms, in win- 
dow displays, automobile repair 
jobs, etc., its list price is $3. No. 
121, same as No. 120 but with 6 ft. 
indoor cord set, lists for $2.75. 
Afco-Lite Corp. 
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Measuring Set 
This four cup measuring set, No. 


| 583, has liquid ounce measurements 
on the inside of cups for right and 
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PLASTIC BOXES 


For Every 
Purpose! 


*, 


z ‘These transparent f 
3h; plastic utility boxes 2 
‘sell on sight! Your _ 


{| HARDWARE 
b. TOOLS 
- BUTTONS 
; JEWELRY 
- HAIR PINS 
_ TOILETRIES 


- customers’ can use — 
them for keeping — 
small items neatly | 
stored . . . easily — 
identified. Available : 
in 6 sizes with a’ 
choice of 24 com- 4 
- partment designs. . 
- Write for samples: . 
and prices today! — 














BUILD SPRING 
BUSINESS 


Here’s the Dust Pan that 
makes sweeping easier 
—the exclusive “no 
stoop” feature, with in- 
dentations and formed 
edge permit this pan to 
hug the floor. 

Sturdily constructed 
from one piece heavy gauge steel gives extra service life. 
The easy-grip comfortable steel handle makes a big hit 
with all users. All corners are corrugated in perfect pat- 
terns for extra strength. Each have convenient hole for 
hanging. Available in bright enamel decorators’ colors. 





See Your Jobber or Write to 


PATENT NOVELTY CO. 


Dept. HA Fulton, Ill. 
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IMMER! 






Ever stall 


TRACE MARK 


ALUMINUM Gothestine 


BIG PROMOTION PROGRAM 


NATIONALLY ADVERTISED TO OVER 
30,500,000 READERS 


Your customers will see Nichols Never - Stain 
Aluminum Clothesline ads regularly in their fa- 
vorite home magazine this year, This powerful 
national advertising campaign can help you 
build your sales. 


LOCAL NEWSPAPER MATS AVAILABLE 


Tie in with your plans to boost sales by adver- 
tising in your own local newspapers. Ask your 
jobber salesman, or write direct to Nichols, for 
newspaper ad mats that bring new customers 
to you. 










COLORFUL WINDOW STREAMERS 


Invite customers inside by displaying this 
big 12” x 48” streamer in your window. i 
uae 


YOUR SALES HAYMAKER 


Free colorful sales-getting counter dis- 
play stand will bring you bigger profits. 
WATCH IT WORK! 





NICHOLS 


WIRE & ALUMINUM COMPANY 
DAVENPORT, IOWA 


















dipped in rust-resistant Alloyed 





any kind 


! Zine, it has leak-proof seams and used "to 
long - wearing, corrosion - resistant —— 
surface. Wheeling Corrugating Co. ru my" 

man 0. 








@ For more information on these products and services 
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Paint Brush Cleaner 


For more d 


use free post card on page 159. Called Nu-Brush, this non-in- ani ” 

flammable brush cleaner recondi- De-M 

left handed women. One cup has 10-Q#. Pail tions even the hardest brushes sto 
o-dr s — ups : , , aera 

ae 0 gag eA Called Mix-Pail, this new 10-qt. eggs as 

pail has quart markings stamped Now kn 

permanently on the inside surface. Moth, it 

It simplifies mixing of household musty ¢ 

cleaners, garden sprays, paints, can be } 

dry feeds, and other liquids and Vu-Mati 





and bottoms. Four cups nest with 
ring fastener and have radius cor- 
ners for easy cleaning. Cups come 
in red, yellow, green, and blue, four 
colors per set. Suggested retail 
price is 39¢ per set. Federal Tool 
Corp. 
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solids. Made of sturdy steel, hand- 








with an emulsifying action that 
loosens old paint and restores nat- 
ural pliability to the bristles or fila- 
ments. It is non-toxic and devoid 
of any ingredient which can harm 
hog bristles, synthetic filaments, or 








IT PAYS 10 SEL 





DELIVERS 50% 4-PLY CONSTRUCTION 


LOWEST COST TIRE-CORD 


PER YEAR 


Figure it out! The 50-foot 
Supplex Tuff-Ply Standard 
Hose, retailing for $8.95, 
is guaranteed in writing for 
10 years. That means it can 
never cost your customer 
more than 


B9V2¢ per year! 


REINFORCED 


Tough braid of high- 
tenacity rayon tire-cord is 
knitted OVER the inner 
tube. Supplex is the ONLY 
all-plastic hose reinforced in 
this way, for superior 
strength and kink-resist- 





MORE WATER 


Many hoses advertised as 
all-plastic have a rubber 
inner tube. Supplex inner 
tube of mirror-smooth vinyl 
plastic delivers 50% more 
water than rubber inner 
tubes of the same bore. All- 
plastic Supplex Tuff-Ply 
Garden Hose is 24 LIGHTER 
THAN RUBBER! 


Viny! plastic outer sheath 
protects inner hose agcinst 
sun, oxidation, abrasion and 
hard use. Inner jacket, fused 
te inner tube only, locks tire- 
cord reinforcement in plicce, 
yet allows it to move freely 
for flexibility and kink resist- 
ance. Heavy full-flow cov- 
pling machined from solid 
brass, is leak-proof, rust- 
proof, delivers more woter 
than ordinary couplings. 








t Alloyed 
seams and 
- resistant 
gating Co. 
stcard, p. 159 
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Ss non-in- 
> recondi- 
brushes 





tion that 
ores nat- 
es or fila- 
1d devoid 
can harm 
ments, or 


any kind of brush setting. It can be 
used'to remove oil, shellac, casein, 
creosote, coal tar, kalsomine and 
rubber base paints. Hanlon & Good- 
man Co. 
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Air-Drier, Mothproofer 


De-Moist, effective air-drier, is 
now available in a new combination 
package which kills moths and moth 
eggs as well as checking dampness. 
Now known as De-Moist ’N De- 
Moth, it controls mildew, rust and 
musty odors with 12 oz., and it 
can be re-used by drying in oven. 
Vu-Matic Indicator automatically 





shows red when it is time to regen- usable tin-tie closures. Available in 
erate. Moth-killing function is per- 5, 10 and 25 |b. bags, retailing for 
formed by two 7 oz. paradichloro- 70¢, $1.25 and $2.80, respectively. 
benzene discs, which can be re- Faesy & Besthoff. 

placed for 85¢ per pair. Unit re- For more data circle No. 48 on postcard, p. 159 


tails for $2.59. G. N. Coughlan Co. 
For more data circle No. § 

47 on postcard, p. 159 Headwear 
Fertilizer Model 574, this new cap has been 
added to the Congo line of hats, 
caps and visors. Cool and practi- 
cal, it is made of imported Toya 
cloth, mesh-like material that al- 
lows ventilation while giving pro- 
tection from the sun. Available in 
all natural, brown with natural, or 
navy with white, it comes in four 
sizes and is not adjustable. Brear- 
ley Co. 


Specially made for acid-needing 
plants, this Broadleaf High Or- 
ganic 6-10-4 fertilizer contains or- 





ganic nitrogen and is completely 
mineralized. Comes in colorful red, 
white and green paper bags with For more data circle No. 49 on postcard, p. 159 
easy-to-follow directions and _ re- (Resume reading on page 13) 
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TRUCTION 


outer sheath 
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| from solid 
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HE GARDEN HOSE 






ALL-PLASTIC TIRE-CORD REINFORCE 


GARDEN HOSt 


It’s the only all-plastic garden hose SO TOUGH IT CAN BE SHUT 
OFF AT THE NOZZLE AND LEFT UNDER FULL PRESSURE FOR DAYS! 


That’s because every Supplex Hose is tire-cord reinforced with the same high-tenacity 
rayon cord used to prevent blowouts in heavy-duty aircraft tires. Supplex rugged 4-ply 
construction is engineered to give uninterrupted service under the roughest, toughest 
conditions of use! And that’s why we can back every Supplex Hose with an ironclad, 
written guarantee for either 5 or 10 years. This guarantee brings Supplex cost per year 
to your customers below that of inferior hoses. It means that you can sell your customers 
complete satisfaction, without letting yourself in for costly, troublesome returns! 


You'll want to stock all diameters of SUPPLEX TUFF-PLY 
GARDEN HOSE. Order from your wholesaler today ! 


A product of 


IDUSTRIAL SYNTHETICS CORPORATION © cGarwoop, NEW JERSEY 


onmeey ClevIpie THIOL e TIO EN OL AaCcTIC contmiwicn 


















the Only 
Paint 
Made 

Especially 

for CANVAS 


* 


Here’s an exclusive, 
® fast-moving item that 
creates demand wherever 
it’s seen! Customers get 
excited about SET- 
FAST—the only paint 
made especially for 
canvas! SETFAST brightens and 
renews drab, bleached, faded canvas 
—works wonders on fibre rugs too. 
Low price for customer—high profit 
for you! 


WE HELP YOU SELL 
When you stock SETFAST, we 
supply you with free sales helps: 
paper streamers that build traffic . . . 
a counter display that tells the story 
... folders to clinch the sale. Yes, 
SETFAST is really a bright spot in 
your profit picture! Find out now. 























MURPHY PAINT DIVISION 
~__Interchemical Corporation 
226 McWhorter St., Newark, N.J. 






SIRS: 
Speed me the detoils on SETFAST, plus 
prices ond order forms. I'm not obligated. 


NAME 
DEALER NAME 
ADDRESS 
city STATE 


Lusahaebdrepenenannnpiionmmanandmel 
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TO HELP YOU SELL 





(Continued from page 13) 


is supplied free with each N-102 
package of six each of 57 items of 
household hardware which have a 
retail value of $116.40. Also avail- 
able are twin household hardware 
space-saving display racks, 15x15x6 





in., which are free with N-102 pack- 
age containing 12 each of 14 items. 
Retail value is $27. Stanley Works. 
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Tape Dispenser Offer 


Retailers can get two semi-auto- 
matic cellophane tape dispensers 
for the price of one during a new 
60-day special offer which ends 
May 31. Deal sells for $31.06, a 
$16.56 saving over regular list 
price, and includes two Scotch 





New Displays and Other Dealer Sales Helps 





brand Model 92 definite length dis- 
pensers and 12 rolls of %x2,592 in. 
Scotch brand transparent cello- 
phane tape. Dispensers issue pre- 
determined 1 to 4 in. lengths of 
tape at each touch of hand lever. 
Minnesota Mining & Mfg. Co. 
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Fishing Tackle Catalog 
Called “Fishing — What Tackle 
and When,” this 1953 catalog has 
a separately printed listing of all 
information useful to the trade 
bound within the regular con- 
sumer edition. The 20-page supple- 
ment is printed on tinted stock, and 
it is not included in the 100-page 
edition that goes to consumers. 
Rods, reels, lines and lures are de- 
scribed with full color illustrations. 
Prices, specifications and other in- 
formation on all items are given. 
Called Trade Catalog No. C-103, it 
includes descriptions and tips on 








all kinds of fish, fishing rules and 
regulations, and other interesting 
feature articles. South Bend Bait 
Co. 
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Floor Treatment Deal 


As a “get acquainted” gift, this 
dealer introductory assortment of 
L.F.T., linoleum floor treatment, 
features a free pint bottle worth 
$1.49. Large window banner and 
in-store hanger display sign are 
also included. Assortment contains 
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America’s Bgze(ac72(4 fm Champion 


No Finer Quality 


PLYMOUTH 


100% Unyléé Plastic 


GARDEN HOSE 





© Opaque or Transparent 

e@ Brilliant Red or Green 

@ 10-year WRITTEN GUARANTEE 
@ 2-way Perma-Grip COUPLING 

e@ 25-ft., 50-ft., or 75-ft. lengths 
@ Packed 6 in attractive floor DISPLAY CARTON 





PLYMOUTH — COMPANY, 


of Plast 


INC, CANTON, MASS. 











SERVICE 


SHARES 





Patterns are available for 
practically all plows, listers, 
middlebreakers in No. 1 soft 
center or No. 2 crucible steel 
of the highest quality obtain- 
able. Send today for catalog. 


Fully 
GUARANTEED 


AS TO QUALITY, 
FIT, AND 
FINISH 


STAR MANUFACTURING COMPANY 


DIVISION OF ILLINOIS IRON & BOLT CO. 


CARPENTERSVILLE, ILLINOIS, U. S. A. (EST. 1873) 
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JOBBERS! DEALERS! 


SELL QUALITY IN 
QUANTITY WITH THE 
HURRICANE LINE 






A JOY FOR JOBBERS: It’s a real pleasure to 


handle Hurricane! Re-orders are practically 
automatic once this quality line enters a dealer’s 
inventory. In fact, jobber sales are doubling, 
even tripling, year after year. If you want a 
power mower line which won’t backfire, won't 
leave youholding the bag, take on Hurricane now! 
A DREAM FOR DEALERS: Hurricane quality 
is so simple to sell! Customers recognize the 
long-term economy in owning a machine that 
stands up, never becomes obsolete. With the 
Hurricane line, headaches and losses from cus- 
tomer complaints are a thing of the past. There’ll 
be no kickbacks, no need for costly adjustments 
or refunds. Write the address below for com- 
plete details. 





HURRICANE GLIDER — the 


economy model. 2-h.p. engine 


HURRICANE JUNIOR — 18” 
replica of the big Hurricane. 
Trim, lightweight — for small 
lawns. 2-h.p. engine. 


— 18” cutting swath. Top- 
quality at budget price. 


Engineering Features for Quick, Easy Sales 
@ 4-cycle, 2-h.p. gasoline engine @ full-foating friction drive 
@ adjustable cutting height — 2" to 32° @ 4 large, equal- 
diameter wheels @ special hinged safety guard and grass throw- 
out @ folding handle for easy storing. 
Parts Always Available 


Genuine Hurricane parts always in stock. Shipped at once. All 
new modifications fit any model — no matter what year it 
was produced. 


For full facts on 


Write: National Metal Products Co. 
Dept. H-23, 2722 Cherry St., Kansas City 8, Missouri 


atttaatectits 


ROTARY POWER MOWERS 
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HERES EVERYTHING 


FOR HOUSEHOLD LUBRICATION 





LOCK-EASE 


GRAPHITED 
LOCK FLUID 


Protects 

all kinds 

of locks 

against 

freezing, 

sticking, 

rust and wear. Contains col- 
loidal graphite in a fluid car- 
rier. Helps free stubborn or 
frozen locks. List 35c for 4 oz. 
“controlled flow” can. Display 
merchandiser, as shown, with 
each dozen cans. 


staintess DOOR-EASE 


STICK LUBRICANT 


Nationally known, steady 10c 
seller. Stops squeaks, prevents 
sticking of drawers, doors, win- 
dows, zippers and other ex- 
posed surfaces. Packed one 
dozen in display ra 
box, as shown, 

or on individ- — 

ual cards. Al- | © 

so large - 
39c sell- 
er, push- 
bottom 
metal container, 

packed six to display box. 


AMERICAN 
DRIPLESS OIL 


Penetrates, 

lubricates, 

rustproofs 

— the finest 

oil on the 

market for 

home and 

shop. “Runs in—will not run 
out.” Display card with each 
dozen cans. List 25c for 4 oz. 
“controlled flow” can. 

Ties in perfectly with DOOR- 
EASE and LOCK-EASE to give 
you everything your customers 
need for household lubricating 
jobs. ORDER FROM YOUR JOBBER. 


AMERICAN GREASE 
Muskegon, Michigan 
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STICK COMPANY 








| 
| 


TO HELP YOU SELL 





@ For more information on these products and services 
use free post card on page 159. 


six pints at $1.49 each retail and 
four quarts at $2.49 each retail; 
cost to dealer is $12.60. L.F.T. is 





a plastic coating that shines for 
months without waxing, is non- 
slippery, clear, will not discolor, 
and protects against water, alcohol 
and acids. Embree Mfg. Co. 
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Vacuum Cleaner Give-Away 


Outside of this sewing kit is an 
exact scale model, 2 in. high, of the 
new Swivel-Top vacuum cleaner, 
model C-1. It is available to vac- 
uum cleaner dealers as a give-away 





to consumers asking for a demon- 
stration of the new cleaner. Inside 
kit are a safety pin, two needles, 
thimble, and 18 colors of thread. 
Kit fits into pocket or handbag. 
Small Appliance Div., General Elec- 
tric Co. 
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Nail Catalog 


This 20-page, two-color nail cata- 
log includes numerous illustrations, 
descriptions and specifications of 
the Stronghoid line, the Screw-Tite 
line of flooring nails, Kolorpins for 
wall board, Anchorfast monel nails, 
and Kurlicue nails. Also included 
are purlin nails, fence staples and 
hook nails, and nails of both smooth 
and threaded design. Chart shows 
the many different types of nail 
heads and points; two tables give 


Better Fastenings 


Biches 7x. 
ts ding VP, a, 





wire gage sizes and approximate 
number of bright wire nails per 
pound. Independent Nail & Pack- 
ing Co. 
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Wood Level Case 

This new shipping container and 
storage case for masons’ wood 
levels, known as the Columbian 
Certified Level Pack, offers greater 
protection in shipping. Made of 
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Genezcal 


Easy, Sure Service Profit 
Wherever Fuel Oil Is Used 


You can be sure of continuous profit 
when you install a GENERAL. Wher- 
ever fuel oil is used, GENERALS pre- 
vent clogged burner nozzles, provide 
clean, steady oil heat, and insure 
quick cartridge replacements that 


mean easy service dollars for you. 


@ Easy cartridge replacements each season. 
@ No more troublesome service “‘call-backs.” 
@ Satisfied fuel oil customers year ‘round. 


FASTEST, SUREST FILTERING KNOWN 
CLOGGED BURNER NOZZLES ELIMINATED 
ALL-WOOL CARTRIDGE TRAPS FINEST PARTICLES 


4 


Es 4 
JUST TWO PIPE CONNECTIONS REQUIRED ww 
— 


GENERAL FILTERS 
INCORPORATED 
CANADIAN FACTORY BRANCH: CANADIAN GENERAL FILTERS 


GALVANIZED WIRE STRAND. . . Guy wire for 
television antennae, clotheslines, tie and binding 
wire, signal wire, emergency repairs, temporary en- 
closures—4 and 6 strand for electrical fences. 50’ 
connected coils and on spools. 
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DELUXE MODEL 
:_ _—e 


: = 
‘ 


For 
MEDIUM 
NEEDS 


CLEAN RIGHT SOOT REMOVER 
Soot deposits also raise fuel 
costs! Clean Right burns sofely, 
gently—leaves no residue. Made 
for General Filters, Inc. 


STANDARD MODEL 
1A 


For SMALL 
HOMES, 
SPACE HEAT- 
ERS, ETC. 


General Filters 
carry this 
Underwriters’ 
Laboratories 


12890 WESTWOOD AVENUE 
DETROIT 23, MICHIGAN 


LTD., 2679 DANFORTH AVENUE, TORONTO 13, ONTARIO 


Sheffield 


Brings You The BEST 
in OIL 
COLORS 


WITH THE COLORFUL DISPLAY 
CABINET THAT SELLS MORE Oil 
COLORS FOR YOU ON SIGHT 
COLORFUL TINTING CHART ON 
CABINET SHOWS THE DOZENS OF 
SPECIFIC TINTS RESULTING FROM 
VARIOUS COMBINATIONS OF 
Olk COLORS AND WHITE 


Here's the greatest deal in the 
world in oil colors! The very finest 
quality oil colors . . . in a complete 
range of colors... all triple ground 
in pure linseed oil... all FULL 
STRENGTH... and at popular 
prices! Get this display cabinet... 
and watch your oi! color sales 
zoom up! 


$ h etti @ \AAroreze 


PAINT CORPORATION 


P 1ANOD ‘ 
CLEVELAND 9 OHIO 





CHAPIN 


SPRAYERS + DUSTERS - FUEL TANKS 


COMPRESSED AIR 
Open Head Sprayers 


EXTRA VALUE 

Sturdily built, these large capacity, 
turret-top sprayers come in popular 
sizes. Will spray anything in liquid 
form... operating smoothly, steadily, 
forcefully, with gentle pumping. 


EXTRA PROFIT 

Enjoy a full mark up and extra profit 
dollars thru our policy of quality at 
a low cost. 


EXTRA VOLUME 

Watch your sales increase steadily and 
sell with the confidence of knowing 
you are offering the finest. 


MODEL 
NO. 180 


/$]]90 


Suggested 
Retail 


(Slightly higher in 
the West) 


SELLING 
POINTS 


@ 32 gallon tank of Armco Zine Grip 
Galvanized steel. 
All seams electric welded. 
Will spray anything in liquid form. 
Patented, 3 prong clamp locks and seals 
tank when handle is turned. 
“Trigger” action, shut off. 
Adjustable brass nozzle for fingertip 
spray control. 
30’ of oil resistant neoprene hose for 
long life. 


CHAPIN EXTRAS 


Standard on all open- 
heed models is the new 
deluxe “adjustable” 
nozzle of solid brass 
construction and non- 
clogging design. 
Now, oil resistant neo- 
prene hose is standard 
equipment. Minimum of 
for open head 

models and a minimum 
of 26” for funnel top 
designs. 

Newly designed leathers on plungers per- 

mit easy, more positive pumping and 

assure longer life. 


R. E. CHAPIN Mfg. Works, inc. 


Single Action Continuous 


Sprayers Since 


1887 


Knapsack and Witeelbarrow Sprayer 


Plunger Dusters 
Pressurized 
Gasoline Can 


200 CHAPIN STREET BATAVIA, N.Y. 
Complete Line Nationally Distributed 


Canadian Representative: 
Frank Hacking (Canada Ltd.), 44 Yonge Street 
Toronto, Canada 
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TO HELP YOU SELL 





heavy paper boxboard, Level Packs 
can also be used as carrying or 
storage cases. At present, container 
comes only with 48-in. Columbian 
Masons’ Wood Levels and with 
Aluminedge Levels. Columbian Vise 
& Mfg. Co. 
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Baseball, Softball Books 


The annual baseball publication, 
Famous Slugger Year Book, in- 
cludes pictures of the past season’s 


FAMOUS (SLUGGER 








outstanding sluggers, records, hints 
on how to bat, and highlights of 
1952 outstanding baseball events. 
Containing 64 pages, it includes an 
article titled “My Advice to Young 
Hitters,” by Harold “Pee Wee” 
Reese, shortstop and captain of the 
Brooklyn Dodgers. The 1953 edi- 
tion of Official Softball Rules con- 
tains pictures of winning teams and 
records of the 1952 softball season. 
Hillerich & Bradsby Co. 


For more data circle No. 57 on posteard, p. 159 


House Numbers Display 
This display rack is available 
with all] initial shipments of light- 


fvty WOM HE 
cede ok the saree “TARA MATIINAL” Sot ot 


reflecting house numbers. Original 4 
assortment includes the rack and 
12 of each number in either brass 
or silver. Assortment retails for 
$30 and cost to dealer is $18. Each 
number sells for 25¢, all are in- 
dividually carded. Numbers are 


guaranteed for five years against 
Reflexite ~ 


weather deterioration. 
Corp. 


For more data circle No. 58 on postcard, p. 159 4 


Steam Iron Display 


Free upon request, this full col- 
or, Special Price display covering } 
an offering of the General Mills | 


Tru-Heat Iron with Steam Iron- 
ing Attachment is suitable for 
counter or window use. Included is 
a window tip-on poster on_ the 
$19.95 steam team offer, an auto- 
matic toaster display card, and a 
merchandising plan folder with ad 
mat sheet. General Mills Home 
Appliances. 


For more data circle No. 59 on postcard, p. 159 


Fuse Catalog 

New, complete fuse catalog cov- 
ers renewable time-delay fuses, one- 7 
time fuses, plug fuses, fuse holders, i 
and copper link fuses. Containing 7 
numerous illustrations and draw- 
ings, it has a technical data section 
that covers such subjects as how a 
fuse operates, maintenance hints, J 
excerpts from the 1951 National ; 
Electrical Code pertaining to fuses, 7 
and dimensions of fuses and fuse ® 
holders. Available free upon re 
quest. General Electric Co. 


For more data circle No. 60 on postcard, p. 159 
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TO BUILD MORE 
LOCK VOLUME 


WESLOCKS are the Best Locks 


You get more help in more ways when you 

handle WESLOCKS. These volume- 

building aids are available: Eye-catching 

point-of-purchase material, ultra-modern 

display mounts, powerful national 

advertising, beautifully designed mailing 

pieces and catalogs plus 

expert field sales assistance. 

In addition, WESLOCKS 

have the quality features most 

demanded, an unconditional guarantee, 
modest pricing and wide builder acceptance > 
—millions in use today. Stocking WESLOCKS my 
means more volume for you. Contact your Oe 1 

jobber or write for complete information. 2( 


~ 


mrc.co. ,§¥, 


P.0. BOX 2261, TERM. ANNEX WESLOCKS 
LOS ANGELES 54, cauFORNIA é J 


MANUFACTURERS OF RESIDENTIAL DOOR LOCKS 
BATH ACCESSORIES * CABINET HARDWARE 















































“somebody's gotta spring us- 
let's call WICKWIRE” 


Sorry, boys, that’s one kind of spring problem 
we don’t handle. 


Any other spring need, however, is right up 
our alley. We can supply you with springs in 
any size, shape or design, including standard 
and specialized types. If/your particular re- 
quirements call for any new or individual 
type of spring, our engineers will be glad to 
assist in its design and development. 


Write to Sales and Engineering, 2 New Bond 
Street, Worcester, Mass. 


THE COLORADO FUEL AND IRON CORPORATION—Denver, Colorado 

THE CALIFORNIA WIRE CLOTH CORPORATION-Ockland, California 

WICKWIRE SPENCER STEEL DIVISION—Atlanta * Boston * Buffalo 
Chicago * Detroit * New York * Philadelphia 





WICKWIRE SPRINGS 


_— le satalae =" (EJ 
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@ For more information 
on these products and 
services use free post 
card on page 159. 


Lawn Mower Display 


Life-size lawn mower display, 
part of a Demonstrator kit, has a 
5 ft. tall figure of a girl behind a 


a 





rotary power mower. Attractively 
silk-screened in six colors, the life- 
like die-cut figure gives the illusion 
of an actual girl behind the handle- 
bars. Display is built around the 20 
in. Heavy Duty mower and has a 
realistic grass mat, specially de- 
signed Handle Card and tear-off 
pad of literature. Display empha- 
sizes Free Home Trials. Goodall 
Mfg. Co. 


For more data circle No. 61 on postcard, p. 159 


Clothesline Packaging 


For use on Hawthorne pre- 
stretched clothesline, this plio-film 
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bag, called the Ever-Wrapped Bag, 
keeps clothesline dust-free, yet al- 
lows clear view of merchandise. 
Imprinted with entire selling story, 












SS TT 
bag contains 100 continuous feet | 

‘mation of line in two hanks, joined so that | \ 

sts and each hank remains individually TREND \ 

ce post wrapped when cut apart. Shuford NEW 

9 Mills, Ine. WARE S 
For more data circle No. 62 on postcard, p. 159 W WARD 
Paint Color Display 5 i 4 

Over 200 color chips are in full 

view on this paint display stand, 

ay called the Roto Bar. Mixing direc- >t 

r display, 

kit, has a — 

| behind a ® 

9 L 


Me 
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tions are on the back of each chip. 
Display revolves on base and dc- 
cupies only 12 sq. in. of counter 
space. Catalog available on request. 
Seal Rite Caulking Co. 


For more data circle No. 63 on postcard, p. 159 


Grass Shear Display 
Designed to create impulse sales, 

this display, for window, counter 

or floor, is free with the No. 10 


| 





AMERICANA 


“H” HINGE 


with screws 


2#318—for %"' offset doors 
#319—for flush doors 





TODAY'S MOST PROFITABLE HARDWARE FEATURES 


AMERICANA 


KNOB 


with screws 
#391 









AMERICANA 


“HL” HINGE 


with screws 
#320—for flush doors 
#317—for %'' offset doors 


AMERICANA 


DRAWER PULL 


with screws 
#394 


fhe hardware your cus- 
tomers are looking for 
... the most popular line 
you con feature! Every 
“Americana” item 

is beautifully formed 

in hammered steei 
finished in ‘Star 
Brite’’ Black, An- 
tique, Copper or 
Brushed Brass. 


WRITE TODAY 
FOR COMPLETE CATALOG 








CTS Co- 


AL pRODU 
N. Y.- 


prookly" WW 


STAR MET 


KYA) Butler street, 





Sold through wholesalers only 
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Quick § Drying 


eailer- 


White Pigmented 









Shellac 





Doo Klip Display unit consisting of 
six No. 1 standard grass shears, 
four No. 2 long handle grass shears, 
three No. 4 Snipitt Jr. grass shears, 
three No. 5 pruners and three No. 
6 hedge shears. Dealer cost is 
$32.40; retail value is $54. Lewis 
Engineering & Mfg. Co. 


For more data circle No. 64 on postcard, p. 159 





Floor Sander Poster 


Designed to increase floor sander 
rentals, this 20x28 in. red and black 


poster features modern design and 
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Helps Your Customers 
Save ... YOU Profit! 


~ 2 varnish, even creosote. 







Does THREE-JOBS-IN-ONE 





SEALS any 
even the most porous. 
Makes tough jobs 
easy. 





surface, 









PRIMES, hiding knots, 
‘hot patches” per- 
fectly. 














KILLS STAINS includ- 
ay ing sappy streaks, 











And dries FLAT and WHITE in 
LESS THAN AN HOUR — ready 
for finish coat! 


AMAZING COVERAGE! 


One gallon of Parks Sealer-Primer 
covers 480 sq. ft. of new plaster 
— more of less porous surfaces. 
Makes money for you ... be- 
cause it saves time, money and 
trouble for your customers! 
Available in gallons, quarts, 
pints. 


Order from your jobber or write 
for information TODAY! 
















THEPARKS compANY 


Fall River, Mass. Factory: Somerset, Mass. 
Makers of Parks ‘‘Quick-Drying" Shellac 













Tool Promotion Packages 


Consisting of a series of four 
envelopes for use nationally during 
1953, these tool promotion pack- 
ages contain counter displays, win- 
dow banners, catalog sheets, con- 
sumer folders, local newspaper ad 
mats, radio and television scripts, 
and advance proofs of all national 





and trade paper ads. Each envelope 
includes complete selling guide, 
dated, day-by-day check list of 
things to do, instructions and help- 
ful suggestions. Cummins-Chicago 
Corp. 


For more data circle No. 65 on postcard, p. 159 


Carriage Catalog 


This 1953 carriage and stroller 
catalog lists new features of the 
items in the 1953 lines. In three 
colors and with numerous illustra- 
tions, it gives descriptions, specifi- 
cations and shipping data on car- 
riages and strollers. Descriptions 
cover textile, body, hood, gear, 
wheels and colors. Inserted in cata- 
log are a separate price list and a 
self-addressed order blank. O. W. 
Siebert Co. 


For more data circle No. 66 on postcard, p. 159 












—AENTOUR 
> FLOOR SANDER 


for best results 









typography for maximum readabil- 
ity and interest. Full halftone of 
an unretouched on-the-job action 
shot of a floor sander adds realistic 
touch. Complete with 20 in. easel, 
poster is mounted on heavy gage 
board. For window display by fas- 
tening it to glass or wall, un- 
mounted poster sheets are available 
on durable 70 lb stock. American 
Floor Surfacing Machine Co. 


For more data circle No. 67 on postcard, p. 159 


Chisel Display Board 


Here is a Swedish wood chisel 
display board that mounts 20 chis- 
els, including 10 sizes from 14 to 2 
in. Chisels are Eskilstuna, Sweden, 
Crown and Anchor brand, fitted 
with break-proof, hammer-proof 
plastic handles. Called the \-25, 





(Continued on page 192) 
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MAKE YOUR BIKE AN 
ARISTOCRAT OF THE ROAD 


e eeeeoeeeeeeeeeeee ee @ 
ee eee ° 
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Distributed in U. S. A. by 
Andrew Fisher Cycle Co., Inc. 
619 West 54th Street, New York 19, N. Y. 











KEEP PROFITS ‘‘ROLLING’’...Wiéith 
RUBBER TIRED 
yr WHEELS 


For HOBBYISTS and 
HOME CRAFTSMEN 


@ Year around profitable, 
fast-selling ALLIED Wheels 
—solid and semi-pneumatic 
tired — for all sorts of home 
craft projects. Available for 
DEALERS in handy display rack assortment, pop- 
ular sizes. Ask your jobber or write for details. 


AVAILABLE THROUGH LEADING JOBBERS 


MANUFACTURERS 


If you make a product that “rolls” — 





















carts, etc. — get prices NOW on 
ALLIED Wheels. Priced right, 
finest quality, produced 
to meet your engineer- 
ing and delivery 
requirements. 










ALL SIZES AND KINDS! 
ALLIED WHEEL PRODUCTS, INC. 


29 BROADWAY e TOLEDO 4, OHIO 


Representatives And Warehouses In Principal Cities 
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PORTABLE —.. OUTBOARD 
ENGINES xe MOTORS 
Cy. 


AS THE QUALITY 
PORTABLE ENGINE 
FOR OVER 
VL MEMEO 


































Powered equipment is only as good as the engine 
that supplies the power. So, don’t take less 

than the best! Insist on Lauson ... the engine backed 
by more than 50 years of manufacturing 

know-how ... the engine with the familiar 

Lauson shield of power, featured in regular 
advertising in Saturday Evening Post, The Flower 
Grower and other national consumer magazines. 


PORTABLE —... CUTBOARD 
ENGINES ae MOTORS 
zr : 


THE LAUSON 
COMPANY 


New Holstein, Wis., U.S. A., 
Div. of Hart-Carter Co., 

in Canada: Hart-Emerson 
Co. Ltd., Winnipeg 





Now trom Motorola | | 





magnetic c 
tor 
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BIGGEST 
SPEAKER 


in any portable: 


Motorola solved radio’s “space” problem to give you 
rich console tone in small portables! 


—SEE WHY MOTOROLA ENGINEERS 
TURNED A SPEAKER INSIDE OUT! 


4 
k Feelutive GIANT SPEAKER 
Now offer portables with the biggest speakers in 


the industry! Motorola engineers have discovered 
how to give even the smallest sets giant-sized 
speakers for richer, finer tone. They took the bulky 
magnetic core from behind the speaker cone and 
put it within the cone itself! Result: The speaker 
Old Speaker—protruding New Giant Speaker—inverted 

was flatter, the cone area was expanded... the 


magnetic core forces speaker core makes speaker flatter, 


siesta Sreatly expanded in eree. tone became resonant. and full. Portables could 
| ~<a be made smaller and lighter—or—the same size 
| sets could become console in tone quality! 


Sxltive 


























telat sonnel TUBES 











Motorola engineers have helped 
develop a new sub-miniature tube 
that takes up a minimum of space, 
yet greatly outlasts normal tubes. 
This new tube is rugged, sturdy, and 
highly sensitive, yet drainslittle more 
current from the batteries than they 
would lose in normal shelf storage! 




















Sette sop IF COILS 


Another Motorola exclusive that 
leads the industry! Motorola engi- 
neers reduced the I F Coils to sub- 
miniature size, yet at the same time 
made them more rugged, durable, 
with high gain and finer sensitivity, 


Betton Soo Motorola $6: tho complete potable line 
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BEATS or WHIPS 
IN A CUP 
OR BIG BOWL 
NO SPLASH! 


Radical new design 
makes it possible to 
mix, beat or whip ' 
small quantities with S CREAM 
great speed and ease. wuiP onps 
Atom Whip works 30 SEC 
faster so there is less IN 

labor — there is no iT 
splash and it’s easy to 
clean. A sure-fire hit 
with all housewives. 
Order Atom Whip 
now for big sales 
and profits. 











WRITE TODAY TO 


R. KRASBERG & SONS MFG. CO. 


2501 West Homer Street 
Chicago 47, Illinois 











. oes =, 
, ; Fey: 
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, 


Ce menses. * % 
a BES “Ne Se a 


~MUSH"! 


Very few wire forms suggest 
their end use. This one re- 
sembles a dog sledge, is in real- 
ity a calendar pad frame. Be- 
cause of this, the services of 
Brooks designers and engineers 
are always available to Brooks 
customers. This makes certain 
you will get the best form for 
the job. Let’s get together on 
your next problem. 





M. S. Brooks & Sons, Inc., Chester, Conn. 
Since 1848 


“BROGKS f° HOOKS 
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TO HELP YOU SELL 








@ For more information on these products and services 
use free post card on page 159. 


the display is modeled after the 
Vari-Board screw driver display. 
It allows easy stock keeping, prod- 
uct visibiity and compact use of 
display space. It is easily mounted 
on walls or panel doors or is avail- 
able with legs for counter use. 
Vaco Products Co. 

For more daia circle No. 68 on postcard, p. 159 


Floor Covering Catalog 


Entitled “Sloane Floors and 
Walls,” this 1953 catalog features 
such new products as Koroseal Tile 
Imperial, an all-vinyl tile available 
in 12 colorings; Cork Tile; and 
Thriftwall, an inexpensive, wash- 
able wall covering in six colorings 
with contrasting cap and feature 
strip as part of the design and ma- 
terial. Also new is Koroseal Stand- 
ard, a vinyl counter top and floor 
covering, in eight overall and four 
pattern crystaltone colorings. Hard 
cover catalog has 124 pages with 
numerous full-color illustrations, 
descriptions and_ specifications. 
Sloane-Blabon Corp. 

The store’s imprint is used on 
both front and back covers. 

For more data circle No. 69 on postcard, p. 159 


Water Systems Brochure 


Called “There’s No Place Like 
Home with Lots of Water,” this 
new 12-page brochure is available 
for distribution to consumers. 
Printed in three colors, it describes 
and illustrates the Myers complete 
line of water supply equipment, in- 
cluding water systems, pumps and 
water conditioning equipment. 





Booklet explains how selection of 
right equipment can improve living 
conditions in city, farm and sub- 
urban homes. F. E. Myers & Bro. 
Co. 


For more data circle No. 70 on postcard, p. 159 


Freezer Display Kit 


For upright freezer dealers, this 
freezer display kit consists of life- 
like food shelf inserts of a variety 
of appealing frozen foods. In four 
colors, inserts are cut to exact size 
of each shelf and stand firmly on 
attached fold-out easels. Small 





panels on each insert spotlight im- 
portant selling features. Also in- 
cluded in kit is a colorful outer 
door banner with handy Kleen- 
Stik tape edges. Manitowoc Equip- 
ment Works. 


For more data circle No. 71 on postcard, p. 159 


Lawn Mower Broadside 


Illustrating the complete 1953- 
Mow-Master Rotary Power Mower 
line, this full-color, four-page 
broadside includes descriptions of 
five models, ranging from a 21 in. 
through the 16 in. cut, and of the 
Power-Pak 2% h.p., 2 cycle engine 
that powers the mowers. Also pic- 
tured is the Mow-Master Grind-a- 
Leaf attachment which pulverizes 
leaves into a fine mulch. Propulsion 
Engine Corp. 


For more data circle No. 72 on postcard, p. 159 


(Resume reading on page 14) 
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roo fel,’ 0:6 mam | Copture the Kitchen Market 


THE MOST BEAUTIFUL CAN OPENER EVER MADE! by Selling Cooper 


Real 





Thermometers for Every 
Kitchen Need 


— : No. 18 
Dramatically Packed! MAGNET MODEL $5.98" Candy, Jelly & Deep 


WITHOUT MAGNET $4.98 wou.s.a, | 
Nationally Advertised . . . Fat Thermometer 
Powerfully Merchandised ! 
Nobody merchandises like Rival] 
Factory sealed in ° ° 
@ colorful new Backed by the powerful selling Made with a gleaming unbreak- 
snatal onde. i support that has made Rival able stainless steel stem and por- 
Pusan, Ponie famous . . . made Rival products celain enamel dial, it shows the 
os ae the most profitable Housewares $ 
suseir ieemita’ temperature at a glance. Easy to 
keep clean . . . just wipe it off with a damp 
cloth. The stem is fitted with an adjustable clip 
for fastening the thermometer at the proper 
depth in the fat or jelly, etc. 









desired results are assured 














Toul, 


S” Guaranteed by a 
Good Housekeeping 
#0r 4 we 







Other Can-O-Mats from 
$1.98 to $7.95 





COMMENDED 


PARENTS 
MAGAZINE 





5 aoveaniseo WE 


There's Magic in the Name... \™ 





Sime Rival — createst NAME IN HOUSEWARES! 
CALL 
DISTRIBUTOR 


or write | RIVAL MFG. CO., KANSAS CITY, MO Oven Thermometer 


—_——_. Rival Mfg Co of Canada, Ltd Montreal 
No. 24 


This handy Cooper oven ther- 
mometer is ideal for precise con- 
trol of cooking. With it the oven 
control may be checked con- 
stantly. Many housewives prefer 
the helpful accuracy of this oven 
thermometer. Glistening rustproof 
case, white porcelain enamelled 
dial red pointer. 




















“THERE’S AN R. MURPHY 
STAY-SHARP KNIFE TOs 
PLEASE EVERY 

CUSTOMER’”’ 


















= Whether for everyday kitchen or 

; tooling needs... for specialized Roast Meat 
trade or precision work—there’s 

: an R. Murphy knife specially de- Thermometer 
signed, honed and handled to do 

8 its particular cutting job to per- No. 15 

: fection. That's why you can besure | An all metal, unbreakable thermome- 

6 to satisfy any and every CUS- | ter which takes the guess work out of 

¢ tomer when you carry the com: | roasting. Gleaming porcelain enamel 

7 plete R. Murphy “Stay-Sharp dial will never discolor and is marked 

# line—blades made of the finest | vith correct temperatures for each 

& = tempered steel, precision joined | {ind of meat. Built to last a lifetime. 

§ = to proper-grip handles. Accurate, Non-tarnishing. Cleans 

& Order your complete stock now. | with a wipe of a damp cloth. 

Write for Free catalog showing y 

CARTON s full line. 











TESTED 

QUALITY 

FOR OVER THE COOPER THERMOMETER CO 
100 YEARS Established (885 


ROBERT MURPHY SONS COMPANY 
. AYER, MASSACHUSETTS 
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Two Employee Plans Adopted 
By Warner’s; Carlson Retires 


An Employee Retirement 
Plan and a Profit Sharing 
Plan have been established 
for the employees of Warner 
Hardware Co., Minneapolis, 
Minn., Leon Warner, presi- 
dent, has announced. 

The cost of both these 
plans will be paid by the com- 
pany. 

At the same time, Mr. 
Warner announced the re- 
tirement of E. F. Carlson, 
the firm’s vice-president. Mr. 
Carlson, who joined the com- 
pany in 1894, retired under 
the two new plans. 





E. F. CARLSON 


At 81 Mr. Carlson is an 
old-timer in the hardware in- 
dustry. He was hired as a 
delivery boy at $5 a week, 
and still remembers his first 
delivery made by horse and 
wagon to the University of 
Minnesota—a dozen feather 
dusters and a keg of sawdust. 

He was soon taken off de- 
livery to “spare the horse” 
and put behind the counter 
selling tools. From there he 
became manager of the tool 
department. In 1909, he be- 
came a_ vice-president of 
Warners and later a director. 

The new employee retire- 
ment plan, according to Mr. 
Warner, is designed espe- 
cially to reward employees 


194 


who had been with the com- 
pany 15 years or more. 
Under the second, or Profit 
Sharing Plan, all eligible 
employees share directly in 
the profits of Warner Hard- 
ware Co. Each year the com- 
pany contributes to the Plan 
an amount equal to approxi- 
mately 15 pct. of Warner 
Hardware Co. profits before 
taxes. Each eligible employee 
will be given a unit share of 
the yearly profits depending 
on his earnings and length 
of service. At the normal 
retirement age of 65, em- 
ployees receive their full 
share from the First Na- 
tional Bank of Minneapolis, 
who will act as trustees. 





Morley-Murphy Elects 
St. John Secretary 
Robert E. St. John was 
elected secretary of the Mor- 
ley-Murphy Co., Green Bay, 
Wis., wholesaler, it was an- 


nounced by J. S. Stiles, pres- 
ident. 

Mr. St. John, with Morley- 
Murphy since 1928, has been 
manager of the firm’s Heavy 
Hardware Dept. since 1948. 
Prior to that time he was on 
the road as a salesman. 


W. W. Conde Co. Buys 
Onondaga Hardware Co. 


The W. W. Conde Hard- 
ware Co., Watertown, N. Y., 
wholesaler, recently pur- 
chased the Onondaga Hard- 
ware Co., Syracuse, N. Y., 
also a wholesale concern, it 
was announced by W. W. 
Conde, president of the 
former company. 

The purchase was outright, 
and the Onondaga firm will 
be a wholly owned subsidiary 
of the Conde company. It is 
expected that five to seven 
men will travel out of the new 
subsidiary and concentrate 
in a 60 to 80 mile radius out 
of Syracuse. 

The officers of the subsidi- 
ary are Mr. Conde, president 
and treasurer; H. J. Yoder, 
vice-president, and G. H. 
Baker, secretary. 








Hardware Briefs: 





Cassins & Fearn Adds Self-Service to Ohio 
Store; Three Sunbury, Pa., Stores Combined 


Zanesville, Ohio—Cussins 
& Fearn Co., Ohio paint and 
hardware chain of more than 
40 stores, is in the process 
of converting its Zanesville 
store into a semi se!f-service 
operation. 

Fixture installation and 
redecoration are under way 
and checkout areas are being 
completed. The change-over 
is expected to be finished in 
the near future. Cussins & 
Fearn has introduced self- 
service in several of _ its 
stores before this. 





Sunbury, Pa. — A new 
corporation, Hackett Hard- 
ware Stores, Inc., has pur- 


chased the firms of George 
W. Hackett & Sons, East 
End Hardware Co., and 
Hackett’s Middleburg Hard- 
ware Store. The three com- 
bined firms will continue to 
conduct business at their re- 
spective locations as before. 
Officers and directors of 
the new corporation are J. 
Hurst Hackett, president; 
Hurst W. Hackett, vice-presi- 
dent; George L. Hoffman, 
secretary, and James E. 
Hackett, treasurer. 


Sumter, S. C.—A _ new, 
modern hardware store was 
(Continued on page 207) 


Supplee-Biddle-Steltz 
Acquires Dreer Assets 


Purchase of all the physi- 
cal assets of Henry A, Dreer 
Co., Philadelphia, by Supplee.- 
Biddle-Steltz Co., Philadel. 
phia wholesaler, was approv- 
ed recently by a District 
Court. 

Mr. Wm. Geo. Steltz, Jr., 
assistant to the president of 
the Philadelphia wholesaler, 
reported that while specific 
plans for the future of the 
Dreer organization had not 
yet been completed, present 
thinking was for a continu- 
ance of the Dreer firm’s soil 
conditioner, Fluffium, and the 
lawn mix, Reddi-Gro. 

It is also probable that a 
new organization will be 
formed, he said, to carry on 
the Dreer name. 





Liberty Group Names 
H. J. Morton 


Herbert J. Morton, house- 
wares manufacturers’ repre- 
sentative, has been named 
housewares buyer for Liberty 
Distributors Group, a coop- 
erative group of 24 hard. 
ware-houseware distributors 
throughout the nation, ac- 
cording to Charles Reifsny- 
der, senior buyer of the or- 
ganization. 

Mr. Morton resigned as 
housewares buyer of Gimbel 
Bros., in Philadelphia, last 
fall after serving the store 
in various buying capacities 
for more than 20 years. 





HERBERT J. MORTON 
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Hill to Direct Sales 
For Paxton & Gallagher 


Paul H. Hill has been 
named vice-president of Pax- 
ton & Gallagher, Omaha, 
Neb., wholesaler. 

Mr. Hill, former director 
of sales for Nesco, Inc., has 
served as principal sales ex- 





PAUL H. HILL 


ecutive for several major cor- 
porations and has acted as 
sales counsel in New York 
to a number of others. 

In his new positicn with 
Paxton & Gallagher, Mr. 
Hill will direct overall sales 
for the company. 





New Jersey Dealers 
Discuss Price-Cutting 


Many phases of Fair Trade 
and problems involving price- 
cutting by discount and cat- 
alog houses were fully ex- 
plored at a dinner meeting 
of the Bergen County (N. J.) 
Hardware Merchants Associ- 
ation, held at Nystrom’s Res- 
taurant, Hackensack, N. J., 
March 24, 

Frank Masteson, New 
York, Assistant to the presi- 
dent of the American Fair 
Trade Council, outlined fair 
trade legislation and an- 
Swered many questions of 
about 40 dealers who at- 
tended. 

Others who spoke on the 
subject were William Sulli- 
van, Revere Copper & Brass; 
Gerald J. Mackey, Corning 
Glass Co.; Clifford Shea, Sun- 


beam, and Rod Keagy, HARD- 
WARE AGE. 

Fred H. Quantmeyer, Har- 
rington Park, presided. 
Name Brooks Sales Head 
Of South Bend Bait Co. 

Gerard W. Brooks has 
been named vice-president 
and general sales manager 
of the South Bend Bait Co., 
South Bend, Ind. 

Mr. Brooks comes to South 
Bend with a _ broad _ back- 
ground of experience in sell- 


ing, merchandising and in 
sales management. In his 
most recent work as mer- 


chandising manager of Tat- 

ham Laird Inc., Chicago ad- 

vertising agency, he serviced 
(Continued on page 200) 


McCarty Is Sales Manager Of 
American Hardware & Equip. 


Frank H. McCarty recently 
joined the American Hard- 
ware & Equipment Co., Char- 
lotte, N. C., wholesaler, as 
vice-president and sales man- 


ager, according to L. D. 
Nuchols, president of the 
firm. 


Mr. McCarty was formerly 
sales manager of Oakes Mfg. 
Co., Tipton, Ind., with whom 
he was with for 16 years. 

Mr. Nuchols also  an- 
nounced several other promo- 
tions in the company: L. J. 
Crouch as first vice-presi- 





46 Dealers, Sales Personnel Attend Sales 
_ Refresher Course By Chicago Retail Group 


A Sales Refresher Course 
was offered in two parts, 
March 18 and 25, under the 
sponsorship of the Chicago 
Retail Hardware Association 
and attended by 46 hardware 
dealers and their sales per- 
sonnel. 

Donn Mason, sales consult- 
ant, conducted the course 
which included the following 





Shown from left to right, are: J. 


directors; Donn 


subjects: initiative, attitude, 
motivation, customer rela- 
tions, personality, merchan- 
dising, approach, explanation 
and demonstration, objections 
and sales resistance, close, 
confidence, creative thinking, 
and analyze-plan-organize. 
The recent course was the 
fifth of its kind sponsored by 
the Association since 1941. 





C. Amis, secretary- 
treasurer of the Chicago Retail Hardware Association; 
Edgar U. Hamel, chairman of the Association's board of 


Mason, sales consultant who conducted 


the Sales Refresher Course sponsored by the Association; 
A. T. Anderson, president of the Association; and George 
E. Broughton, chairman of the Association’s Education 


Committee. 
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dent; L. R. Clemmer, former 
sales manager, as vice-presi- 
dent and general manager; 





FRANK H. McCARTY 


R. S. Hall as vice-president 
and director of purchases; T. 
L. Mullen and W. R. Paules 
as purchasing agents. 

Mr. McCarty will direct a 
staff of 18 sales representa- 
tives serving hardware deal- 
ers in the two Carolinas. He 
Will begin his duties imme- 
diately. American Hardware 
& Equipment Co. has branch 


offices and warehouses in 
Greenville, S. C., and Wilm- 
ington, N. Cs 


Mr. McCarty joined the 
Oakes firm in 1937 as a ter- 
ritory representative and 
several years later he be- 
came assistant sales manager 
of the company. In 1952 he 
was appointed sales promo- 


tion manager. Earlier this 
year he was named sales 
manager. 





EZ Paintr Corp. Moves 

The E Z Paintr Corp., for- 
merly of Butler, Wis.. has 
moved to 4051 S. Iowa Ave., 
Milwaukee 7, Wis., it was 
announced recently by John 
Uhlarik, vice-president in 
charge of sales. 
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—_——— News of the Trade 


Ristau Appointed Vice-President in Charge 
Of Power Tool Div. Sales, Rockwell Mfg. Co. 


E. W. Ristau has been ap- unit dealers in the midwest 


pointed vice-president in 
charge of sales of the Power 





E. W. RISTAU 


Tool Div., Rockwell Mfg. Co., 
Pittsburgh, Pa., it was an- 
nounced recently by W. F. 
Rockwell, Jr., president of 
the company. 

Mr. Ristau began his power 
tool career with Skil Corp., 
Chicago, Ill., where he even- 
tually became vice-president 
of the company. 

In 1951, Mr. Ristau joined 
Rockwell as general manager 
of Rockwell Tools, Inc. He 
became director of sales and 
advertising of the Delta 
Power Tool Div. in Septem- 
ber, 1952, in which capacity 
he served until his present 
appointment. He will be lo- 
cated at the Rockwell home 
office in Pittsburgh, head- 
quarters for power tool sales. 

Rockwell’s Power Tool Div. 
consists of three units—the 
Delta power tool line, Deluxe 
Saw & Tool Co., and Rock- 
well Tools, Inc. 

At the same time it was 
announced that Otto Schmidt 
has been appointed midwest- 
ern drill unit sales represen- 
tative for the Delta Power 
Tool Div. Mr. Schmidt has 
been with the Delta organiza- 
tion since 1928, and from 1933 
to 1948 he served in a sales 
capacity in the states of Wis- 
consin, Minnesota and Iowa. 
He became a district sales 
manager in the Chicago area 
for Delta’s general power tool 
line. 

In his new capacity, Mr. 
Schmidt will specialize in 
drilling and tapping prob- 
lems. His primary objective 
will be to assist Delta drill 
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on the application of fully au- 
tomatic drilling units. He 
will make his headquarters at 
817 Forest Rd., La Grange 
Park, Il. 





Nation-Wide Service 
Set-Up for Excello 


Heineke & Co. dealers from 
coast to coast can look for- 
ward this year to devoting 
their entire power mower ef- 
fort to selling only, according 
to Henry Heineke, president 
of the Springfield, IIl., con- 
cern. The company has estab- 
lished a nation-wide service 
set-up for Excello power 
mowers. 

The service stations will 
supply nearby users with re- 
placement of tires, sprocket 
chain drives and other simi- 
lar items. The 250 Excello 
authorized factory service fa- 
cilities in all parts of the 
country will provide Excello 
power mower owners with 





the fast service needed dur- 
ing the spring and fall sea- 
sons, Mr. Heineke stated. 

He said that authorized 
service outlets will carry a 
complete inventory of factory 
parts, and he noted that the 
set-up will eliminate’ the 
problem of time lost in cross- 
country shipment of disabled 
mowers: Mr. Heineke also 
stressed that shipping ex- 
pense will be cut to a mini- 
mum and customer relations 
will be strengthened. 





Sylvania Appoints Four 
District Sales Heads 


Frederick W. Fulle has 
been appointed sales manager 
of the New York City dis- 
trict, David J. Bowden sales 
manager of the Cleveland dis- 
trict, Robert C. Harper of the 
Los Angeles district, and Wil- 
liam L. Friend of the San 
Francisco district of the 
Lighting Div. of Sylvania 
Electric Products, Inc., Sa- 
lem, Mass. 

Mr. Fulle succeeds John B. 
Muller, recently appointed 
eastern regional sales man- 
ager for lighting products. 


Nesco, Inc., Acquires 
Steelware Mfg. Co. 


Nesco, Inc., Milwaukee, 
Wis., has acquired all the 
capital stock of Steelware 
Mfg. Co., Los Angeles, Calif. 

The California company, 
which becomes a wholly own- 
ed subsidiary of Nesco, is 
primarily a manufacturer of 
specialty tin cans. Other prod- 
ucts are lithographed waste 
baskets and pantry ware. Its 
former owners, Ralph Simon 
and Jerry Conrad, will be- 
come vice-presidents of Steel- 
ware and continue as operat- 
ing executives. 

New plans for the Steel- 
ware firm have not been 
made, Nesco officials said, ex- 
cept that it will be expanded 
either through warehousing 
or expansion of manufactur- 
ing operations. 

At the same time Nesco re- 
ported that it has sold its 
pieced and stamped tinware 
business, including equip- 
ment, to the Parkersburg 
Steel Co., Parkersburg, Va., 
to make way in its Baltimore 
plant for expansion of its pro- 
duction of lithographed and 
galvanized ware. 








Keith-Simmons Honors John P. Dunphy 


i % 











John P. Dunphy is shown at the head of the table at a dinner given in his honor re- 


cently by Keith-Simmons Co., Inc., Nashville, Tenn., wholesaler. Mr. Dunphy, who 
called on Keith-Simmons for 33 years as a salesman for the Yale & Towne Mfg. Co., 
Stamford, Conn., came from Covington, Ky., to congratulate his friend, Fred O. Rhea, 
sitting at his left, on becoming head of Keith-Simmons’ newly combined and expanded 
wholesale and contract builders’ hardware department. To Mr. Dunphy’s right are: 
Aubrey L. Carr, president of Keith-Simmons; Vincent F. Flaherty, manager of the 
Yale & Towne plant under construction in Gallatin, Tenn.; Tracy O’Brien, Keith- 
Simmons salesman; Henry Brackman, Sr., vice-president of Keith-Simmons; A. C. 
Follett, Keith-Simmons buyer; John D. Lewis, Keith-Simmons secretary-treasurer; and 
Enoch B. Thweatt, manager of the Keith-Simmons retail store. On the other side of 
the table, beginning with Mr. Rhea, are: Walter J. Cyr, Yale & Towne product man- 
ager; Harry G. Talgo, Yale & Towne district manager; L. E. Copeland, Yale & Towne 
purchasing agent; Thomas A. Loftin, manager of Keith-Simmons’ industrial depart- 
ment; and Herman Hood, Keith-Simmons sales manager. 


HARDWARE AGE, APRIL 16, 1953 








An effective 
Yourself" cu 
"must" for 
houses, hote 
when they 








HARDW: 





cquires 
gy. Co. 


Milwaukee, 
ired all the 
f Steelware 
ngeles, Calif. 
ia company, 
wholly own- 
f Nesco, is 
ufacturer of 
, Other prod- 
aphed waste 
ry ware. Its 
talph Simon 
ad, will be- 
nts of Steel- 
€ as operat- 


> the Steel- 
» not been 
als said, ex- 
9e expanded 
varehousing 
nanufactur- 


1e Nesco re- 
as sold its 
ed tinware 
ing equip- 
arkersburg 
sburg, Va., 
; Baltimore 
n of its pro- 
‘aphed and 


side of 
t man- 
Towne 
Jepart- 


16, 1953 











door knobs 


IN A SELF-SERVICE DISPLAY 





when they are Taylor-Made—they're WELL-MADE! 





All Taylor 
knobs are supplied with 
threaded spindles for easy ad- 


backing. 


justment. No washers needed. 


TAYLOR 





An effective item to attract and sell those important “Do It 
Yourself" customers who want a little money to go a long way. A 
"must" for home improvements, for summer cottages, rooming 
houses, hotels, motels, etc. Door Knobs are in demand . . 


ASSORTMENT No. 422 


CONTAINS THREE PAIR No. 400 Fluted Glass, TWO PAIR No. 410 
Brass Plated and ONE PAIR No. 402P Polished Solid Brass. 

NO. 410 BRASS PLATED: Standard popular priced two-piece door knob, 
dull brass-plated and lacquered. 


NO. 402P SOLID BRASS: Wrought one-piece knob, 2" diameter. 
Polished brass finish with baked-on 


NO. 400 FLUTED GLASS: Bright crystal clear glass with silvered 










. and 


Diameter of knob, 2!/"'. 













"lifetime" lacquer. 


Diameter of knob, 2". 


LOCK COMPANY 


PHILADELPHIA 32,. PENNSYLVANIA, U.S.A. 














Regal Red 
Regal Blue 
Regal Yellow 






Gold color 
bail and bumper 












HARDWARE AGE, APRIL 16, 1953 


A Royal Addition to 
this Famous ‘‘Fashion 
Color” Line— 


If you want to be way ahead in carpet 
sweeper sales this spring, Bissell’s new 
“Queen” model is your winning card. 


At the Housewares Show, this new model 
in Coronation colors got a royal welcome 
..-and a rush of orders. For the “Queen” has 
everything. Brilliant beauty that commands 
customer attention. Performance that sells 
and stays sold. It has all of Bissell’s finest 
features—including Saran bristle brush and 
new Brush-Clean Combs. New sectional 
handle, for your convenience. 





The “VANITY” 
Mint Green or Ebony Black 


. . promote the 


Display the “Queen” . 
“Queen.” For the “Queen” can get you 
king-size business! 


Fashion, Cole 
BISSELL SWEEPERS 


Bissell Carpet Sweeper Company ¢ Grand Rapids 2, Michigan 





The “SILVER STREAK” 
Poppy Red or Spruce Green 
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You make more 
money selling 
DEMPSTER because 
it’s America’s 

quality water system! 


No wonder the farmer won’t have anything else! Deinpster 
offers him a tried-and-tested water-supply system—backed 
by the 73-year-old Dempster reputation for unquestioned 
ee. It’s just plain sense that you can sell more Dempster 

ater Systems. In a day of increasing shortages, with 
replacement materials harder to get, your customer is more 
quality-conscious than ever before. You sell quality when 
you sell the Dempster Water System—it’s America’s finest! 


These Dempster Pumps are star 
members of America’s finest line... 





DEEP-WELL JETMASTER 
— Ideal for offset installation or 
to be set directly over the well. 
Unusually simple in operation— 
only one moving part. 


SHALLOW-WELL JET- 
MASTER — Only one yo | 
part. No special pressure tan 
needed. asily installed and 
exceptionally efficient. 


RS 


CENTRIFUGAL PUMPS — 
impellers are semi-enclosed 
for greater efficiency. Balanced 


DEEP-WELL WATER SYS- 
TEM — Positive lubrication. 
Modern design. Availab!e for 


electric motor or gasoline engine 
operation. Can be supplied with 
windmill attachment. 


drive shafts ride on double Tim- 
ken Bearings. There are no bet- 
ter irrigation pumps made than 
Dempster Centrifugal Pumps. 


America’s Quality Line of Farm 


EMPSTER 


WATER SUPPLY <a SUPPLY EQUIPMENT 
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Water Systems 


Irrigation Equipment 


DEMPSTER 
MILL MFG. CO. 
Beatrice, Nebraska 


Pumps @ Tanks © Windmills @ 











Weatherby Promoted By 
Portable Electric Tools 


George W. Weatherby has 
been appointed manager of 
industrial and trade sales of 





GEORGE W. WEATHERBY 


Portable Electric Tools, Inc., 
Chicago, IIll., it has been an- 


| nounced by John L. Baker, 


executive vice-president. 
Mr. Weatherby started 
with the company early in 
1951 as western division sales 
manager for 11 states. Pre- 
viously he was western man- 


ager of the MacFadden Pub- 


| 








News of the Trade——___ __ 


lications and was associated 
with the Dell Publishing Co, 





Tanner Named Radio, TY 
Sales Head for Arvin 


Appointment of Paul W, 
Tanner as general sales man- 
ager of the radio and tele- 
vision division of Arvin In- 
dustries, Inc., Columbus, Ind., 
has been announced by Har- 
lan B. Foulke, vice-president 
of the company. 

Mr. Tanner succeds Ray- 
mond P. Spellman who has 
requested a less demanding 
assignment because of a re- 
cent serious illness. 

Mr. Tanner is a 20-year 
veteran with Arvin Indus- 
tries. He joined the organiza- 
tion in 1933 and has held 
reponsible sales and admin- 
istrative posts in the com- 
pany’s car heater, electric 
housewares and radio and 
television divisions. Since 
1949 when Arvin entered the 
television field, he has served 
as merchandising manager 
of the radio and TV division 
of the company. 


New President of Pacific Southwest Group 





Left to right are Robert J. Watkins, Watkins Hardware 


Co., Santa Paula, Calif., newly elected president of the 
Pacific Southwest Hardware Assn., with John T. Skol- 
field, Gardiner, Me., NRHA president, and John H. Knox, 
Santa Ana, Calif., retiring president of the Pacific South- 
west association. Other officers elected are: Irvin C. 
Porter, Porter Hardware, Long Beach, Calif., Ist vice- 
president; Loren D. Pedrick, Farmers Hardware & Sup- 
ply Co., Phoenix, Ariz., 2nd vice-president. The board of 
directors is composed of Franklyn J. Schulze, Santa Bar- 
bara; Robert B. Sudds, Oildale; Glenn A. Cornwell, Glen- 
dale; Gerald R. Gillespie, Arcadia; Walter Callahan, 
Los Angeles; Arthur R. Koontz, Los Angeles; Dwayne 

Larson, Wilmington; I. C. Lionbarger, Corona Del 
Mar; J. S. Wages, Banning; H. E. Nathan, San Diego, 
and M. A. Marks, Yuma, Ariz., A. C. Kammeier is ex 


ecutive secretary. 
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News of the Trade 





Sheet Metal Distributors to Hold Spring 
Meeting in Columbus, Ohio, May 14, 15 


The Spring Meeting of the 
National Association of 
Sheet Metal Distributors will 
be held this year in Colum- 





LEE J. HAINES 


bus, Ohio, on Thursday and 
Friday, May 14 and 15. 

At the opening session of 
the meeting, guest speakers 
will discuss steel, zinc, and 
Socialism. Ernest V. Gent, 
executive vice-president of 
the American Zinc Institute, 


will present “Some Facts 
About Zinc.” 

On Thursday afternoon, 
Robert G. Leary, vice-presi- 
dent and general sales man- 
ager of Rigidized Metals 
Corp., Buffalo, N. Y., will 


speak on “Uses to Which 
Rigidized Metals May Be 
Put.” 


On Friday morning Lee J. 
Haines, E. E. Souther Iron 
Co., St. Louis, Mo., who is 
vice-president of NASMD, 
will discuss his new Ozalid 
Equipment. Roger K. Becker, 
vice-president of NASMD, 
will speak on “Creative Sell- 
ing and the Wholesaler.” 

In addition. A. M. Rober- 
son will lead a discussion of 
“Efficient Storage of Sheets,” 
and N. T. Hess, vice-presi- 
dent, Vorys Bros., Inc., will 
speak on “Efforts Being 
Made to Educate the Tinner, 
Roofer, and Sheet Metal 
Worker in Merchandising.” 

An interesting group of 
slides will be shown at the 
Friday morning session. 





Bolton Promoted By 
Western-Winchester 


George H. Bolton has been 
appointed district sales man- 
ager of Western-Winchester, 
it was announced by J. T. 
Boone, sales manager of the 
Arms & Ammunition Div. of 
Olin Industries, Inc., East 
Alton, IIl. 

Mr. Bolton, who has been 
acting district manager for 
the past year, will maintain 
headquarters in Pittsburgh, 
Pa. His territory includes 
parts of New York, Pennsyl- 
vania, Ohio, Virginia, Mary- 
land, and all of West Vir- 
ginia. 

Before joining Western- 
Winchester in 1950, Mr. Bol- 





GEORGE H. BOLTON 
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ton had several years’ ex- 
perience as a wholesale 
salesman of firearms and 
ammunition, specializing in 
sales to trap, skeet, rifle and 
pistol clubs. 





Simoniz Co. Announces 
Sales Staff Promotions 


C. V. Lipps, general sales 
manager of the Simoniz Co., 
Chicago, Ill., has announced 
several promotions on the 
company’s sales staff. 

Donald E. Cluck was 
named eastern sales man- 
ager, covering the New York, 
Philadelphia and Atlantic di- 
visions. 

C. Paul Amerman was 
made central sales manager, 
covering Cleveland, Chicago, 
Kansas City and Dallas di- 
visions. 

William A. Chelew was 
named western sales man- 
ager, covering the 11-state 
western area of the country. 

Walter V. Clark was made 
New York division sales man- 
ager; James V. Hughes, Phil- 
adelphia division sales man- 
ager; Kenneth E. Lewis, 
Kansas City division sales 
manager; and Robert J. Derr, 
Chicago division sales man- 
ager. 
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The profits really roll in fast, when you stock 
the Jackson line. Jackson is the best-known 


name in the wheelbarrow field . . . 


the easiest 


to sell. Customers ask for Jackson Home 


barrows. . 


. prefer the skilled workmanship, 


the quality materials, exclusive shapes and 
features. Your customers know a good thing 
when they see it and they’ll buy . . . Jackson. 





WwOoD 
GARDEN BARROWS 


Made of one-piece exterior 
waterproof plywood ... won't 
warp. Pneumatic or semi- 
pneumatic tires; also steel 
wheels. 








‘Patented sectional 
handle design is a 
Jackson feature. 














Jackson 





LAW 

ROLLERS 
Various types . . . drums of 
high quality sheet steel; edges 


rounded to prevent cutting of 
sod. Adjustable scrapers of 
channel steel. 








MANUFACTURING COMPANY 


HARRISBURG, 


PENNA. 


Oldest and largest wheelbarrow maker in America 
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Best Salesman 
we've ever had.. 


FT 


LJ 
|] 7 





ECON-O-FLEX 


Here’s a salesman that requires no compensation, yet is con- 
stantly on the job producing those added sales. It’s the ideal 
merchandising fixture for that feature spring promotion you've 


been considering. Economical, easy-to-assemble ... 
customers take that second look at 


makes 
our merchandise. Basic 


assembly includes a Spacemaster*70 frame which is supported 
by 2 tubular-steel end supports finished in English Silver. Unit 
shipped with 24 Spacemaster brackets and 8%” thick Nova- 
ply * shelves. Each shelf bordered with a %” price ticket chan- 
nel. And all this at a price that fits even the most restricted 
budget. Add the Spacemaster Econ-O-Flex to your sales force 


today. Order now... 


Write Dept. HA-4 and specify No. 70A 


*Novaply is the trade mark of the U.S. Plywood Corporation's laminated wood product. 


6) 
~ oo. TTS 
ee oo. 7933 


All prices net, F.O.B. our factory. 
Shipped on open account to firms rated 
satisfactorily in Dun a Bradstreet. 
Others please send check with order. 








REFLECTOR- 
HARDWARE 
CORPORATION 


Main Office and Factory 


Western Ave. at 22nd Place, Chicago 8, Ill. 


Woy ¥ aft York Office and Showroom 


West 34th Street, New York 1, N. Y-. 





















Name Brooks Sales Head 
Of South Bend Bait Co. 


(Continued from page 195) 
important national accounts 
in sales development and 
merchandising programs. 





GERARD W. BROOKS 


Previously he was assistant 
general sales manager of E. 
J. Brach & Sons. 

Mr. Brooks will be in com- 
plete charge of all sales and 
distribution activity. 

Advertising and all sales 
promotional activities at 
South Bend will be in charge 
of H. P. Gibson, vice-presi- 
dent. 





Mumford is Sales Heed 
Of Strunk Equipment Co. 
Lenard M. Strunk, presi- 
dent of the Strunk Equip- 
ment Co., Coatesville, Pa., has 
announced the appointment 


News of the Trade—____ 


of H. E. Mumford as sales 
manager of the company. Mr, 
Mumford will supervise the 
sales and advertising of the 
Strunk one-man chain sav, 
which will now be sold na- 
tionally. 

Mr. Mumford will be as- 
sisted by Jack Ewert, who 
will be district sales repre- 
sentative for the central 
coastal states; A. G. Knapp, 
district sales representative 
for New England; Newton 
Hake, district sales represen- 
tative for the middle south- 
west states, and Burt Eaton, 
district sales representative 
for middle northwest and 
West central states. 





Denver Re-Elected Head 
Of Irwin Auger Bit Co. 


M. R. Denver was re-elected 
president, Ray C. Fischer 
was re-elected vice-president 
of manufacturing and sales, 
and E. J. Hiatt was re-elected 
vice-president of the Irwin 
Auger Bit Co., Wilmington, 
Ohio, at the firm’s annual 
meeting held recently. 

D. K. Hempstead was 
elected secretary and trea- 
surer at the same time. He 
succeeds Scott Molyneaux, 
who retired after more thar 
40 years of service with the 
company. 

Also elected to office were 
L. E. Bingham as assistant 
secretary, and H. A. Gehrin- 
ger as assistant treasurer. 











| Northern Wholesale Hardware Co. Officers 





Hedley Dingle, left, Dingles Hardware, Coeur d'Alene, 
Idaho, whose election to the presidency of the Northern 
Wholesale Hardware Co., Portland, Ore., was announced 


in the March 


19 issue of HARDWARE AGE. At the 


same time, Don D. Foss, right, was promoted from sales 
manager to executive vice-president and general man- 
ager of the company. The change in the executive off- 
cers of the company was occasioned by the retirement of 
Tom L. Willis, president and general manager of the firm 


1935. 


since 
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Lowe Bros. Appoints 
Rhodes Sales Head 


W. C. Rhodes has been ap- 
pointed general sales man- 





W. C. RHODES 


ager of the Lowe Bros. Co., 
Dayton, Ohio. 

Mr. Rhodes joined Lowe 
Bros. in 1933 as territory 
salesman in the southern dis- 
trict headquarters at At- 
lanta, Ga. He later served 
as sales manager and then 
as manager of the southern 
district. 

In 1949 he was promoted 
to the position of trade sales 
manager in the firm’s home 
office in Dayton. In his pres- 
ent position, Mr. Rhodes will 
direct all sales activities of 
Lowe Bros. trade sales and 
industrial paint products. 





Remington Arms Lists 
Territorial Changes 


R. H. Coleman, vice-presi- 
dent and director of saies, 
Remington Arms Co., Bridge- 
port, Conn., has announced 
changes in sales territories 
for Dave W. Flannigan and 
C. Victor Bracher. 

Mr. Flannigan, formerly 
Remington district manager 
for the Cleveland, Ohio, ter- 
ritory, now becomes district 
manager in the Salt Lake 
City territory. 

Mr. Bracher, who has been 
Remington’s district man- 
ager at Salt Lake City for 
a number of years, will suc- 
ceed Mr. Flannigan as dis- 
trict manager in the Cleve- 
land territory. 





Moore Resigns Post 
At Summers Hardware 


P. W. Moore has resigned 
as executive vice-president of 
Summers Hardware & Sup- 





News of the Trade 
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ply Co., Johnson City, Tenn., 
wholesaler. 

Before joining Summers, 
Mr. Moore was for six years 
president of the Montgomery 
& Crawford Co., Spartan- 
burg, S. C., and for 25 years 
prior to that he was sales 
director of the Stratton & 
Terstegge Co., Louisville, Ky. 

Upon announcing his res- 
ignation from Summers, Mr. 
Moore stated that he has 
made no definite plans as to 
any future connections. 


Name O. H. MacGillivray 
Westinghouse Manager 


Ogden H. MacGillivray has 
been appointed eastern dis- 
trict manager for the Elec- 
tric Appliance Div. of the 
Westinghouse Electric Corp., 
Mansfield, Ohio. 

Mr. MacGillivray, who suc- 
ceeds W. H. Loeber, will be 
responsible for coordinating 
and planning the sales, mer- 
chandising and distribution 
of Westinghouse appliances 
in the eastern district, which 
includes all of New England 
and New York State, as well 
as parts of New Jersey and 
Pennsylvania. 

Mr. MacGillivray has been 
with Westinghouse since 
1922, having started as a 
sales assistant with the mer- 
chandising division. 








Landers, Frary & Clark 
Appoints Edwin D. Wolf 


Edwin D. Wolf has been 
appointed factory represen- 
tative for Landers, Frary & 
Clark, New Britain, Conn., 
on Universal electric house- 
wares, household specialties 
and, vacuum goods. 

Mr. Wolf was formerly 
comptroller for the Publix 
Cab Co. in Denver, Colo., and 
prior to that was connected 
with Airborne 
at the Stapleton Airfield. 





EDWIN D. WOLF 
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; GABLE-TOP 
TOOL BOX 





SQ, > w0771010. eee eb (FFG wWU’Q’, '’}) WwW. ;<«:«WOYXYT7J—"T 


STEEL CHEST 
I iticasnncansiaieteeansinaniiall 






REASONS WHY 
YOU ACHIEVE 
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1. GUARANTEED QUALITY —FINEST WORK- 
MANSHIP AND DESIGN. 


2. 30 YEARS EXPERIENCE. 


3. NATIONALLY ADVERTISED .. . SOLD. 
USED. 


4. COMPETITIVELY PRICED. NEVER SUCH 
QUALITY PRODUCTS FOR SO LOW A PRICE. 


5. EVE-CATCHING BEAUTY. . . BAKED GREEN 
ENAMEL FINISH. 

6. GREAT DURABILITY .. REINFORCED .. 
EMBOSSED. 


7. ESPECIALLY DESIGNED FOR EXTRA LIGHT- 
NESS, YET GREATER STRENGTH 


8. A COMPLETE LINE.-BOXES FOR EVERY 
SHOP MAN OR HOBBYIST'S NEEDS 





HEAVY-DUTY 
CARPENTERS BOX 
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Waterloo sets the standards in metal 
box design and craftsmanship. It is 
a quality line. Easier to sell because 
Waterloo’s guaranteed quality is 
easier to prove. Competitively priced 
to give dealers an edge on competi- 
tion PLUS EXTRA PROFIT. 

Write your jobber today for complete 
information including free catalog. 


WATERLOO VALVE SPRING 
COMPRESSOR CO. 


WATERLOO, IOWA 


.°9°$8 
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Sales Staff Promotions, New Appointment 
Announced by Easy Washing Machine Corp. 


Five sales staff promotions 
and a new appointment were 
announced recently by G. W. 
Burns, general sales manager 
of the Easy Washing Machine 
Corp., Syracuse, N. Y. 

Anders Anderson has re- 
joined Easy as merchandise 
counselor. Since 1943, he was 


division manager and _ re- 
gional sales manager for 
Bendix Home Appliances. 


Prior to that, he served as 
special representative and 
district manager for Easy for 
a period of 20 years. 

Jack C. West, Seattle, 
Wash., district sales manager 
for the past six years, has 
been promoted West Coast 
divisional sales manager, suc- 
ceeding Fred S. Fenton, re- 
tired. Before joining Easy, 
Mr. West was associated with 
the Bigelow-Sanford Co. in 
the San Francisco area. 

E. C. Sharrow, who joined 
Easy in 1932 and served as 
district sales manager in the 
Grand Rapids area, has been 


promoted to divisional sales 
manager for the state of Ohio 
and portions of Kentucky and 
West Virginia. This territory 
was formerly handled by J. 
W. Yonts, retired. 

Another divisional manager 
promotion, in the northern 
New Jersey territory, was 
given to J. A. Grady, who 
served this same territory as 
assistant divisional manager 
since 1949. Prior to that, he 
served as district sales man- 
ager in the metropolitan New 
York market. 

A. G. Herrick and R. S. 
English, who formerly were 
sales representatives in the 
northern New Jersey division, 
have been appointed district 
sales managers in that divi- 
sion. 

W. F. Garner, who former- 
ly held the position of district 
sales manager in the Sagi- 
naw, Mich., territory, will 
now serve in the same capac- 
ity in the Grand Rapids terri- 
tory. 





Name Sullivan Head Of 
Lau Blower Fan Sales 


Edward V. Suliivan has 
been promoted to sales man- 
ager of the Fan Div. of the 
Lau Blower Co., Dayton, 
Ohio, it was announced by 
Thomas I. Byrd, vice-presi- 
dent of the firm. 

Mr. Byrd also announced 
the appointment of Thomas 
H. Martin as manager of 
sales promotion and adver- 
tising, the post formerly 
held by Mr. Sullivan. 

Mr. Sullivan, with the Lau 
Blower company four years, 
was previously associated 
with an advertising agency 
and prior to that with the 
Advertising Dept. of Shef- 
field Corp. 





Food Machinery Buys 
Wisconsin Company 


Food Machinery & Chem- 
ical Corp., San Jose, Calif., 
announced the acquisition of 
the Milwaukee Equipment 
Mfg. Co., South Milwaukee, 
Wis., manufacturer of rotary 
tillage equipment. 

According to Benjamin C. 
Carter, FMC executive vice- 
president in charge of Ma- 
chinery divisions, the acqui- 
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sition was made to comple- 
ment FMC’s current lines of 
gardening equipment. He 
stated that Milwaukee Equip- 
ment Mfg. Co. will operate as 
a subsidiary of FMC and as 
an affiliate of the parent cor- 
poration’s Bolens Products 
Div., which manufactures 
garden tractors and power 
lawn mowers at Port Wash- 
ington, Wis. 

No changes in operating 
personnel are contemplated. 





McKee Glass Div. Names 
Miller on West Coast 


John B. Miller has been 
appointed Pacific Coast rep- 
resentative for the McKee 
Glass Div. of Thatcher Glass 
Mfg. Co., Elmira, N. Y. 





JOHN B. MILLER 


News of the Trade 





In his new capacity, Mr. 
Miller will be in charge of 
sales of Glasbake ovenware, 
rangeware and kitchenware, 
plus restaurantware and in- 
dustrial glass, in the Pacific 
Coast area. 

Prior to his new appoint- 
ment, Mr. Miller was man- 
ager of Thatcher’s Chicago 
branch sales office. He joined 
Thatcher in 1944 as sales 
manager of its beverage con- 
tainer division. In 1945, he 
became manager of the firm’s 
Boston, Mass., branch sales 
office, serving in that ca- 
pacity until his transfer to 
Chicago in 1947. 

Mr. Miller’s office will be 
located at 1350 N. Highland 
Ave., Los Angeles, Calif. 





Distributor Appointed 
For Tracy Kitchens 


Major Appliance Distribu- 
tors, Inc., Charlotte, N. C., 
has been appointed to dis- 
tribute Tracy Kitchens prod- 
ucts, it was announced by 
B. T. Roe, vice-president in 
charge of Tracy sales, Edge- 
water Steel Co., Pittsburgh, 
Pa. 

The newly-appointed dis- 
tributor will service all of 
North Carolina with the ex- 
ception of four counties for 
the complete line of Tracy 
products. Headquarters will 
be maintained at 1213 More- 
head St., W., Charlotte. 


Portable Electric Tools 
Opens Branch Offices 


Portable Electric Tools, 
Inc., Chicago, IIl., has opened 
a branch office in New York 
and Connecticut. 

The New York office, at 
149 Church St., is under the 
direction of Philip G. Fel- 
linger, who will be regional 
manager of the New York, 
Philadelphia, and New Jersey 
territory. Mr. Fellinger was 
for many years in the mer- 
chandising department of the 
B. F. Goodrich Co., Akron, 
Ohio. 

The Watertown, Conn., of- 
fice, at 91 Middlebury Rd., 
is under the direction of 
James R. Kielty, who will be 
regional manager for the 
New England territory. 

Mr. Kielty was formerly 
sales director for Tool Kraft, 
Springfield, Mass. 

The two new branch offices 
are already in operation. 





Purnell Gets Executive, 
Sales Post With Lionel 


Redge J. Purnell has been 
appointed vice-president and 
general sales manager of the 
Airex Div. of the Lionel 





REDGE J. PURNELL 


Corp., New York, it was an- 
nounced by Lawrence Cowen, 
president of the company. 

Mr. Purnell was formerly 
assistant sales manager for 
Lionel electric trains in the 
central states area. His new 
duties with Airex will include 
heading national fishing 
tackle sales and coordinating 
sales promotion and adver- 
tising for the division. 

Before joining the Lionel 
organization, Mr. Purnell was 
a service salesman with Tau- 
ber, Inc., and a trainer of 
service salesmen for the Ford 
Motor Co. After World War 
II, he formed Tauber Enter- 
prises, Inc., toy distributor. 
He joined Lionel in January, 
1946, as a salesman and 
moved to Airex sales in Jan- 
uary, 1953. 


Round Chain Announces 
Canadian Affiliate 


The establishment of 4 
Canadian affiliate, Round 
Chain Co. of Canada, was 
announced by James W. 
Dickey, executive vice-presi- 
dent of Round Chain Cos., 
Cleveland, Ohio, a group of 
11 affiliated companies 
operating throughout _ the 
United States. 

Covering 12,000 sq. ft., the 
new chain-making facilities 
are located in Brampton, 
Ontario, 27 miles West of 
Toronto. They will make 
available to Canadian con- 
sumers all products manu- 
factured and distributed by 
the other Round Chain com- 
panies. 
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KIMBLE 


KIMBLE GLASS BARS WON'T RUST 
- -- STAY NEW-LOOKING! 


A. Kimble Button-End Glass Bars — crystal 
i or opal glass with adjustable metal fit- 
; tings. 18”’ long. 

B. Kimble Double-Purpose Gloss Bars - 
crystal glass with odjustable fittings for 
partial or full-length use. 24'’ long. 

_ CQ Kimble Bent-End Glass Bars — '/."" crys- 
t tal or opol glass with strong, modernis- 
tic metal fittings. 18’ and 24” lengths. 

Kimble Deluxe Glass Bars—*/,’’ crystai- 
_ clear glass with heavy, streamlined metal 
fittings. 18’’ and 24’* lengths. 


Subsidiary of Owens-Illinois Glass Company 


HERE’S AN ITEM your customers won’t 
be able to resist once they see what use- 
ful, economical, handsome helpers 
Kimble Glass Bars can be. 

With their polished metal fittings and 
sparkling glass, Kimble Glass Bars are an 
attractive addition to any room—be it 





ae 











sell on sight ! 


bedroom, kitchen, bathroom or nursery. 

Most important, our tremendous pro- 
duction facilities make it possible for us 
to sell at a cost that gives you an unusual 
profit margin. Decide now to order these 
fast-moving bars from your wholesaler, 
or write to us direct. 


KIMBLE GLASS COMPANY 


Toledo 1, Ohio 





YOU DEALERS 


TELL US: 


"We sell ‘ 
MORE jf 
rope es 
with eae 
RUGG 
Ready-Pak’ 






















It's easy business... 
new business... 
when this Ready-Pak 
counter display car- 


RUGG “All-Purpose” ROPE 
in READY-PAK display carton 





Ready-Measured Per Coil Per Display 





NOW AT YOUR JOBBER’S No. N130X35 


rope, pre-measured, 
securely flanged... 
ready to wrap up for 
a quick, profitable 
sale, 


or write | 
THE E, T. RUGG CO. 
51 Miller St., Newark, Ohio | 


manufacturers since 1883 
TT 
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A NEW EAGLE 
PROFIT-MAKER 


in a NEW sales- 
promoting display 

















the modern 
all-purpose 
#33 EAGLE 


precision pump oiler! 





Here’s the newest Eagle inex- 
pensive, modern, all-purpose 
oiler that can be sold for gen- 
eral use on the farm, in the 
shop, in the home, in the 
garage and service station... 
in fact everywhere a depend- 
able, precision oiler is needed. 
Its broadened base prevents 
tilting . . . its body design 
provides sure and comfortable grip .. . its 
positive-acting pump mechanism delivers one’ 
drop or a full stream of oil . . . its handy pistol 
grip lever gives perfect operating control... 
its seamless brass spout with detachable cone- 
shaped tip reaches the spot to be oiled without 
| difficulty. 
. The Eagle #33 is a high quality, reliable- 
-! acting, durable oiler that should sell on sight— 
and the attractive color display carton holding 
6 oilers, will attract attention on the counter 
and promote “help yourself” sales. Get in touch 
with your jobber now—order a supply of the 
new Eagle #33 Oilers. 


* Convenient 
° Ffficient 


. purable 


Only Eagle offers the Complete Line 








MANUFACTURING COMPANY Wellsburg, W. Va. 
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W. B. Morse Promoted 
By Fairbanks-Morse 
William B. Morse, former- 


ly assistant to the manager 
of the Detroit, Mich.. sales 





WILLIAM B. MORSE 


and service branch of Fair- 
banks, Morse & Co., Chicago, 
Ill., has been appointed man- 
ager of that branch, succeed- 
ing E. J. Hay, deceased. 

Mr. Morse is a_ great 
grandson of the founder of 
the company and a son of 
Robert H. Morse, Jr., presi- 
dent of the firm. He has been 
with the company since 1946, 
starting in the Beloit Works. 
From 1948 to 1951 he was a 
salesman for the San Fran- 
cisco branch, and was trans- 
ferred to Detroit in 1951. 

Other organizational 
changes made by the com- 
pany included: B. R. Eng 
appointed assistant comp- 
troller; J. E. McQuilkin 
moved to Montreal, Canada, 
where he is now assistant to 
the president of the Cana- 
dian Fairbanks-Morse Co., 
Ltd., and J. R. Walsh, who 
has since 1948 been manager 
of the Stuttgart, Ark., works, 
promoted to manager of the 
company’s new plant in Kan- 
sas City, Kan. 





Myers Holds Two-Week 
Distribution Classes 

A group of distributor 
sales representatives of the 
F. E. Myers & Bro. Co. at- 
tended the sales training 
class at the company’s main 
plant in Ashland, Ohio, held 
recently. The course, exclu- 
sively for distributor repre- 
sentatives, was first given for 
41 trainees in January, when 
manufacturing methods and 
uses of Myers products were 
presented in a concentrated 
course. 

During the two-weeks cap- 


News of the Trade 





sule course, trainees at. 
tended daily instruction peri- 
ods, led by Myers specialists 
in different fields. Products 
covered were water systems, 
pumps, hand and power 
sprayers and water condi- 
tioning equipment. 





Ocean City-Montague 
Names Keith Sales Head 


John D. Keith has been 
named sales manager of 
Ocean City-Montague, Phila- 
delphia, Pa. His appoint- 
ment becomes effective im- 
mediately. 

Mr. Keith, who has been 
active in the sporting goods 
field since 1940, has been 
with Ocean City-Montague 
for the last five years ina 
sales and executive capacity. 
For the last 18 months he 
has been manager of defense 
production for Ocean City 
Mfg. Co., directing the work 
of several hundred employees. 

Mr. Keith began his ca- 
reer in the sporting goods 
business as a clerk in the re- 
tail shop of Gitter & Siovic 
in Chicago. He was employed 
by that firm from 1940 until 
1942. Later, he joined the 
Mages Sporting Goods Co. in 
Chicago, where he was em- 
ployed as a salesman for 
about a year. Then he was 
assistant sporting goods buy- 








JOHN D. KEITH 


er for N. Shure & Co., Chi- 
cago, for a year before join- 
ing the Ocean City-Montague 
sales staff in February 1948. 





Congoleum-Nairn Names 


Lauren K. Hagaman has 
been appointed director of 
sales promotion and adver 
tising of Congoleum-Nair 
Inc., Kearny, N. J., mant 
facturer of floor and wall 
coverings, F. J. Andre, presr 
dent, announced. 
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Continental Can Makes 
Wojtul Sales Director 
Peter Wojtul has been ap- 


pointed to the newly-created 
post of director of sales of 





PETER WOJTUL 


the Continental Can Co., Inc., 
New York. 

Mr. Wojtul, in his new po- 
sition, will advise and assist 
all Continental product di- 
visions in their sales activi- 
ties. 

At the same time it was 
announced that W. K. Neu- 
man was named to succeed 
Mr. Wojtul as general man- 
ager of sales, Metal Div. Mr. 
Neuman was formerly gen- 
eral manager, southeastern 
district. 





Bruner Heads Water 
Conditioning Group 


T. W. Bruner, president of 
Bruner Corp., Milwaukee, 
Wis., was elected president 
of the Water Conditioning 
Foundation at the annual 
convention held recently in 
oy Sheraton Hotel, Chicago, 


Other officers elected are: 
A. K. Rheem, Jr., manager 
of the Tank Div., Rheem 
Mfg. Co., Chicago, vice-pres- 
ident; John C. Hosford, Chi- 
cago, executive secretary and 
treasurer. 

The following were elected 
to membership on the execu- 
tive committee: H. F. Wer- 
hane, president of Culligan 
Inc., Northbrook, Ill.; J. P. 
Lawlor, president of General 
Filter Co., Ames, Iowa; C. 
A. Spaulding, Jr., vice-presi- 
dent and general manager of 
Refinite Corp., Omaha, Neb. 

Also, L. G. Lindsay, pres- 
ident of the Lindsay Co., St. 
Paul, Minn., the Foundation’s 
retiring president; H. A. 
Kern, president of National 
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Aluminate Corp., Chicago; 
C. L. Seribner, general man- 
ager of Elgin Softener Corp., 
Elgin, Ill. 

The three-day convention, 
fourth annual meeting of 
the Foundation, was devoted 
to an intensive discussion of 
engineering, sales and mer- 
chandising problems. Coinci- 
dentally, the groundwork was 
laid for an expanded promo- 
tional program to increase 
water softener sales for mem- 
ber companies in 1953. 





Standard Pressed Steel 
Building New Plant 


Building what amounts to 
a new plant in and around 
its existing structures, Stan- 
dard Pressed Steel Co., Jen- 
kintown, Pa., is rapidly push- 
ing to conclusion a $10,000,- 
000 machinery and new-plant 
expansion program. 

The structure will house 
the manufacture of all SPS 
products—Unbrako socket 
screws, Flexloc self-locking 
nuts, Hallowell steel shop 
equipment and also aircraft 
specialty parts. 





Name Ruh Sales Head 
Of Sall Mountain Co. 


Dwight H. Ruh has been 
appointed general sales man- 
ager of Sall Mountain Co., 
Hamilton, Ohio. 

Mr. Ruh started with the 
Sall Mountain sales force 25 
years ago in the Chicago 
sales office. For a number of 
years he has been in charge 
of sales in the Detroit trad- 
ing area. 

In his new position, Mr. 
Ruh.will supervise sales from 
the company’s main office at 
the plant in Hamilton. He 
succeeds Frank R. Anderson, 
who retired Jan. 1, after 
more than 40 years with the 
company. 





DWIGHT H. RUH 
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INSWELL BBB COIL 
CM INSWELL CHAIN is nationally advertised . . . 


known and preferred by chain users in every type of 
business. 





LIBERTY COIL STRAIGHT LINK 


A REGULAR SELLER 





LIBERTY COIL TWIST LINK 


CM INSWELL CHAIN is available in all 
standard welded chain types and sizes. 
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LIBERTY MACHINE STRAIGHT LINK 


AT A REGULAR puertt 
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LIBERTY MACHINE TWIST LINK 


CM INSWELL CHAIN cold shuts, repair links, 
hooks and other accessory fittings make ours a 
“one-stop” chain supply service. 


COLUMBUS McKINNON 


CHAIN CORPORATION 


GENERAL OFFICES AND FACTORIES: TONAWANDA, N. Y. 


SALES FFICES. NEW. YORK ite elem 2030 ee a 2 
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scotch 





The term “Scotch” and the plaid design are registered trademarks for the 
more than 200 pressure-sensitive adhesive tapes made in U.S.A. by 


MINNESOTA MINING & MFG. CO., St. Paul 6, Minn.— also makers of 


“SCOTCH” SOUND RECORDING TAPE, ““UNDERSEAL”’ RUBBERIZED 
COATING, “SCOTCHLITE”’ REFLECTIVE SHEETING, ‘“SAFETY-WALK" 

| NON-SLIP SURFACING, “3M” ABRASIVES, ““3M" ADHESIVES. 
Gen. Export: 122 E. 42nd St., New York 17, N.Y. In Canada: 
London, Ont:, Can. 











Mason Elected to Board 
Of Harrington Cutlery 


George E. Mason has been 
elected to the board of direc- 
tors of the Russell Harring- 





GEORGE E. MASON 


ton Cutlery Co., Southbridge, 
Mass., at a recent annual 
stockholders’ meeting, it was 
announced by Ira Mosher, 
chairman of the board. 

Mr. Mason joined the com- 
pany in 1950 as sales man- 
ager and advertising man- 
ager. He previously was sales 
manager for the Curtis 
Wright Corp.’s Indianapolis 
division. 


News of the Trade ——_— 


Mr. Mason is a member of 
the Worcester Sales Execu- 
tive Club. 





Buffalo Steel Appoints 
Pinzel to Sales Post 


The appointment of F, B. 
Pinzel as assistant general 
sales manager, Buffalo Steel 
Div., H. K. Porter Co., Inc., 
Tonawanda, N. Y., has been 
announced by A. E. Klinger, 
vice-president of the com- 
pany. 

Mr. Pinzel’s entire busi- 
ness experience has been with 
steel companies. He came to 
Buffalo Steel Div. from Re- 
public Stee] Corp. where he 
had been engaged in sales 
for more than eight years. 





Savogran Names Higgins 
Vice-President 


Alfred Higgins, formerly 
national sales manager of the 
Savogran Co., Boston, Mass., 
manufacturer of paint sun- 
dries and “do-it-yourself” 
home upkeep products, has 
been elected vice-president in 
charge of sales and a director 
of the company. 
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North Dakota Dealers Elect Officers 





Officers elected by the North Dakota Retail Hardware 
Association at its recent annual convention were, front 
row, left to right: Wallace Haugom, Haugom Hardware 
Co., Portland, president; William Connolly, Connolly 
Hardware Co., Devils Lake, 2nd vice-president; Evelyn 
J. McGrann, Fargo, secretary-treasurer. Rear row, left 
to right, are: Paul Brewer, Anderson Hardware Co., 
Bismarck, director; L. L. Gyldenvand, LaMoure Hard- 
ware Co., LaMoure, director; Paul Gardner, Gardner & 
Zeren, New England, executive committee member; 
George Miller, Miller Hardware Co., Columbus, director; 
Frank Gruye, Mandan, executive committee member. 
Not in photograph are E. A. Roach, Roach Hardware 
Co., Carrington, Ist vice-president, and E. S. Duea. 

C. Duea & Son, Sharon, executive committee member. 
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HARDWARE BRIEFS 





(Continued from page 194) 
opened recently by Shuler 
bros., at 348 Broad St. Own- 
ers, both experienced in the 
hardware business, are 
Jimmy and Hoyt Shuler. 





Albia, Iowa— The Davis 
hardware store in the Farm 
Block has been sold by Ralph 
Davis to John Scott and 
James Lewis. The store is 
now known as the J. & J. 
Farm Block Hardware. 





Flint, Mich—The Hamady 
Hardware store, 2920 Flush- 
ing Rd., has been sold to Cecil 
M. Hallandal. Mr. Hallandal 
plans to rename the store. 





Llano, Tex.—-The Jim Furr 
Hardware, 205 E. Main St., 
has recently opened for busi- 
ness. 





Exeter, Neb—The newly 
redecorated Plettner Hard- 
ware & Appliance store has 
re-opened recently. Floyd 
Lane is the new manager. 





Macon, Ga.— The Broad- 
way Hardware & Supply Co., 
4294 Broadway, recently heid 
its grand opening. 





Saint Johns, Mich. — The 
Fowler & Son Hardware 
store has moved to a new 
location at 220 N. Clinton 
Ave. 





Upper Darby, Pa.— The 
new Orston Hardware Store, 
7172 Marshall Rd., has re- 
cently opened for business. 





Pixley, Calif —Fire caused 
some damage to the building 
and stock of the Morris Levin 
& Son hardware store. 





Sturgeon Bay, Wis.—Mrs. 
Herbert F. Wiesner has sold 
the stock of the Door County 
Hardware Co. to Russell J. 
Austad, who has managed 
the store since 1948. 





Papillion, Neb. — Taylor 
Sutton, proprietor of Sutton 
Hardware, has purchased the 
building housing his business 
and the adjoining building to 
the South. Mr. Sutton an- 
nounced that he plans to 
make the two buildings one 


and expand his business into 
the added space. 





Arlington County, Va. — 
Samuel E. Collegeman has 


purchased the Cherrydale 
Hardware Store, 3805 Lee 
Highway. 





Berkley, Mich.—The Jack 
Toole Hardware held a grand 





opening recently at 3127 
Twelve Mile Rd. 
Wells, Nev.—The Wells 


Hardware has been sold by 
Mr. and Mrs. E. L. Reed and 
Wilfred Oxley to Mr. and 
Mrs. Howard Devaney and 
Eiwin Fait of Wendover. The 
name of the business has 
been changed to Wells Hard- 
ware & Supply. 





Roseville, Ill—James and 
Charles Sallow, who have 
owned and operated the Sal- 
low hardware store for the 
past 30 years, have sold the 
store to the Little brothers 
of LaHarpe. The Little firm 
consists of Stanley, Lloyd 
and Robert Little, who have 
a hardware business in La- 
Harpe which they will con- 
tinue to operate. 





Ashland, Kan.—Al Seidel 
has purchased the former 
Brockman Hardware from 
Chester Zimmerman. Located 
at 709 Main St., the store 
will be known as Al’s Service, 
Plumbing & Hardware. 





Jamestown, Ohio — The 
Fairley Economy Hardware 
Co., 7 W. Washington St., 
has been purchased by Mr. 
and Mrs. Duke Shawver 
from Howard Fairley. The 
store has been renamed 
Duke’s Appliances & Hard- 
ware. Since last August Mr. 
and Mrs. Shawver have 
owned and operated Shaw- 
ver’s Appliance Store at 3 
W. Washington St. and have 
moved that business to their 
new location, combining both 
businesses. 





Hartshorne, Okla.—The J. 
& L. Hardware & Paint Co. 
recently held its formal open- 
ing. Jay Jackson and Albert 
Long are partners in the new 
store. 
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06933, 
Three-finger Professional 

Model, of selected heavy-weight leather with 
laced crotch and adjustable laced wrist loop. 


Open a profitable selling season by displaying and 
selling Draper-Maynard Gloves. This line contains Pro- 
fessional, big-league gloves in many 3-and-4 finger 
models, and a variety of youth-size models, as well. 


Order today! Your Wholesale Distributor is ready to 
furnish you with the new line of Draper-Maynard Base- 


ball Equipment. 


ch 
ramo>> 
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THE DRAPER-MAYNARD CO., CINCINNATI 32, OHIO 
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American Pad & Textile 
Names D. |. Worthington 


Appointment of David I. 
Worthington as assistant 
sales manager, sporting 





WORTHINGTON 


DAVID I. 


goods, of the American Pad 
& Textile Co., Greenfield, 
Ohio, had been announced by 


Ned C. Herrold, company 
vice-president. 
Previously, Mr. Worthing- 


ton has been associated for 
five years with Cappel, Mac- 
Donald & Co., Dayton, Ohio, 
creator of sales _ incentive 
campaigns; and for the past 
15 months with the Sheffield 
Corp., Dayton. 





Thorley, Hubbard, Jex 
Named By Hy-Pro Tool 

Francis T. Thorley has 
been appointed eastern dis- 
trict manager for the Hy-Pro 
Tool Corp., New Bedford, 
Mass., and Harry B. Hub- 
bard and Earl C. Jex, Jr., 
have been appointed direct 
factory representatives for 
the company. 

Mr. Thorley started with 
Hy-Pro in 1941 in the tech- 
nical department. Upon join- 
ing the sales staff he repre- 
sented the company in Mas- 
sachusetts and Rhode Island, 
later in New York, and after 
that in Connecticut. 

Mr. Hubbard, who will 
represent Hy-Pro in Con- 
necticut, was previously with 
the American Hardware 
Corp., New Britain, Conn., 
and before that with Land- 
ers, Frary & Clark, also in 
New Britain. 

Mr. Jex, who will represent 
Hy-Pro in Michigan, will 
maintain headquarters in the 
firm’s Detroit office at 10428 
W. MecNichols Rd. He was 
formerly with the Minne- 
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sota Mining & Mfg. Co., and 
before that he was a sales 
engineer for the New De- 
parture Div. of General 
Motors. 





Smith to Handle Tools 
For Bonney Forge Firm 


Wallace G. Smith, Jr., as- 
sociated with the sales organ- 
ization of Bonney Forge & 
Tool Works, Allentown, Pa., 
since 1945, has been named 
the company’s tool sales rep- 
resentative in New England. 

Mr. Smith’s new assign- 
ment was announced by Fred 
S. Durham, vice-president in 
charge of sales. 





Reynolds Metals Names 
D. McKellar, E. F. Reilly 


Reynolds Metals Co., 
through its general sales of- 
fice in Louisville, Ky., has 
announced the appointment 
of two men to head the paint 
market division of the firm’s 
sales organization. 

Douglas McKellar has been 
named manager, paint mar- 
ket sales, and Edward F. 
Reilly, assistant manager of 
the paint sales division. 
Among their duties will be 
national promotion of “Li- 
quid Aluminum,” the alumi- 


——News of the Trade 





num paint being made by 
manufacturers with pigments 
supplied by Reynolds. 

Prior to his association 
with Reynolds Metals, Mr. 
McKellar was employed in 
chemical pigment sales by 
the Kentucky Color & Chemi- 
cal Co., Louisville. 

Mr. Reilly joined Reynolds 
in 1940, and has been actively 
engaged in paint market 
sales work for the past sev- 
eral years. 


Chapin Mfg. Appoints 
Shaw as Representative 


The R. E. Chapin Mfg. 
Works, Batavia, N. Y., manu- 
facturer of sprayers, fuel 
tanks and dusters, have re- 
cently announced the appoint- 
ment of E. M. Shaw to rep- 
resent the firm in the terri- 
tory of New York State west 
of the Hudson River Valley 
and parts of northern Penn- 
sylvania. 

Mr. Shaw was formerly 
with the E. C. Brown Co., 
Rochester and Canandaigua, 
N. Y., where he was in the 
capacity of purchasing agent 
and assistant sales manager 
over the past 25 years. 

Mr. Shaw is currently 
making his home at 721 Thur- 
ston Rd., Rochester. 





Arkansas Retailers Hold Convention 


4 


L & 


a 
, 
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New officers of the Arkansas Retail Hardware Associa- 
tion elected at its recent annual convention, are, left to 


right: 
Rock, 2nd vice-president; 
ware Co., Mt. Ida, p 


Brady Deese, Deese Hardware Co., North Little 
Gleen Hickey, Hickey Hard- 
resident; Frank Whitaker, Whitaker 


Hardware Co., Alpena, chairman of the board, and J. 
Wayne Tisdale, Little Rock, executive secretary. Other 
officers are Hearn Latimer, Skillern Hardware, Nashville, 


Ist vice-president, and the following directors: 


Charles 


Bufkin, Eudora; John Colquitt, Magnolia; Adrian Crowe, 
Ft. Smith; Ursell Davis, Searcy; Bill Matthews, Pine Bluff; 


Henry Franklin, Jonesboro; W. 
E. Napier, Fayetteville; W. E. 


W. Copeland, Hope; B. 


Runyan, Forrest City; W. F. 
Terrell, Hot Springs, and L. 


C. Landers, Danville; E. 


Schallhorn, DeWitt; W. R. 
B. Umsted, Paragould. 


Sheehan Joins Sales 
Staff of Hager & Sons 
Gerard F. Sheehan has 


been added to the eastern 
sales staff of C. Hager & 





GERARD F. SHEEHAN 


Sons Hinge Mfg. Co., St. 
Louis, Mo. 

Mr. Sheehan will cover the 
states of Pennsylvania and 


Delaware, as well as south- 


ern New Jersey. His head- 
quarters will be at 4707 
Windsor St., Philadelphia, 
Pa. 





Monsanto Names Cech 
Product Sales Manager 


The appointment of George 
F. Cech as product sales man- 
ager for garden and agricul- 
tural chemicals marketed by 
Monsanto Chemical Co.’ 
Merchandising Div., St. 
Louis, Mo., was announced 
by Roy L. Brandenburger, 
general manager of the divi- 
sion. 

Mr. Cech joined Monsanto 
in February, 1952, as a mem- 
ber of the sales promotion 
department of the company’s 
Organic Chemicals Div. He 
became sales promotion man- 
ager of the Merchandising 
Div. in August, 1952. 

In his new assignment, Mr. 
Cech will be responsible for 
sales of Krilium soil condi- 
tioner and Folium  water- 
soluble concentrated  ferti- 
lizer. 





L. Bernard Appointed 


Lou Bernard has been ap 
pointed general sales mana 
ger of International Appli- 
ance Corp., a division 0 
Bridgeport Pressed S 
Corp., and manufacturer of 
Broilking electric table 
broilers and rotisserie broil 
ers, and Silvaking food slicers 
for home use. 
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Steamship “United States" 
Greatest American Shipbuilding Achievement 


We are proud of the Steamship United States and proud 
also that Chicago Spring Hinges were used in the largest, 
finest superliner ever built by Americans. This is further evi- 
dence of the adaptability of our products to modern require- 
ments and their recognized quality. The always increasing 
demand for Chicago Spring Hinges indicates a general opinion 
of their value by Architects and builders’ hardware consultants. 


QUALITY 


We believe the quality of Chicago 
Spring Hinges is universally recog- 
Our trade mark identifies 
that quality. 


Look for the Trade Mark 


~(CHICAGO)— 


nized. 




















Type BU2001 
"Triplex" 








| SPRINGHINGES 
Chicago Sy Spring Hinge Co. 


CHICA U.S.A. NEW YORK 











2751 
r Buy Quality 
Security Hardware 
that will bring you 





additional profits. 





2520 


SAFE 


PADLOCK AND HARDWARE CO. 
LANCASTER, 
PENNSYLVANIA 


HARDWARE AGE, APRIL 16, 1953 








| 











Con 
ies Dora 
BALDWIN 













A complete selection in brass, 


bronze, stainless steel, alu- 


KICK 
PLATES 


minum aluminited, chromium 
plating on brass and plain steel 


Kick 
plates are packaged for stock 


in sizes to your order... 


in strong, individual envelopes 
Size, finish 
item number is clearly marked. 


0 


with screws. and 





COMPETITIVE PRICES 


CONSISTENT HIGH QUALITY 


IMMEDIATE 
DELIVERIES 










PUSH-PULL 
PLATES 


All finishes and a wide variety 
of sizes. Packaged for stock 

. Also complete lines of 
Letter Box Plates, Chain Door 
Fasteners, Door Knockers, 


Barrel Bolts and Safety Hasps. 
WRITE FOR FREE 
CATALOG ‘‘E’’ 


Rush Orders on All Items SHOWING COMPLETE LINES 


Given Special Attention! 
MANUFACTURING 


B A L o eit : CORPORATION 


1290 CENTRAL AVE. @ HILLSIDE © NEW JERSEY 


Manufacturers 
of Top Quality Builders Hardware 


of Complete Lines 
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Fishing & Hanting Division of National 
Hardware Show to be Held in N. Y. Armory 


The Fishing & Hunting di- 
vision of the National Hard- 
ware Show will be held at 
the 7ist Regiment Armory, 
34th St. and Park Ave., in 
New York City, Oct. 5 
through 8, Frank Yeager, di- 
rector, has announced. 

The armory, less than five 
minutes from the hardware 
sections at the Grand Cen- 
tral Palace, has been selected 
because it affords space fa- 
cilities to house the largest 
exposition of its kind ever 
held, Mr. Yeager said. The 
show will occupy the entire 
main floor of the massive 
building, which is equipped 
with a first-class restaurant 
and bar. 

The Fishing & Hunting 
division of the National 
Hardware Show is the most 


highly publicized and at- 
tended exhibition devoted en- 
tirely to the trade, the direc- 
tor explained. 

Every new development in 
hunting and fishing equip- 
ment will be on display be- 
fore the more than 30,000 ex- 
hibitors and buyers who an- 
nually are attracted to the 
National Hardware Show, 
Mr. Yeager said. 

The public is not invited 
to the show, which is de- 
signed solely to permit buy- 
ers to obtain information on 
price, delivery and merchan- 
dising plans from manufac- 
turers, he added. 

Complete information may 
be had by writing Fishing & 
Hunting Division, National 
Hardware Show, 331 Madi- 
son Ave., New York 17, N. Y. 





Whirlpool Makes Werth 
Regional Sales Manager 


Paul M. Werth has been 
appointed regional sales man- 
ager for Whirlpool Corp., 
St. Joseph, Mich., it was an- 
nounced by sales manager 
John M. Crouse. 

Mr. Werth’s territory will 
include the major trading 
areas of Nashville, Birming- 
ham, Louisville, Chatta- 
nooga, Knoxville and Mem- 
phis. 





PAUL M. WERTH 


Prior to joining Whirlpool, 
Mr. Werth was a regional 
sales manager for A. O. 
Smith Corp. for four years. 
Previously he spent more 
than 10 years in the appli- 
ance industry at both the re- 
tail distributor and factory 
level. 

David J. Herman has been 
appointed manager of utility 


210 


relations for the company, 
according to Mr. Crouse. 

Mr. Herman will contact 
gas utilities on a nation-wide 
basis to promote gas dryer 
sales and the combination 
sales of automatic washers 
with matching gas dryers. 





100th Annual Report By 
Landers, Frary & Clark 


The 100th annual report to 
the stockholders of Landers, 
Frary & Clark, New Britain, 
Conn.. was recently released 
by Richard L. White, chair- 
man of the board, and Bret 
C. Neece, president of the 
company. , 

The report included a re- 
view of the growth of the 
firm from its original capital 
cf $40,000 to $10,500,000, 
pius a surplus of nearly $9,- 
000,000. Since 1887 cash divi- 
dends have been paid to stock- 
holders each year without 
interruption, the report dis- 
closed. 

The company’s first prod- 
ucts were furniture casters 
and cupboard catches, fol- 
lowed by household scales 
and table cutlery, which be- 
came the principal products 
for more than 90 years. In 
1898 the household food 
chopper was added to the 
line and was followed by 
breadmakers, cake makers, 
coffee percolators and 
vacuum bottles. 

In 1912 the company em- 
barked in the electric appli- 
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ance business, which is its 
present mainstay. The firm 
is best known for its Univer- 
sal line of electrical house- 
wares. 





Camillus Cutlery Names 
Grupe Representative 


The appointment of Wil- 
liam A. Grupe as sole west- 
ern representative of the 
Camillus Cutlery Co., Camil- 
lus, N. Y., was announced 
recently. 

Mr. Grupe, whose offices 
are at 210 W. 7th Street, in 
Los Angeles, will represent 
the full Camillus line, both 
pocket knives and household 





WILLIAM A. GRUPE 


cutlery, in California, Ore- 
gon, Washington, Wyoming, 
Nevada, Idaho, Utah, Colo- 
rado, Arizona, New Mexico 
and Montana. 


Skuttle Mfg. Co. Name; 
Davis to Sales Post 


Charles J. Davis has 
been appointed assistant sale; 
manager of Skuttle Mfg. Co, 





CHARLES J. DAVIS 


Detroit, Mich., it was an- 
nounced by Carl J. Theo 
bald, general sales manager. 
For the past four years, 
Mr. Davis has been sales rep- 
resentative, first on the east 
coast and then in the Indiana 
territory for Clayton & Lam- 
bert Mfg. Co., located in 
Louisville, Ky. 
Prior to this, Mr. Davis 
was with General Engineer- 
ing and Mfg. Co., St. Lois, 
as southeastern regional 
manager. He brings to Skut- 
tle Mfg. Co. 12 years’ expe- 
rience in the heating and air 
conditioning field. 





Presents Handyman’s Book to Library 


To assist Gary, Ind., householders in planning and com 
pleting home decoration, remodeling, and repairs, !' 
copies of the Better Homes and Gardens Handyman s 
Book have been presented to the Public Library by C. W. 
Bader of Bader Corp. Mr. Bader is shown here, right, 
making the presentation to librarian Harold W. Tucker. 
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Do$ 


Retail 






Rugged tools 


for less— 
Plus a free display! 


Turse low-priced putty knives 
and wall scrapers have eye-catch- 
ing orange and black baked 
enamel finish . .. comfortable life- 
time welded steel handles. Sell 
fast from hardwood self-service 
display — free with $9.20 assort- 
ment of 30 tools. Ask your jobber 
for Warner No. 1010 assortment, 
or write to the factory. 








“ARNE 


QARN WARNER MANUFACTURING CO. 
TOOLS Ep 802 16th Ave. S. E., Minneapolis 14, Minn. 

















Big profits, fast turnover with 


NEW PAINT REMOVER! 


Here’s the modern method for removing old thick coats 
faster, safer, Wanted by homeowners and master painters, 


FAST REMOVAL- (8 to 16 ft/min) 1000-watt radiant 
heater softens paint quickly, 3 1/2-in, sharpened 
Stainless steel blade peels it off in one operation, 
LIGHT TO USE- (1 3/4 lb) glides along inside or out 
SAFER- no open flame, no inflamable fuel to store. 
ONE-HAND OPERATION- no putty knife needed, 
LONGER LIFE-sturdy tubular metal -sheathed heater, 
RETAILS- $ 10.95 (maximum discounts to you) 


Be ready for big spring painting — for more details and 
FREE BULLETIN,- write — right now — to 


LUD LO Weorscx ozs, aivany, New York 
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PACE SETTER FOR PROFITS IN ‘53 








® 


NEW Non-Toxic SPEED ENAMEL 


® Attractive dealer sales 
helps. 





@ The world’s most favorably 
known enamel 


@ Popularly priced at retail 
—for quicker turnover 


© Safe for use on children’s 
furniture and toys 


© Powerful local and national 
publicity 


© 10% more profit to you 
than ordinary enamels 


SAPOLIN, the traditional leader in the production.of fine 
paint products, is proud to announce the first NON-TOXIC 
ENAMEL in a complete line of colors . . . SAPOLIN SPEED 
ENAMEL! Here at last is an enamel that can be used 
without hazard to children’s health. Sapolin Speed 
Enamel contains no Jead pigments or other toxic ingredi- 
ents which might be dangerous to a teething child! It’s 
the easier-to-sell household enamel . . . the safe, easier-to- 
use enamel, as hard and smooth as glass—a completely 
washable, extra durable porcelain-like finish that can be 
used anywhere indoors or out! In 18 crisp, clean colors 
plus jet black and non-yellowing white at no extra cost! 


possnisosoerta BY PARENTS’ MAGAZINE 


Only Sapolin Speed Enamel is 
guaranteed safe! Guaranteed to con- 
tain no lead pigments. Backed by 
the seal of approval 
that’s watched for by 










millions of safety 









CONSUMER 


secomsumee | minded parents! A 
oF 





statement of safe in- 
rredients appears 
"MAGAIINE > gredients appears on 


ri r 
anseo ™ a every label. 














Dept. H 


TO: Sapolin Paints Inc., 
Please rush complete details on your new Sapolin Speed 


229 East 42nd Street, New York 17, N. Y. 


Enamel ‘‘Profit Maker’ Deal. 


Number and Street 


State 
| We would also like information on the complete 


L_| 


chy ™ Zone 


| 
| 
| 
| 
Name eee a 
| 
| 
| 
| 


Sapolin line of profit making paints. 
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theres PROFIT cea 


RIFFIN 


For all year ‘round sales, be sure your 
shelves are well stocked with this 
assortment of hardware items by Griffin. 
These are but a few of the items in the 

big Griffin line . . . all designed for fast 
turnover and additional profit. Check your 
stock today—then order from Griffin... 
manufacturer of quality products since 1899. 





Order from your jobber today. 


REPRESENTATIVES 





WALTER S. JOHNSON & SONS 
917 St. Charles Avenue 
Atlanta, Georgia 
E. H. FARRAR 
6637 Golf Drive 
Dailas 5, Texas 


CHARLES L. LEWIS 
1355 Market Street 
San Francisco 3, Calif 


W. C. MEIBAUM & CO. 
6954 Oleatha Avenue 
St. Louis 9, Missouri 


THE B. S$. ALDER COMPANY 
45 Warren Street 
New York 7, N.Y 


L. G. FULLER, JR. , 
1018 Meadow Heights Dr. 
Jackson 6, Mississippi 
HARVEY D. RUSH & SONS 
4638 Nichols Parkway 
Kansas City, Missouri 
H. C. GLOVER 
2611 Garrison Bivd. 
Baltimore 16, Maryland 


ROY L. ROGERS 
1620 Garfield Street 
Denver 6, Colorado 


GEORGE A. GREGG 
17134-6 Wyoming Avenue 

Detroit 21, Michigan 

AUSTIN & EDDY INC. 

115 Broad Street 

Boston, Massachusetts 

WILBUR H. DAVIS 
1639 W. Fargo Avenue 

Chicago 26, IIlinois 

R. F. BEVERS 


4524East 60th Street 
Seattle, Washington 


Euery DOOR NEEDS THREE 








—GRIFFIN- 


Man ufacturing Company 


ERIE © PENNSYLVANIA 














News of the Trade 








NEWS OF 


MANUFACTURERS’ AGENTS 





Dallas Reps Announce 
Warehousing Plans 


S&S Sales Co., manufac- 
of 


turers’ representatives 
Dallas, Tex., has announced 
plans to carry warehouse 
stocks in Dallas on certain 
lines in a move to speed de- 
livery of merchandise to its 
customers and to reduce 
freight costs. 

The firm has leased a one- 
story building at 2526 Oak- 
land Ave., Dallas. Its offices 
and warehouse are now lo- 
cated at this address. The 
building contains 6650 sq. ft. 

The owners of the S&S 
Sales Co., Oscar M. Seale 
and Wm. Neal Seale, have 
been covering Texas, Okla- 
homa, Arkansas and Louis- 
iana since 1946, representing 
manufacturers selling whole- 
salers. 

The trade will be notified 
as to which items will be 
stocked at Dallas. 





Embree Mfg. Co. Names 


J. J. Cussen Associates 


James J. Cussen Associ- 
ates, Detroit, Mich., has been 
appointed by the Embree 








Mfg. Co., Elizabeth, N. J., to 
handle sales on the Embree 
line of chemical housewares 
in the Michigan territory, 





Rust Retires; Oldham 
Heads Oldham-Rust Co. 


Schuyler H. Rust has an- 
nounced his retirement as 
president of the Oldham- 
Rust Co., Inc., New York. He 
will, however, continue to 
serve on the board of direc- 
tors of the firm. Mr. Rust’s 
retirement, effective _ last 
month, came on the 30th an- 
niversary of the Oldham- 
Rust company. 

Gordon V. Oldham, an of- 
ficer of the firm for 30 years, 
has been made president and 
treasurer; Harold B. Meyers 
and David Warren will con- 
tinue as vice-presidents, and 
Philip S. Rust as assistant 
secretary. The board of di- 
rectors consists of the pres- 
ent officers, Philip H. Rust, 
Dermond Ives, and Henry H. 
Rieders. 

Schuyler H. Rust and Mr. 
Oldham as partners organ- 
ized the company in i923. In 
January, 1935, the firm was 
incorporated. 





Schuyler H. Rust, left, congratulates Gordon V. Oldham 
who is his successor as president of the Oldham-Rust Co. 
Scene took place recently on the occasion of Mr. Rust’s 
retirement as head of the New York firm, which marked 
its 30th anniversary during the presidential change. 
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HERE'S 
YOUR 
BIG... ‘33! 


e 3 BRAND NEW ITEMS! 
e 3 BIG PROFIT-BUILDERS! 
e All Nationally Advertised! 
























NEW! 

“ARCO STAND 'N TABLE" 
EVERY 4" ELECTRIC DRILL 
A HOME WORKSHOP! 


HAS TILTING TABLE 
FOR SANDING, 
GRINDING, 
BUFFING, 
WIRE 
BRUSHING. 













unit vibration-free, al- 
lowing operator to use 
both hands. 
No. 400 "ARCO STAND 'N TABLE" consists of strong Drill 
Stand with Worm Drive Clamp and adjustable Table. 
Tilts to 45°, adjusts up or down for various jobs. Rubber 
cushioned Sander for smoother finishes, can also EB used 
in drill alone or in drill press. Includes $7.95 
6 Sanding Discs and ''Speed Cement" List 
No. 401 Pe ee ge STAND". A low priced unit consisting 
of Drill Stand and Worm Drive 

2-75 List 


Clamp only = 
DEALER'S DISCOUNT—33 1/3% 






































“ARCO SAFECUT" 





SPECIAL BORES AVAILABLE 


WHIZ THRU 2x4s IN 


ONE EASY 


‘ARCO’ 


Here are the tools 
for—the first gear 
electric dri 


They're new, they've got 
—national ads are b 
stock up right now! 


FAIR TRADE 







curate Visual Guide 


Safecut Blade cuts faster 
allows moderately pr 

heavy wood. ‘Graduated 
for cuts to 1% 


Sturdy Alumi- Safest, Fastest Cutting Blade Made! 
num Castings SPECIAL FEATURE: Can be easily oe Sane 3 Vijual Guide. 
hold complete Sharpened with a handfile! GUARANTEE. ° 


Made of Finest 
Tempered Tool 
Steel, Precision 








FEATURE AMAZING NEW 
SAFECUT" BLADE — ALLOWS ANY '" 
DRILL TO CUT THROUGH HEAVY WOOD. 


your cu be asking 
driven saw attachments 


s that will go th ry 2x4's in one cut. 


soking— “poh 


RETAIL 
(Dealer's D 
No. 455 "ARCO-SAW" with 


GAGES & 5°" SAFECUT Blade 
No. 454 "ARCO- nog 
as above, less gagés. 


bevels fror 


at UF 


stomers will 


terrific selling 
| pay you 


ew NG 


0 to 45° 





NOW! NEW "ARCO-SAWS'| 










“ARCO 


for 


features 


to 





PRICES 


as $12 50 
x $10.95 


f CHECK THESE BIG SELLING FEATURES: 


5-inch 

uses 30' » less power— 

ed dr through 
Depth & Bevel Gages 


Adjustable 


New, Sturdiest Safety- 


90-DAY FACTORY 


G d. ere's your chance to cash in on 
List PRICES DEALERS: 38 and New icone The “oe n Pe 
(Dealer's Dise.: urnover and BIG PROFITS. It will pay 
P peng fll you rm order today from your Jobber or write 
# lade .$!. direct for new catalog sheets. Ask for Newspaper 
J: Blade $195 If Mats a Window Streamers. 

Have %” Bore 

Ae Bust ae ARROW METAL PRODUCTS co. 


Dept. HA-4, 140 WEST BROADWAY, N.Y. 13, N.Y. | 








SELECT 


NAIL 


ASSORTMENT 





Give your customer less? 

With ANCHOR No. 650 

@ NAIL AssorRTMENT he 

not only gets more BUT a wider variety of nails. 
ASK YOUR JOBBER. We will be happy to send 


9 full particulars on our extensive wire line. 


P itt ey, 
te, 


WIRE CORPORATION 


“ 

\ 
’ 

s 


AICA 
ae. NEW 


a: 
YORK 


Crap A 


syrinre “sone tsa 




















Look! 


Stop! 
The Johnson New Low Cost 
POINTING TROWEL 


No. 183 


spring tempered steel. The polished 
is silver brazed securely to the blade. 
dipped in a wax to prevent rusting. 
into envelope to prevent scratching. 


— in Sizes 5”, 514”, 6”. 
314, 314, 334. Packed 1 Doz. in Box. 


Order Now! 








Wei 


4A Ss’ TOOLS and 
DWARE SPECIALTIES 


Read! 





This Trowel is made from the finest bright polished 


bronze shank 
The trowel is 
Also inserted 


ight per Doz. 


For Early Delivery 





GUARANTEED @-SINCE 


WILLIAM JOHNSO 


BRENNER AND KENT STREETS — NEWARK 3, N. J 


1830 


N INC. 
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For More Impulse Sales... Faster Selling 


Plastic Knobs» Pulls 









STOCK NO. 701, 


Knobs» Pulls 


CRATES OP YOUR HOME” 





Here’s an extra $2 to $3 sale 
for you when you feature 
ELDON carded plastic Knobs 
‘n Pulls! Average kitchen 
needs 20 to 30—bathroom 
4 to 10—linen closets 6 to 
12! Guaranteed Strip-proof! 
Chip-proof! Shatter-proof! 
Knobs with “protector” plate 
in bright standard 
kitchen colors to 

match pulls. Also 

available uncarded. 


Past SE 


STOCK NO. 751 


Knobs‘n Pulls 


ror red anp — 


VER GAY PMOTELTO PLATE” SAVES 


Send for colortul illustrated 
catalog sheet on entire line i 


Look to ELDON For the New 
In Quality Plastic Products! 


GUARANTEED 
Strip-proof Chip-proot 
Shatter-proof Color-proof 






































R480 Ke Phan “Rati feces 


Sy ELDON MANUFACTURING COMPANY 
1010 East 62nd Street + Los Angeles 1, California 





to install HELLER 
STORE FIXTURES 


sectional and 
Write 


he lowest priced, highest quality 
interchangeable store fixtures available. 


today for huge catalog No. | 53a | 


W. C. HELLER & COMPANY 
Kelahd ol=1 11-1 am @ alto 
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NEWS OF 


MANUFACTURERS’ AGENTS 








Marion Tool Corp. Lists 
Southern Area Changes 


The Marion Tool Corp., 
Marion, Ind., has announced 
the following changes in its 
southern territory: 

Larry Sebastian, Orlando, 
Fla., assisted by Ray Finlay- 
son, Winter Park, Fla., will 
represent Marion Tool in 
Florida, North Carolina, 
South Carolina and Georgia. 

K. Lester Wilson & Co., 
Baltimore, Md., will cover 
Virginia in addition to Mary- 
land and Washington, D. C., 
territory previously covered. 

Cornelius C. Apffel, Nash- 
ville, Tenn., will handle Ala- 
bama and Tennessee in addi- 
tion to Louisiana, Mississippi 
and Arkansas, territory pre- 
viously covered. 





Campbell Co. Moves 


| To Cleveland, Ohio 


The W. W. Campbell Co., 
manufacturers’ agency cov- 
ering Michigan and Ohio, 
has moved its headquarters 
from Detroit, Mich., to Cleve- 
land, Ohio, it was announced 
by William W. Campbell, 
president. 

The move was made in 
order for the company to be 
more centrally located in the 
territory it covers and to fa- 
cilitate closer contact with 
the major points of distribu- 
tion existing in Ohio. The 


address is 
Rd., Bay 


company’s new 
30813 West Lake 
Village, Ohio. 





WILLIAM W. CAMPBELL 


The agency represents the 
Seovill Mfg. Co., Buch Mfg. 
Co., New Britain Machine 
Co., and Vaughan Mfg. Co. 


Keen Markey to Handle 
C. Drew & Co. Lines 


The Keen Markey (Co., 
Brockton, Mass., has_ bee? 
named to represent C. Drew 
& Co., Inc., Kingstcn, Mass., 


it was announced by P. K. 
Bearce, president of the 
Kingston firm. 

The Markey company will 


cover the New  Eng'tand 
states for Drew & Co., and 
will carry the manufacturer's 
line of mechanics’ and car- 
penters’ tools as well as its 


line of marine hardware. 





Thornburg Appointed 
By Utica Drop Forge 

Paul L. Thornburg has 
been appointed factory repre- 
sentative by the Utica Drop 
Forge & Tool Corp., Utica, 
N. Y., for its line of tools in 
the mid-South area of Vir- 
ginia, North Carolina, South 
Carolina and Tennessee. 

Mr. Thornburg was for- 
merly associated with the 
Foster-Thornburg Hardware 
Co., Huntington, and the 
Belknap Hardware Co. Fol- 
lowing that he was _ sales 
manager for Brown-Roger- 
Dixson, Winston-Salem, N. 
C., wholesaler, and general 
manager of the Southern Job- 
bers of Raleigh, N. C. 


Since 1948 Mr. Thornburg 
was a manufacturers’ repre- 
sentative. 





PAUL L. THORNBURG 
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| HOWARD B. RICH, Inc. 


P. O. BOX 187 
CARROLLTON, KENTUCKY 


Your Manufacturer For SAFE 


Heavy Duty Step Ladders 
Extension Trestles 
Painter's Trestles 
Platform Ladders 
Ironing Tables 
Clothes Props 
Step Stools 
Extensions 
Scaffolds 

Singles 

Planks 

Steps 





Phone 116 
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Sall & Co., 


802 W. GIRARD AVE, 














SELF-SPRAY 


_rouch-up Bay Tal 


in 3 Fast Moving Colors 
ee \\? “p> 


™ 






@ Appliance eas \) 
White Put a new profit ages | P 

on your counter an 
@ Black shelves. It’s Plasti-Kote’s 7 






led, 


Lh 


Here is the modern way to retouch or 


@ Aluminum new 6 oz. Self-Spray 
Touch-up Enamel, attrac- 
tively packaged in a col- 
orful 6-pak display. Each 
pressure packed an is a 
complete spray gun in it- 
self and Shelf-tested 
Plasti-Kote spray enam- 
els are priced to retail 
for as low as $1.00. 





Thoati - Koti 


Ndaaj2 1m refinish appliances, furniture, toys, etc. 

Free window streamers and unit display 
ME rover? cards are yours for the asking. 
wT lis 


ENAMEL 





JOBBERS and DEALERS: 


Write today for complete product and price 
information. 


Plaati-Kote Inc. 


425 Lakeside N. W. Cleveland 13, Ohio 
Warehouses in: Los Angeles © Toronto 














Dexter Lock Co. Names 
Macklin to New Post 
Lou Dexter, president, Dex- 


ter Lock Co., Subsidiary of 
National Brass Co., Grand 





GEORGE J. MACKLIN 


Rapids, Mich., announced the 
appointment of George J. 
Macklin as advertising and 
marketing manager. 

In assuming the duties of 
advertising manager, Mr. 
Macklin will continue in the 
capacity of marketing man- 
ager to permit coordination 
of these activities for the 
company. His official title is 


assistant to the president in 
charge of advertising and 
marketing. 

Prior to joining the Dexter 
Lock organization, Mr. Mack- 
lin served in various capac- 
ities in the hardware indus- 
try including associations in 
management capacity with 
Yale and Towne, Sager- 
Barrows, and Eagle Lock. 





L. P. Miller Promoted 
By Enterprise Mfg. Co. 


Leon P. Miller, vice-presi- 
dent in charge of purchasing, 
has been elected to the po- 
sition of vice-president and 
factory manager of the 
Enterprise Mfg. Co. 

Mr. Miller joined the com- 
pany 33 years ago and served 
successively as purchasing 
agent, director of purchases, 
vice-president in charge of 
purchasing, and last year 
was elected as a member of 
the board of directors. 

Mr. Miller helped organize 
the Purchasing Agents As- 
sociation of Akron and the 
Purchasing and Storing edu- 
cation course at the Univer- 
sity of Akron. 





West Virginia Dealers Elect Woodrum 





Newly elected officers of the West Virginia Retail Hard- 
ware Association include, left to right, Clyde W. Gard- 


ner, 
mittee member and 


Gardner Hardware Co., 


retiring president; 


executive com- 


J. W. West, 


Keyser, 


Marietta, Ohio, representative of Crescent Supply Co., 


executive committee member; 


James C. Fielding, Charles- 


ton, managing director, and Howard W. Woodrum, Oak 


Hill Hardware Co., Oak Hill, president. 


Other officers 


elected are: Robert McGlothlin, Mason County Farm 
Supply Co., New Haven, Ist vice-president; Daniel Love, 
D. M. Love & Co., Huntington, 2nd vice-president. Other 
executive committee members are: Robert Law, Roberts 
Hardware Co., Clarksburg; Roscoe F. Cox, Central Hard- 
ware Co., Fairmount; David Farley, Farmers’ Hardware 
Co., Charleston; H. Bruce Hawkins, Charleston, repre- 
sentative of Kurfee’s Paint Co., and Charles F. McNutt, 
Charleston, representative of the Charleston Hardware 


Co. 
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Also announced was the 
promotion of Wayne E. Mil- 
ler to the position of director 
of purchases. This new post 
includes the responsibilities 
of purchasing agent, the po- 
sition he held up to this time. 
He joined the firm in 193 
as shipping clerk and in 1939 
was transferred to the pur- 
chasing department. 

W. E. Miller will have 
charge of all purchases for 
the company. 





Nicholson File Names 

Buerckel in West 
Nicholson File Co., Provi- 

dence, R. I., has appointed 


Walter R. Buerckel as sales 
representative in San Fran- 





WALTER R. BUERCKEL 


cisco and surrounding area. 

Mr. Buerckel will work 
with industrial distributors 
and hardware wholesalers in 
the merchandising of Nich- 
olson products; and he will 
also be available to industrial 
consumers who require sug- 
gestions regarding the selec- 
tion and use of the right files 
for difficult applications. 

Mr. Buerckel, who joined 
Nicholson in 1940, repre- 
sented the company in Ohio 
and Philadelphia. Subse- 
quently, he was technical 
lecturer, working from the 
home office in Providence. 
For the past two years, Mr. 
Buerckel has been assigned 
to administrative work, as- 
sisting E. A. Neal, domestic 
sales manager. 





Ben-Hur Names Epstein 


Walter J. Epstein, Inc., San 
Francisco, Calif., has been 
named distributor for farm 
and home freezers in north- 
ern California, it was an- 
nounced by R. C. Graves, 
sales manager, Ben-Hur Mfg. 
Co., Milwaukee. 


Dwyer, Benjamin Named 
Duchess District Heads 
Tom Dwyer and Milton R 


Benjamin have been ap. 
pointed district sales manp- 





TOM DWYER 


agers by the Duchess Co, 
Fairfield, Iowa, it has been 
announced by Jules Alexan- 
der, sales manager of the 
company. 

Mr. Dwyer’s past sales and 
merchandising experience in- 
cludes all levels from the fac- 
tory to the consumer. He is 
the author of a boo‘ on pro- 
moting and merchandising 
electrical appliances and re- 
frigeration in the New York 
market. The book was the 
winner of the N. W. Ayer 
Award in 1938. 

Mr. Benjamin recently re- 
signed as general sales man- 
ager of the Jewel Radio 
Corp., Long Island, N. Y., to 





MILTON R. BENJAMIN 


join the Duchess firm. He 
will be New England district 
sales manager. He was for- 
merly vice-president and na- 
tional sales manager of Ma- 
jestic Radio & Television, 
and previous to that time he 
was sales manager for the 
Sonora Radio & Phonograph 
Corp. 
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@ Increased cutter openings. . 
@ Smaller cuts use less fat. . 





Model 25 with s ned blad 
except it makes 25 





VILLA 


NEW, IMPROVED FRENCH FRY 
POTATO and ONION CUTTER 


A “must” for every kitchen! The original Villa french fry potato cutter 
now brings you a new, improved development that increases the number 
of cuts and decreases the amount of work. Fully guaranteed . . . manu- 
factured since 1914 in England, the home of cutlery craftsmen. Over one 
million sold in U.S.A. where it is widely and regularly advertised. Each 
Villa is packaged in a multi-color gift carton. 


READ THESE OUTSTANDING FEATURES: 


@ Sharpened, tapered blades for quick, 
. gives 50 


@ Less effort to handle—weighs 11/2 Ibs. 
@ Gleaming, pot-tinned, non-rust finish cleans with a wisp of a cloth. 


‘F THE ORIGINAL CUTTER 
NOW SHARPENED & TAPERED 


. fry faster, easier to digest. 


@ Perfect also for onions, salads and other foods. 
— AVAILABLE 


“one-stroke” cutting. 


“shoe string” cuts in one operation. 


Model 50 
~ 98 








s—Same features as model 50 
ENCH FRY *CUTS—IN ONE STROKE. 


LIST $2.98 











Write for Literature—Inquiries Invited 


BELF & LUSTIG... 


23 PARK PLACE, NEW YORK 7, N. Y. 


Factories’ 
Telephones: BEekman 3-1872-3 


Sole Distributors 














ASSORTMENTS | 


Put them on your counter... 
they sell themselves. Instead of 
buying one or two swivels, one 
or two connectors, your custom- 
ers go out with a full assortment 
of the terminal tackle they need 
for good fishing. Packaged in 
a vest pocket size box 

. in three assortments: 

Order From Your Supplier 


Member of Sport Fishing Institute 


- SWIVELS © SNAPS 
CONNECTING LINKS 






SALT WATER 
ASSORTMENT 


19 Pieces Assorted Sizes 


FRESH WATER 
ASSORTMENT 


29 Pieces Assorted Sizes 


TEXAS SPECIAL 
ASSORTMENT 


29 Pieces Assorted Sizes 





| 








ART WIRE ano STAMPING co. 


Newark 2, N. J. 
Inc., 79 Wall St., N. Y. 5, N. Y. 


2-D Boyden Place 
Export: Berg, Hedstrom & Co., 


“A Complete Line of Terminal Tackle From One Source” 


| 
| 
| 
| 
| 
| 








WITH THE “STUFF” SPORTSMEN WANT! 


'SAILFISHER, 


ISUPER-TOUGH SPOOL! 
IPOWERFUL STAR DRAG 
Spool built especially to stand 


up under gruelling pressures! 
And a drag that can really take 


punishment! 


@ Chrome-plated steel main gear 
@ Corrosion-resistant c h r.o me 


plating @ Line capaci 
yards No. 9 @ Gear ratio 






PEERLESS 


. Penn No. 9 


Is won First Prizes 
ne oa he 11 classes, 
salt-water iv. 19 4 
Field & Stream Contes 









L 
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Free Catalog! Write Dept. D 
PENN FISHING TACKLE 
PHILA. 32, PA. 








SAILFISHER 
Penn No. 130 


+PEERLESS 


FULL FREE SPOOL, LEVEL 
WIND, STAR DRAG! 


Cast far and sure with this light- 
weight plastic spool, ideal for light 
or medium weight lures! Handle 
remains stationary while casting. 


e@ Gear ratio 3% to 1 @ Spirally- 
cut gear teeth @ Extra level- 
wind po included @ Cap. 150 
yds. No. 
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OBITUARIES 





Robert C. Sinclair 


Robert C. Sinclair, 86, 
president of the Yakima 
Hardware Co., Yakima, 





ROBERT C. SINCLAIR 


Wash., wholesaler, died re- 
cently after a four-month 
hospital confinement. 

Mr. Sinclair, born in Can- 
ada, came to Kendrick, Idaho, 
in 1890, where he operated a 
hardware and implement bus- 


iness. He moved to Yakima 
in 1909 to become associated 
with Yakima Hardware Co. 

In 1912, when the company 
entered the wholesale busi- 
ness, Mr. Sinclair was made 
vice-president in charge of 
purchases, and managed the 
firm’s retail operations until 
recent years. 

Upon the death of W. A. 
Bell, in 1951, Mr. Sinclair 
was elected to the presidency 
of the company. 

Survivors include his 
widow and three sons, one of 
whom is Donald W. Sinclair, 
vice-president and treasurer 
of the Yakima Hardware Co. 





G. C. Spicola 


G. C. Spicola, 82, founder 
of the Spicola Hardware Co., 
Tampa, Fla., wholesaler, died 
recently following a long ill- 
ness. 

Born in Sicily in 1871, Mr. 
Spicola came to this country 
at the age of 17. In 1919, he 


News of the Trade 





and two of his sons, Charles 
and Angelo, bought a hard- 
ware company and reorgan- 
ized it as the G. C. Spicola & 
Sons Hardware, a small re- 
tail concern. 

In 1934, Mr. Spicola incor- 
porated the business and 
went into the wholesale hard- 
ware field. He remained head 
of the company since his re- 
tirement from active business 
in 1945. 

Survivors include his widow 
and four sons, two of whom 
are executives of the com- 
pany—C harles, executive 
vice-president, and Angelo 
G., secretary-treasurer. 


John B. Kiely 


John B. Kiely, 62, New 
England sales representative 
for the Stanley Works, New 
Britain, Conn., died March 
51 at his home in West Hart- 
ford, Conn., after a lengthy 
illness. 

Mr. Kiely would have com- 
pleted 44 years with the 
Stanley company this June, 
having joined the organiza- 
tion in 1909 as a hurry clerk. 

In 1917 he made his first 


trip as a salesman represent- 
ing the hardware division of 
the Stanley Works. 

His successful record as a 
sales representative was at- 
tested by a tribute paid him 
several years ago by R. W. 
Chamberlain, vice-president 
in charge of sales, “John 
Bryan Kiely is one of the 
most thorough, painstaking 





JOHN B. KIELY 


salesmen in the whole Stan- 
ley organization or outside 
of it, for that matter.” 

Surviving are his widow, 
two daughters, a_ brother, 
and two sisters. 





G-E Ranges Being Made 
At Appliance Park 


The new 24- and 36-in. 
electric ranges, announced by 
General Electric recently, are 
the first ranges to be manu- 
fuctured at the Major Appli- 
ance Div.’s new Appliance 
Park under construction in 
Louisville, Ky. 

Range production is under 
way in the second of five 
manufacturing buildings to 
be erected at Appliance Park, 
which, when completed, will 
be the world’s largest appli- 
ance manufacturing center. 
Substantial shipments of the 
new ranges already have 
been made. 





Goldthwaite Toro Opens 
Branch in Dallas, Tex. 


The Goldthwaite Toro Co., 
wholesaler, recently opened 
a new branch in Dallas, Tex. 
The company also has 
branches in Fort Worth and 
Houston. 

The Dallas branch is man- 
aged by Ralph Rowley, for- 
merly with Goldthwaite Toro 
in Fort Worth. 
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ville Hardware Co., 


Waynesboro, vice-president; 


Co., Harrisonburg. 


Danville, 


Virginia Retailers Hold Elections 


‘ 





d 
Newly elected officers of the Virginia Retail Hardware Association, from left to right, 


are: George Omohundro, Omohundro Hardware Co., Scottsville, secretary-treasurer; 
C. A. Hobert, Coiner’s Department Store, Berryville, director; George Carter, Dan- 


director; Fred Cook, Hamilton-Cook Hardware Co., 


H. L. Gaines, Gaines Bros., Inc., Alexandria, director; 
C. K. Lorrain, A. L. Lorrain Hardware Co., Richmond, director; T. C. Tillar, W. T. 
Tillar Co., Emporia, director; John Linadamood, Wytheville Vance Co., Wytheville, 
director. Not in the photograph is the new president, E. C. Wine, Rockingham Milling 
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HA Photo Anéles 


A report in pictures of 
people and events 
in the hardware trade 


Mr. Rivets shakes hands with Roy Gep- 
pinger, of Supplee-Biddle-Steltz Co., Phila- 
delphia, Pa., wholesaler, at a breakfast 
meeting of the wholesale firm and Land- 
ers, Frary & Clark, New Britain, Conn., 
during which the sale of Universal Jet 99 
vacuum cleaners was discussed. Seated at 
left is William Steltz, Jr., and F. T. Bar- 
more, Landers, Frary & Clark, is standing. 


At right are members of 
the Jacobsen Mfg. Co., 
Racine, Wis., sales or- 
ganization and home 
ofice officials during the 
recent semi-annual, 
three-day sales meeting 
held by the company. 
Final plans and sched- 
ules for the nationwide 
series of spring sales 
clinics now under way 
were completed, and 
new sales slide film was 
unveiled at the meeting. 


Shown at the annual 
sales conference of En- 
terprise Mfg. Co., Ak- 
ron, Ohio, are, standing 
left to right, G. C. 
Smith, G. G. Smith, G. 
W. McLaughlin, L. E. 
Postle, T. S. Pflueger, 
G. Griffith, P. Sears, L. 
P. Miller, J. A. Butterly 
and A. H. Iseley. Seated, 
same order, L. E. Man- 
ley and H. J. Bean. The 
new Pflueger fishing 
reels were spotlighted at 
the sessions. 


> 





Pictured here are sales- 
men, buyers, manufac- 
turers’ representatives, 
and members of the 
Management of the 
Wholesale Hardware 
Div. of the S. B. Hub- > 
bard Co., Jacksonville, 
Fla., who attended the 
recent two-day sales 
meeting held by the 
wholesale firm. 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 

if permanent authority should be 
granted. They take the stand, they 
told the Senate group, that while 
both forms of indebtedness has ex- 
panded rapidly in recent months, 
delinquencies and_ respossessions 
will operate to put a natural check 
on excessive expansion. 


Step-Up in Sales Effort 
Can Beat Recession 


Under-Secretary of Commerce 
Walter Williams predicts retailers 
and other businessmen will have 
continued good times. But, he says, 
this will be dependent on their 
ability to step up sales campaigns 
and production efficiency. 

Mr. Williams reports the Admin- 
istration is working toward a sound 
budget and says the slight read- 
justment expected to follow a taper- 
ing off of defense production will 
not be serious. 

Noting business concern of 1954 
prospects, Mr. Williams says the 
Federal Reserve Board Study re- 
cently published indicates the con- 
sumer is in a mood to buy major 
appliances, furniture, homes and 
cars. 

He foresees, however, a small gap 
between manufactured goods and 
consumer demand when defense 
spending is eased. That’s when the 
sales campaigns and _ production 
efficiencies will have to be brought 
in, he says. 


Wholesale Index Down 
As Farm Prices Drop 


A 1.2 pet drop in farm products 
prices brought the government’s 
wholesale price index down 0.2 pct 
for the week ended March 24, the 
Bureau of Labor Statistics reports. 

The decline in the overall aver- 
age, which brought the index to 
110.0 pet of the 1947-49 base, fol- 
lowed six weeks of steady price 
decreases. Barley, corn, livestock, 
coffee and fresh vegetables led the 
downturn. 
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Business Looks Good 


Steel Output Hits 
10-Million Ton Peak 


Steel production in March has 
set a new monthly high of 10 mil- 
lion tons, reports the American 
Iron and Steel Institute. The steel 
makers in March operated at an 
average of 103.1 pct of rated capac- 
ity during the third week in March, 
and operations in the last week of 
the month were at 100.8 pct of 
capacity. 





| Strength i in Price Structure is Observed By 
Purchasing Agents; Retailers are Conservative 


The National Association of Pur- 
chasing Agents reports industrial 
production continued to grow in 
March. But the rate of growth is 
slower than that of February, they 
find. 

The association made a survey 
which found new orders were being 
placed at a good pace, but in the 
main, for smaller quantities. Back- 
logs are declining at a faster pace 
than in the first two months of 
this year, they say. 

The survey finds, the NAPA re- 
ports, that “more strength in the 
price structure than has been shown 
in many months” results from com- 
plete price decontrol. 


However, they add, “current 
price increases do not assure a 
firm trend, as much of the new 
price posting may be market test- 
ing and will stand or fall by the 
pressure of supply and demand.” 

The purchasing agents report a 
“very conservative” buying policy 
on part of stores, with 90 days 
about the longest commitment. 
This shows “some lack of confidence 
in the current price structure,” 
they say. But the agents add, “busi- 
ness still looks good to most pur- 
chasers for the next three months.” 

The report also notes that inven- 
tories of industrial materials may 
be arriving at a stable position. 


New Homes May Reach 1,200,000 Mark in 1953 


Manufacturer Believes; 


The estimate of a million new 
homes to be built this year is much 
too low in the opinion of David 
O’D. Kennedy, president of Ken- 
tile, Inc., who thinks it’s quite like- 
ly that an additional 200,000 homes 
will be built. 

Mr. Kennedy says he bases his 
estimate on statistics which were 
not available at the time the earlier 
forecasts were made. He cites 
eight reasons for his conclusion. 

“To begin with,” Mr. Kennedy 
stated, “a spot survey just com- 
pleted in 18 cities among archi- 
tects primarily engaged in home 
design indicates that they have an 
average of 27 pct more plans in 
this category on the drawing 
boards now than at this time a 
year ago. 

“Preliminary government figures 
for January and February show a 
total of 148,000 new homes started 
—an increase of 3.7 pct over the 
same period in 1952. Though part 
of this increase may be attributed 
to an unusually mild winter in 


Cites 8 Reasons 


some sections, the rise does point 
the way to a continued upsurge in 
home starts. 

“One of the best barometers we 
can use,” Mr. Kennedy declared, 
“is the statistics on marriage li- 
censes issued; marriages mean new 
family units seeking dwellings. On 
the latest figures available, the 
number of marriages in December, 
1952, was 6.2 pet greater than in 
December, 1951; and 11 pct more 
than in October, 1952. While sta- 
tistics over the years show that a 
seasonal fluctuation can be ex- 
pected between October and De- 
cember, the fact remains that be- 
tween October and December, 
1951, the rise was only 5.3 pet. 

“At the end of December, 1952, 
only 2.2 pct of our total civilian 
labor force was unemployed, where- 
as in 1951 the figure was 2.7 pct. 
The difference may not appear 
striking until we realize that we 
are talking about a total employ- 
able labor force of almost 63,000,- 
000 people, and that there were 
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CAN’T RUST OUT 


It's a Lustro-Ware exclusive which 
can’t rust, tarnish or corrode ... 
lasting beauty for any entrance. Of 
course, they’re weatherproof and 
folks particularly like the big, handy 
crystal letter opening. The maga- 
zine brackets are extra strong, 
being made of Styron 475. Be 
among the first to offer this modern 
Lustro-Ware mail box. Order from 
your supplier along with 101 other 
fast selling, nationally advertised 
Lustro-Ware items. 

COLUMBUS PLASTIC PROD., INC. 

Columbus, Ohio 
Size 6 x 2x 1442 


Lubtnro- Lane 
POINT-OF-SALE 


PACKAGED PLASTIC HOUSEWARES 


for mass display to at- yncucas Seremoal Line 


K Zwint OF AUT UND oF 
tract and stop shoppers le a bys 


Suggested retail $1.98 Good Housekeeping 


$245 soveenist WA 








THIS ALL PLASTIC MAIL BOX | 








NEW! SELF-SERVICE ISLAND 
300% More Selling Space 


F FLEXO - SPACE, 
the new Low- 
Priced Self - Ser- 
vice Island gives 
you 300% more 
selling space than 
the conventional 
flat-type counter 
in the same floor 
area. With 
FLEXO - SPACE 
you will enjoy 
Increased Sales 
through Self-Ser- 
vice, Mass Dis- 
play, Increased 
Selling Space 
and Fixture Flex- 
ibility. SALES 
INCREASE 25% 
AND MORE. 
FLEXO-SPACE is a complete Island. No obstruction on 
the ends to prevent customer shopping. Your customers 
shop on all 4 sides from 5 large Self-Service shelves. 
FLEXO-SPACE takes only 12¥2 Sq. Ft. of floor area, yet 
you get 50 Sq. Ft. of selling space. You sell more mer- 
chandise because you can display more. The middle 
shelves can be raised or lowered every 2” within the 
13 adjustments. Heavy steel tubular supports for rigidity. 
Neutral finish to blend in or match other fixtures. Shipped 
K. D. for lowest freight rate. Write for FREE catalog on 
FLEXO-SPACE and other Self-Service Fixtures — Today! 


ADD SALES COMPANY 


724 Commercial St. Manitowoc, Wis. 
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For both Exhuast and Intake. Cools an entire smal! home or 
apartment in minutes. Shallower design and lustrous ivory baked 
enamel finish achieve unequalled style-appeal. Completely adjus- 
table. Full 1 year guarantee. in 16-inch and 20-inch models. Priced 
to list at $54.95 and $59.95. 


Also 10-inch and 12-inch Manually Reversible Window 
Ventilators as illustrated above. 2-Speed in 12-inch model only. 
ha pea 12-inch single speed—$33.95 12-inch, 2 speed 









Nal 
ECONOMY 
FLOOR 
CIRCULATOR 





America’s biggest value now smartly styled to appeal to every pros- 
pect. Blades accurately pitched and balanced to operate efficiently 
in horizontal position. Rubber mounted legs. 3 speeds. Finished in 
rich Mahogany. 12-inch model |jst price $29.95 


FAN-MOBILE © 


The one fan with practically every wanted 
feature. For exhaust or intake—can be 
used for one room or entire average home 
or apartment. Completely and easily por- 
saree table and adjustable. The handsomest 
sgt 2 mobile fan on the market. Finished in 
lustrous ivory. 16-inch model. List price 





Ask your jobber or write for fully illustrated catalog to 


BERNS MFG. CORP. 


3050 NORTH ROCKWELL STREET CHICAGO 18, ILL 
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NU-ROUND 
CORNERS “> 





aor boom and ProRté zoom! 


with NU-TOP pads 


STAINLESS STEEL — NU-TOP provides decorative 
protection for stove, cabinet and table top with life- 
Jong lustre stainless steel utility pads. Whisked 
clean in a second, these rust and heat-resistant pads 
are constructed to outlasi all others. Exclusive 
NU-ROUND Corners won't damage the most fragile 
finishes. In the two most favored sizes — 

17” x 19” and 14” x 17”. 


CHROMIUM — This shining NU-TOP beauty 
holds up through the heaviest duty. Triple 
plated, gleaming chromium is fashioned into 
the season's most smartly styled pattern 

- @ top customer choice. Completely heat and 
wear resistant. Exclusive smooth NU-ROUND 
corners protect the slickest finishes. In 

five popular sizes to fit any surface. 


© Mantels Deediens ere Gltericcd in 1000 ane Q000 ROUSREEGIINE 


the Wletaloid <o. 


5815 Kinsman Road Cleveland, 















Mother's Joy! 


the pot that never needs watching! 
The Cory Automatic Coffee Brewer 
turns itself down .. . keeps the coffee 
hot...makes perfect coffee every time 
automatically! America’s Finest 
Automatic Coffee Brewer! 
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500,000 more persons employed at 


the end of 1952 than in December, f 


1951. 

“Disbursements for wages and 
salaries are also continuing their 
upward trend,” the Kentile chief 
executive continued. “Along with 
them, as evidenced by time de- 
posits, savings are on the rise: 
1952 saw an increase of 7.6 pet 
over 1951 in wages and salaries 
paid, while time deposits as of the 
end of December, 1952, showed a 
similar rise—7.9 pct—over the 
same date a year before. 

“There was an approximate 13 
pet increase in defense spending in 
1952 over 1951 and, in the present 
world situation, it seems _ likely 
that there will be a further in- 
crease rather than a dropping off, 

“Builders and lenders today find 
an increasing demand for larger 
homes, as we enter a period when 
there are more families with three, 
four and five children than ever 
before in our history. Between 
1940 and 1950, birth rate in- 
creases showed a rise of 77 pct for 
third, 50 pet for fourth, and 27 pet 
for fifth children. 

“Family units which were formed 
and bought homes after World War 
II have increased in size and many 
of them, even if satisfied with their 
living quarters from a structural 
viewpoint, have a need for more 
spacious accommodations. In most 
cases their financial position has 
improved, jobs have stabilized, and 
they feel justified in taking on a 
greater financial obligation in re- 
turn for a larger home. 

“Then, too, there are many fami- 
lies who bought whatever shelter 
they could get, during a period of 
desperate housing shortage. Many 
of these families are dissatisfied 
with what they have had to endure 
and have become quality-minded— 
they want newer and better homes. 
Finally, real estate people are 
noting that more elderly people are 
coming into the new homes market.” 


Food Prices Unaffected 
By Control Removal 


Elimination of price controls on 
food has had and will have “little 
or no effect on food prices gener- 
ally,” reports E. H. Harrison, 
president of the United States 
Wholesale Grocers Association. 

Since the last of food controls 
were lifted in mid-March, he re- 
ports, prices have actually shown 
some decline.” 
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Wholesale Hardware 
Sales Up in February 


Wholesale hardware sales were 
1 pet lower in February than they 
were in the same month of 1952 
but they were 13 pct higher than 
they were in the previous month, 
the Dept. of Commerce reports. 

Hardware jobbers’ inventories at 
the end of February were un- 
changed from the same time last 
year, but were 8 pct higher than 
they were in January. 

The stock-sales ratio of whole- 
sale hardware firms were 290 pct 
at the end of February as com- 
pared with 286 pct in February 
1952 and 304 pct at the end of 
January. 

Jobbers in the Middle Atlantic 
and East North Central regions 
showed the best sales improvement 
from January to February. 


Eisenhower Lauds 
Nation's Retailers 


Restraint shown by retailers in 
holding prices at a sensible level 
since the end of price controls on 
general consumer items is justify- 
ing President Eisenhower’s  ex- 
pressed faith in the U. S. merchant. 

There has been no discernible 
evidence of consumer-gouging, the 
President stated recently. He has 
made it clear for some time that 
he believes a reasonable approach 
to pricing by the seller is prefer- 
able to formalized controls under 
current conditions. 





HARDWARE HUMOR 
By Hardware Age 








"In this store, sir, you'll find only 
the very newest in merchandise.” 
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.--and they'll look in YOUR store 
for this sensational 
Boontonware Wrought Iron 
Counter Display. 


‘Go ahead 


April full color ads in 

Ladies’ Home Journal and 
Better Homes and Gardens 
direct women everywhere 

to do just that! 

They'll be pulled to your doors 
by these ads showing the 
eye-compelling beauty of 
Boontonware on sparkling 
glass shelves, displayed in 
the store just as they 

show their prized dinnerware 


et 
oes =, 


Be carefree 


CS 
—< 





in their own homes. wt life Go the 
Act now to get your 

Wrought Iron Counter Display 
and cash in on the profitable 
Boontonware business this 
sales-making display produces. 
Your distributor will 
tell you how. 


Getetor 


Red, Powder Hise 


Or, write us. 


Guaranteed 
against 
breakage 





Written guarantee 
with every purchase 


MELMAC dinnerware at its finest 
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BOONTON MOLDING COMPANY, BOONTON, N. J. 


| Custom molders for over thirty yeors 





223 
































































Prices Easier 








Food Leads in Decline of Consumer Index 
Which Now Stands Below June 1952 Level 


The biggest slump in consumer 
prices in a year entered its fourth 
month as prices tabulated through 
mid-February indicated a 0.4 pct 
decline, the government reports. 
This brought the new consumer 
price index of the Bureau of Labor 
Statistics to 113.4 pct of the 1947- 
49 average—below the level of last 
June and nearly 1 pct below record 
highs set last August and Novem- 
ber. 

Food prices led the overall slump. 
They dropped 1.4 pct by mid- 
February to the lowest level since 


Jan., 1951, when the new index 
read 111.5 pct of the 1947-49 base. 
Meats, poultry, and fish prices fell 
the most, with meats 10 pct below 
Jan., 1953. Eggs dropped about 9 
pet in the month. 

Reading and recreation costs de- 
clined 0.3 pct, a loss attributed to 
price cuts in TV sets and sporting 
goods. 

The transportation sub-index was 
down 0.2 pct, but the housing sub- 
index rose 0.2 pet. There was no 
change in the cost of fuel oil and 
solid fuels. 





Legislatures and Courts Review Fair Trade; 
Important Legal Tests in Several States 


The legislative picture on Fair 
Trade, at the state level, was 
changed only slightly during the 
past several months when 44 of the 
state assemblies were in session. 

With most of the legislatures 
now adjourned until their next bi- 
annual session in 1955, it isn’t 
likely that much new state legis- 
lation will be forthcoming. 

In two of the three states which 
still lack Fair Trade laws—Mis- 
souri and Vermont—such legisla- 
tion was introduced at the current 
sessions. 

In Vermont, matters got as far 
as a committee hearing on a bill, 
and in Missouri a Fair Trade bill 
waits committee action. 

In two states, Arkansas and New 
Mexico, there were two bills to re- 
peal Fair Trade laws but both of 
these died in committees with the 
adjournments of the legislatures. 

A repealer bill is still pending in 
Tennessee. 

A bill to amend the California 
Fair Trade law provides that the 
owner of a brand name who fair 
trades must bring an enforcement 
action within 15 days of notifica- 
tion of any seller’s violation. Obvi- 
ously, this is legislation, which if 
enacted, would work a hardship on 
manufacturers and would likely 
lead to a weakening or a break- 
down in enforcement of the exist- 
ing law. 

It is likely that there will be a 
court test of the constitutionality 
of the Florida law in the near 
future. 

Fair Trade suffered a set-back 
in Georgia earlier this year in a 
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state Supreme Court decision but 
plans are now afoot to introduce 
new legislation in this state in the 
fall. 

The Michigan Senate has just 
defeated legislation which was in- 
tended to correct a weakness of 
the Fair Trade law. Last year 
the nonsigner clause of the law 
was declared invalid in a case in- 
volving the Shakespeake Co., fish- 
ing tackle manufacturers. 

Constitutionality of the New 
Jersey law has been reaffirmed in 
three court decisions. 

Six bills were introduced in the 
New York legislature, this spring, 
each of which would have weak- 
ened the existing law, but none 
were reported out of committee. 
A number of court cases have been 
successfully ,prosecuted against 





Westclox Fair Trades 
Line in All States 


The inauguration of a broad 
program of wholesale and retail 
fair trade contracts in all states 
having such legislation was an- 
nounced by the Westclox, Divi- 
sion of General Time Corp., late 
in March. 

“Like numerous other manu- 
facturers of nationally adver- 
tised products, Westclox be- 
lieves that Fair Trade offers a 
stabilizing influence in the or- 
derly distribution of its branded 
merchandise,” stated J. H. Wag- 
ner, general sales manager. 























price-cutters, this year, in New 
York. 

Lower courts in Nebraska are 
now hearing cases involving that 
state’s Fair Trade law. 

Argument is scheduled to start 
on April 20, in Louisiana, in a sig- 
nificant case between Eli Lilly & 
Co., pharmaceutical manufactur- 
ers, and Schwegmann Bros., New 
Orleans supermarket operators. 

Meanwhile, many fair trading 
manufacturers are winning in- 
junctions against firms charged 
with violating their minimum 
price contracts. 


Malathon is New Type 
Garden Insecticide 


The American Cyanamid Co. 
announced that a new insecticide 
called Malathon, for use aaginst a 
wide variety of garden pests, is 
now being distributed nationally 
under several manufacturers’ 
brands. 

It is reported to be useful in con- 
trolling such garden pests as mites, 
plant lice, mealy-bugs, leaf hop- 
pers, thrips, scale insects, white 
flies, and some beetles and cater- 
pillars. 

According to a Dept. of Agricul- 
ture report, the product is one of 
the safest insecticides to handle. 
The report also said “The number 


of insect generations on which’ 


tests have been conducted to date 
far exceeds those on which DDT 
and other chlorinated hydrocar- 
bons can be applied without pro- 
ducing resistant strains.” 


Output of Household 
Goods Up in February 


Production in February in- 
creased over the previous month 
on most major appliances, radio 
and television receivers and furni- 
ture, the Federal Reserve Board 
stated. 

Television set production in 
February was estimated at 730,597 
units, a new high for the month 
and 44 pct above the like month 
of a year ago, the Radio-Television 
Mannfacturers' Association  re- 
ported. 


Business Indicator 
Hits New Record 


Business activity hit an all-time 
high in the week ended March 28, 
according to the New York Times 
Weekly Index of Business Activity. 

It rose to 189.3—0.8 above the 
previous high of Feb. 28. 
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PHOTOGRAPH BY SARRA 


How do most successful retailers 
make sales by the dozen? Read this! 


Customers may be fresh, hard-boiled, 
or even slightly scrambled . . . but 
they’re still customers! 

And the more you coddle them, 
the better they like you! 

So study the merchandise that 
pleases them. Notice the trusted 
brand names it wears. Then build 
your business on these brands, and 
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see how much easier and quicker 
each sale becomes. 

Make sure your customers are sat- 
isfied with every purchase. You can 
afford to be liberal in your returned- 
goods policy because you know that 
recognized brand-name merchandise 
is far less apt to come home to roost 
than unknown “‘clucks.”’ And re- 
sponsible brand manufacturers are 
proud to back you up in assuring 
your customers’ full satisfaction. 


Customers—handle with care! 


Yes, make the most of recognized 
brands. 

Write for free material that can 
help you establish your store as a top 
brand names store in your community. 
It’s one good way to feather your nest 
and build a better business. 


BRAND NAMES FOUNDATION 


INCORPORATED 


A Non-Profit Educational Foundation 
37 West 57 Street, New York 19, N.Y. 


Win national recognition with a Brand Name Retailer-of-the-year Award! 























ADJUSTABLE 


CUTTER - RIPPER 


for use in 

@ HOME e OFFICE 
@ CAR @ STORE 
@ WAREHOUSE 







USES DOUBLE 
EDGE BLADE 


d 
McGill Metal Products Co. 


MARENGO e ILLINOIS 

























WING NUT 
ASSORTMENT 


COMPACT— 
ATTRACTIVE— 


DURABLE— NUTS 


as Voge y, we 


=I 


COUNTER DISPLAY 


GRIES' famous zinc alloy wing nuts in exclu- 


sive finger-grip design. Strong, rustproof, 
brightly finished, clean threads. #1 Assort- 
ment contains 48—3/16 7 60-44""; 24—5/16"'; 


12— 
LARGE PROFIT! Suggested retail price $5.88, 
Dealer profit—50%. 


ALSO AVAILABLE: 
All popular thread sizes, 100 to the box. 


JOBBERS: Write for details and prices 
on this profitable item. 


GRIES REPRODUCER CORP. 


789 E. 132nd St., New York 54 * Phone MO 5-7400 
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Consumers Owe Nearly $4 Billion More; 


Have Increased Installment Credit for 11 Month; 


The consumer credit picture 
didn’t improve in February, the 
Federal Reserve Board reports. 

Consumers at the end of the sec- 
ond month of this year owed $23,- 
500,000,000, or about $3,800,000,000 
more than a year ago—even though 
credit outstanding declined along 
with charge accounts outstanding. 

The board notes that credit 
outstanding declined $155,000,000, 
while outstanding charge accounts 
were pared $337,000,000. But both 
were partially offset by a rise of 
$151,000,000 in time installment 
credit. 

Payments on charge accounts, is 
termed by the board as “usual” 


for this time of the year—with, 
little more than $4,000,000,000 stij) 
owed. This is $93,000,000 more than 
the amount owed in charge ae. 
counts in February last year. 

The $151,000,000 boost in install. 
ment credit for February marks 
the 11th straight month that con. 
sumers have added to this type debt, 
There was a $129,000,000 decrease 
in time credit in February last 
year and a drop of $179,000,000 in 
February, 1951. 

The February increase this year 
brought the month-end total for 
time installment credit to the 
highest level on record—nearly 
$16,700,000,000. 





Potential is Twice as Great for Next 10 Years 
Manufacturer Says; Stocks in Better Balance Now 


Manufacturers and distributors 
currently hold 25 pct less stock of 
appliances than they did early last 
year, reports John H. Ashbaugh, 
vice-president of Westinghouse 
Electric Corp. He predicts a better 
inventory balance will be main- 
tained in the future. 

Mr. Ashbaugh says the industry 
is better able to adjust production 
to demand today than in the past. 
Reason for this, he says, is that 
the industry has mastered tech- 
niques of contro] developed during 
serious inventory situations of the 
past few years. 

Turning to general business con- 
ditions, Mr. Ashbaugh reports 
Westinghouse has made an eco- 
nomic study which leads them to 
expect a general decline in gross 
national product, disposable in- 
come, and general business. This 
may occur in two years—and the 
drop will be from 8 to 10 pct, he 
reports. 

“By 1957 or 1958, business will 
be back to 1953 levels,” he says, 
reporting results of the study. “In 
the next 10 years, the appliance 
business will double in spite of the 
dip predicted for early in the pe- 
riod,” he emphasizes. 

Here’s how Westinghouse sees 
the appliance picture, Mr. Ash- 
baugh says: 

“By 1958 the appliance industry 
will sell 14 million units of major 
appliance products, In 1952 the in- 
dustry sold 10 million units at a 
retail value of $2,750,000,000. 

“Thus in just five years West- 
inghouse predicts a growth of over 


30 pct in units, but almost 50 pet 
increase in dollars at_ today’s 
prices. The dollar increase is 
greatest because of the demand for 
larger models and because some of 
the new automatic products have 
higher selling prices. 

“Refrigerators, which represent 
the largest sales volume in the ap- 
pliance industry, have reached 8 
pet saturation. Nevertheless, over 
3,500,000 units were sold last year, 
representing well over $1,000,000,- 
000 in retail sales. The replace- 
ment market and new customers 
created by the growth of families 
will require at least that same 
volume for many years.” 

Mr. Ashbaugh says new prod- 
ucts will be developed by the in- 
dustry to take up a falling off in 


— 
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"Tell ya one thing, that was 
darn good grass seed | bought 
from you last spring.’ 
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sales of a particular appliance. 

“It is sometimes hard to realize 
how new some of the present prod- 
ucts are, but in the last ten years 
we have added, among others, 
freezers, television, bed coverings, 
waste disposers, dehumidifiers and 
many others. In the next decade 
there will be improvements of 
these products and the addition 
of new ones.” 


Eastern Wholesaler Gives 
Rebates on Specials 


A somewhat different approach 
to the merchandising of Hardware 
Week items at the wholesale level 
was tried this year by an Eastern 
wholesaler. 

This wholesaler developed six 
special items of his own, all rep- 
resenting unusually good promo- 
tion items at very low prices. In- 
stead of offering these items for 
open purchasing by dealers, the 
wholesaler is selling these items at 
regular prices. 

However, he is giving the dealer 
a reporting form to report to the 
wholesaler the actual sales of these 
items during Hardware Week. 

Then, on the basis of these re- 
ports, the wholesaler will issue a 
rebate to the dealer of the differ- 
ence between the regular price and 
the special price of these items. . 

The wholesaler told HARDWARE 
AGE that it is his desire to offer 
dealers real specials for Hardware 
Week, but since these specials rep- 
resent unusually low margins, he 
just could not afford to sell these 
items at the special prices through- 
out the season. He hopes that 
limiting the special prices to actual 
Hardware Week sales will give the 
dealer a real sales stimulant for 
the special event. 


Reo Again Making 
Mower Wing Units 


The easing of the metal short- 
age has made it possible for the 
Lawn Mower Division of Reo 
Motors, Inc., Lansing, Mich., to 
resume production of wing units 
for Trimalawn power lawn mowers. 

The addition of these twin cut- 
ting reels to the main mower unit 
expands the cutting width of the 
Trimalawn to more than 50 inches. 

A complete wing mower set con- 
sists of two 18 in. mowers with a 
special hitch to connect them to 
any model Trimalawn power 
mower. 
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Well over a half century of experi- 
ence is in back of Lansing Wheel- 
barrows. They are rugged, durable 
and correctly designed. Over 30 
models, with numerous styles, pro- 
vide a suitable barrow for every 
purpose. The two models illustrated 
are popular for general farm, home 
and construction use. Stock them 
now —they'll sell as well as a 
light garden barrow, yet will give 
better service and pay a higher 
unit profit. 
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ASK YOUR WHOLESALER OR WRITE FOR INFORMATION | 
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SAFEWAY 


Travelite 






Focal adjust- 
ment. Throws 
powerful spot-beam 
or floodlight by turn- 
ing lenshead 
Pivot base — 
light stays “‘put’’ 
at ANY angle. 
Plastic handle. 































Beams! Twin Switches. © 
Red flasher cau- 
tions traffic, while 4m 
side spot beam 
provides pow- 
erful service 
light. Pivot 
Base 




















Turn night 
into day! Twin 


EMPIRE ELECTRIC LANTERNS 
are designed to meet the 
wide, profitable Sports, Mo- 
toring, and Farm Market. 
Nationally Advertised . . . 
Write for Empire Lantern 


lights — extra 
brilliant side 
light with top 
flaod light. 
Pivot base 
spots light 
up or down 














$4.75 ‘ i Catalog. 
The METAL WARE CORPORATION, Two Rivers, Wisconsin 
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PREVENTS RUST 
REMOVES RUST 
MAKES PAINT STICK 


Packed 1 q 
in display case 












For prices and sample, write 


THE KLEAN-STRIP CO., Inc. 


2340 S. Lauderdaie, Memphis 6. Tenn. 


























READY NOW/ 





FULL COLOR 
CATALOG 








WRITE TODAY — 
STRATTON & TERSTEGGE CO., Inc. 


P. O. BOX 1859 
LOUISVILLE 1, KENTUCKY 



































Consumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 


Marshall-Wells Circular 
Has Hardware Week Pages 

The four-page April broadside 
of the Marshall-Wells Co., Duluth, 
Minn., contains a 2-page insert 
that shows and describes a number 
of Hardware Week specials. 

The 10-day paint sales event will 
start in the Marshall-Wells associ- 
ated stores on April 17. 

The April circular, in addition to 


The Year's Biggest 
Paint Event! 






paints, features one page of hand 
and garden tools which are offered 
at one-cent each with the purchase 
of tools amounting to $1.95 or more. 


American's Circular 
‘MEAT... Yom 1953 Caras oF 


This is the front cover of the 24-page 
Spring circular that has been distributed by 
dealer-members of the American Hardware 
Supply Co., Pittsburgh. 


Gardening Tips In 
Bronson's Circular 


The Gardener’s Digest, a pocket- 
sized consumer catalog of lawn 
and garden equipment and sup- 
plies, published by Bronson & 
Townsend Co., New Haven, Conn,, 
wholesale hardware company, con- 
tains instructions for the home 
gardener. 

The 36-page booklet is printed on 
heavy quality paper and has an 
extra color on the covers which has 
spaces for the dealer’s imprint. 

This company has also produced 
a four-page flyer for dealer use 
which six Hardware Week spe- 


} (iardencr’s Digest 


THE HOMESTEADER «+ SPRING 1953 














cials on mowers, garden hose, 
pruning shears, garden gloves and 
a grass whip. A kite and a bag 
of marbles are offered for 6 cents 
each, as an inducement for chil- 
dren. 


Masback's Catalog 
Backed With Dealer Aids 


Masback, Inc.,.« New York City 
wholesale hardware firm, has dis- 
tributed approximately 600,000 
copies of its 1953 Home & Garden 
Guide. 

The 32-page consumer catalog 
has been distributed through 280 
retail hardware firms who are par- 
ticipating in the Spring and Sum- 
mer promotion. A number of 
articles are priced lower than simi- 
lar merchandise of chains and de- 
partment stores, the firm an- 
nounces. 

A complete store merchandising 
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kit for use with the catalog in- 
cludes window streamers, window 
and display cards and price cards. 


(a the mteren of tndopendent Metall Mardease eaters 





Franklin Hardware 
Issues Spring Circular 


Franklin Hardware & Supply Co., 
Philadelphia, has prepared a spring 
promotional circular for distribu- 
tion to consumers by its member- 
dealers. With 60 dealers participat- 
ing, the circulation is reported at 
well over 250,000. The 8-page news- 
print circular is the second of its 
kind issued by the company. 

While not specifically prepared 
for Hardware Week, it features 
many Hardware Week specials. All 
merchandise was selected by a mer- 
chandising committee composed of 
Franklin member-dealers. The mail- 
ing was handled by an independent 
company. 


Factory Deliveries 
Set Mark in February 


Deliveries from manufacturers 
reached a new peak in February 
when they advanced 4 pct over the 
January rate, the Office of Business 
Economics, U. S. Dept. of Com- 
merce reported. 

At the same time new orders 
registered a similar increase and in- 
ventory book values remained un- 
changed. 

The February expansion in deliv- 
eries was stronger for durable- 
goods producers, amounting to a 
6 pet rise for the month. 

Substantial improvements in the 
volume of orders received were 
reported by most durable-goods in- 
dustries. 

Both durable and non-durable 
goods producers kept stocks near 
the January seasonally adjusted 
rates. 
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It’s easy to spot the dealer who carries 


GAS HEATERS! 


A correct style and size for every need 


@® 8 FULLY VENTED HEATERS 
15,000 BTU to 85,000 BTU 
@ 22 UNVENTED HEATERS 
10,000 BTU to 50,000 BTU 
All AGA approved for natural, liqui- 
fied and manufactured gases. All 


equipped with automatic safety pilot. 


Write your jobber or direct for complete catalog 








360 
v1i70 






Over 
45 Years Stove 
Experience 


MARTIN STAMPING & STOVE HU Huntsville, Ala. 








( y) spring 
— with a nautical 








This is a real 
clean-up 


twist — a putty 
knife, Navy type, 
— Goodell guar- 
anteed. Steel is 
tested quality. 
Blade 1!/," wide, 
semi-elastic, hardened, tem- 
pered and ground under wa- 
ter. Bright metal holster 
GOODELL SPECIAL UN- 
BREAKABLE CONSTRUC.- 
TION. Two brass compression 
rivets; genuine Rosewood 
handle, Colorful compact 
counter display box. | 


This is a 70 cent knife retailing at 59 cents 
and giving you 43'/2% profit at special 
offer of $4.25 per dozen. Offer good only 
until June 30, 1953. 


GOODELL COMPANY, 
Antrim, N.H. 


VA 


A 70 cent knife you can buy 
and sell as a 59 cent leader. 





OFFER Expires June 30, 1953 


GOODELL COMPANY, Antrim, N. H. 


Send us dozen #9011 special Navy Type 
Putty Knives on $4.25 a dozen deal. 
Bill and ship through our jobber who is 


Signed . 

Address 

Use this coupon or attach it to your regular 
order. 

(0 Ask for Goodell Cutlery Catalog. 
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“I'd miss these 

profits—If | 
didn't have 

WIPE-ON!” 


says DAN GOLD 
HIGHLAND 
HARDWARE 

122017 Lorain Ave. 
CLEVELAND, OHIO 


F< 







“With many of my customers, plastic 
WIPE-ON finish has become a com- 
modity item they buy season after season. 
It protects and beautifies so 
many different things that 
no other product can take 
Wipe-On’s place. Wipe-On 
sales mean steady profits I’d 
otherwise never enjoy!” 
Embree Mfg. Co., Elizabeth 
4, N. J. 


° 








STAINLESS STEEL 
FASTENINGS 

GA OF ALL TYPES 
Rieti OFF THE SHELF 


Vz 









In-Stock-Service on small or 
large quantities * Cap Screws 
* Machine Screws * Sheet 
Metal & Wood Screws © Set 
Screws * Nuts, Washers, Etc. 
Class 3 AN Drilled Fillister Heads 
Fast service on special screw 
machine products. 

WRITE, WIRE OR PHONE 

YOUR REQUIREMENTS 
New Catalog now 
avoilable—write today 


STAINLESS SCREW CO. 









P (om (oe 
S 232 Union Avenue * Paterson 2, N. J. 
Direct New York Telephone: Wisconsin 7-904! 
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Promotions 








| Colonial Offers Deal 
| On Paint Brushes 


The Colonial Brush Mfg. Co., 
| Inc., Boston, is marking its 10th 
| anniversary with a special offer on 
a brush assortment. It is a carton 
deal, packed for re-shipment by 
the jobber, containing three dozen 
100 pet pure bristle wall brushes, 
a dozen of each in the 3, 31% and 
4 inch sizes, all with a bristle 
length of 21% inches. They are 
priced to sell for 75¢, $1 and $1.25 
respectively. The regular sug- 
gested prices is $1, $1.50 and $2, 
respectively. 


Lux Starts National 
Advertising Campaign 

Lux Clock Manufacturing Co., 
Waterbury, Conn., is promoting its 
Minute Minders, the ‘“Luxette” 
jewelled miniature alarms, and 
other alarm and novelty clocks in 
its first full-scale national advertis- 
ing schedule, starting this month. 

Its schedule includes Ladies 
Home Journal, Good Housekeeping, 
Better Homes & Gardens, Today’s 
Woman, House Beautiful and Liv- 
ing For Young Homemakers. Total 
ad impressions will top 60 million. 
TV spot commercials. will be used 
in selected markets. 


G.E. Plans Strong 
Yellow Bulb Campaign 


The Lamp Division of General 
Electric Co. in June will launch a 
“Yellow Bulb Drive” against bugs 
by means of trade and consumer 
magazines, television and point-of- 
sale materials. 

Consumer advertisements and 
TV commercials will use carica- 
tures of bugs to make such points 
as “If swarms of insects make you 
bellow, switch your bulbs from 
white to yellow!” 


Complete Promotion 
On Melnor Sprinklers 

Focal point in the advertising 
promotion on the “Swingin’ Spray” 


lawn sprinkler by Melnor Metal 
Products Co., Inc., 10-40 45th Ave., 





Manufacturers’ New Merchandising Plans 


Long Island City, N. Y., will be 
continuous, season-long ads in con- 
sumer magazines. On the list are: 
Better Homes & Gardens, House 
Beautiful, House & Garden, Sunset 
and Flower Grower, as well as a 
schedule of Sunday ads in leading 
newspapers of 15 cities. 

A feature of the newspaper cam- 
paign will be the listing of all Mel- 
nor dealers in each city. A com- 
plete merchandising kit is avail- 
able to dealers. 


Reo's Consumer Ads 
Will List Dealers 


As part of the Reo Lawn Mower’s 
new Gold Crown Dealer program 
in which the Lawn Mower Division 
of Reo Motors, provides direct 
merchandising help to selected re- 
tail outlets, the company’s adver- 
tisements will carry dealer names 
and addresses. 

Dealers qualify for the Gold 
Crown rating by purchasing six or 
more power mowers, rotary or reel- 
type, during 1953, and a Reo 
demonstrator mower of either type. 

Full-page, four-color ads will ap- 
pear in the April 26 issue of 
Parade; the May 10 issue of This 
Week; the May issues of American 
Home, Progressive Farmer and 
Sunset, and the May 16 issue of 
Saturday Evening Post. 

Gold Crown dealers will receive 
a literature kit containing mer- 
chandising aids. 


Advertising Starts On 
Disston Garden Line 


Henry Disston & Sons, Inc. 
Philadelphia manufacturer of saws 
and tools, starts its spring pro- 
motional effort with consumer ad- 
vertising in the April issue of 
Better Homes & Gardens, using 4 
two-color ad. This will be followed 
with another ad in May, and news- 
paper advertising in key trading 
areas. 

The garden supply line, which 
bears the Disston brand, includes 
a rotary type power lawn mower, 
an electric hedge trimmer, a hand 
pruner, grass shears, hedge shears 
and a spring action rake. 
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Erie Tool Works Makes 
Unconditional Guarantee 


The Erie Tool Works, Erie, Pa., 
has announced a policy of uncon- 
ditional guarantee on its line of 
plumbers, steamfitters and ma- 
chinists tools. 

With this new policy, any cus- 
tomer who has a complaint about 
an Erie product, simply sends the 
tool back to the Erie Tool Works 
and a new tool is shipped him im- 
mediately, without cost or ques- 
tion, the company announces. 

According to A. M. Kite, presi- 
dent, “the broadening of the guar- 
antee will eliminate many contro- 
versial arguments between the cus- 
tomer and the dealer, and the dealer 
and the jobber.” 


Plastic Piping For 
Deep Well Pumping 


A new method of forcing water 
out of deep wells has been devel- 
oped by Yardley Plastics Co., Co- 
lumbus, Ohio. It uses twin plastic 
pipes jointed together by a thin, 
but tough, plastic membrane. 

The tubes, named “Twin-Du-It,” 
are designed to set up deep well 
pump systems. In these installa- 
tions water pumped down into a 
well through one pipe forces a 
greater volume of water up an- 
other pipe. : 

“Twin-Du-It” is claimed to cut 
labor costs because it is flexible 
and easier to handle than two sep- 
arate plastic pipes or those made 
of steel. Also, the manufacturer 
says, it is more than 10 times light- 
er than steel pipe, and can snake 
around corners or squeeze through 
services. 

The pipes are offered in twin 
diameters of one inch and one and 
one-quarter inches. It will retail 
at $71.66 a hundred foot length. 


Glamorene Glamorized 


Glamorene, popular carpet 
cleaner, received wide publicity re- 
cently when it was included as a 
feature of a Warner Pathe news- 
reel. The sequence was based on 
a demonstration conducted by two 
laboratory technicians of the York 
Research Corp., Stamford, Conn., 
official testing laboratory of the 
American Hotel industry. 

It is estimated that at least 30 
million people will see this news- 
reel in its first impression and 
about 20 million more will see it 
in its second and third impressions. 
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dramatic COLOR 


UTILITY | 







THEY'RE ALL IN THE NEW 


Sharon 


PROFIT BUILDING SW-7-D 


COLOR KEYED 


KEY KITS 


e 7 sizes from .050" to 3/16" across flats 
® Alloy steel, heat treated 
® Each key color sized 


® Selector chart sealed in polyethylene 
case 


® Fits 32 sizes hollow head fasteners 


ASK YOUR JOBBER OR WRITE US 



















































































YOU'LL FIND IT 
PROFITABLE 


to send us your Fence and 
Metal Specialties orders 














To cash in on this easy money send for litera- 
ture and familiarize yourself with the Stewart 
line. Then when you get an inquiry for some 
Stewart product you will be in a position to 
give the prospect the information he desires, 
and close the sale. Remember, you make no 
investment—you carry no stock. Every year 


SAWHORSE BRACKETS 
NO NAILS e NO BOLTS 





















more hardware dealers are making extra profits 
through this arrangement. Are you getting your i<™~ NO SCREWS 
share? Write for catalogs today. f Oy 1 
ower ow i“? * ALL-WELDED CONSTRUC- 
| aNdeg Ws TT Saal | ¢£ TION. Use any 2 x 4s for legs 
BAe LLL LL eee ; and crossbar ...set up or knock- 
ed down instantly. 
Stewart Iron Railing lron Picket Fence Each package is a 
bs colorful counter dis- 
OTHER PRODUCTS: play. 12 Sets to a 
carton. Dealer helps 


Steel Flagpoles 

Wire Mesh Partitions 
Settees | 
Window Guards 


FREE, 


Stewart Chain Link 
Wire Fence 


THE STEWART IRON WORKS CO., INC. 
2037 Stewart Block, Cincinnati 1, Ohio 


Experts in Metal Fabrications since 1886 ne re advertised 
—order rom your 
wholesaler, or direct if 


be cannot supply you. 


GRAND HAVEN STAMPED PRODUCTS CO. 
GRAND HAVEN, MICH. 
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( Here's the one that \ 
WON'T SHRINK 
This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 








dealers a bigger profit. 
WILL NOT SHRINK SELLS BETTER because 
STICKS AND STAYS pufy it WORKS BETTER. 
Tl « 


} ‘ z 
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Most dealers report: ROCK, 
“Our sales of Dur- rtp blet es yy 
ham’s Rock + Hard ‘tear caame-* os 


Water Putty keep 
doubling, year after 

ear.” What's more, 

urham’s Rock- 
Hard Water Putty 
= you by far the 

st profit-margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many ee materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
a Water Putty p Ae not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or six 
4-1b. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Materiai 
in POWDER Form 


DURHAM 
COMPANY 
Des Moines 4 
lowa 
































































Bewildered?? 


.. then read.... 
WASHINGTON NEWS 
AND VIEWS on page 
10 of this issue. Here 
are accurate, authentic, 
easy-to-understand _re- 
ports on the latest de- 
velopments in Washing- 
ton affecting hardware 
This helpful 


in each 


dealers. 
feature issue 
is another reason why 
HARDWARE AGE is 
the No. 1 choice of hard- 


ware dealers through- 


out the nation. 
























Recent Price Adjustments 


Prices Guaranteed On 
Cory Air Conditioners 


Cory Corp. has announced a price 
guarantee to cover distributors of 
Fresh’nd-Aire Electric Room Air 
Conditioners through Aug. 1, 1953. 

In making announcement J. W. 
Alsdorf, Cory president, said 
“This actual price guarantee policy 
will give any distributor positive 
assurance that he can sell Fresh’nd- 
Aire Air Conditioners during 1953 
without fear of having any portion 
of his inventory devalued during 
the actual selling season.” 


Westinghouse Raises 
Large Lamp Prices 


The Westinghouse Lamp Divi- 
sion announced a price increase on 
large incandescent and fluorescent 
lamps, on March 26. 

The increases will apply to a se- 
lective list of lamps in the large 
incandescent and fluorescent cate- 
gories only. The new prices are 
to become effective April 1. 

In October, 1951, a company 
spokesman recalled, the price of 
fluorescent tubes was actually re- 
duced by about 5 pct, but in the 
following year this price reduction 
was eliminated and the earlier 
price restored. This is only the 
second price boost in lamps in 10 
years, he said. 


G.E. Raises Prices 
On Electric Lamps 


The price of lamps for use in 
homes, stores and factories have 
been increased by an average of 
8.8 pct, the General Electric Co. 
announced April 1. 

The price change involves many 
types of both incandescent and 
fluorescent lamps. For example, 
the price of the 60-watt lamp bulb 
is raised from 14 to 16 cents, and 
that of the 40-watt fluorescent lamp 
from $1.05 to $1.10. 

Fred F. Harroff, G-E vice-presi- 
dent and general manager of the 
Lamp Division, pointed out that 
even after the increase, the aver- 
age prices of fluorescent lamps are 


only 9 pet more than in 1940, and 
the prices of incandescent lamps 
are only 9 pet more than in 1940, 
In contrast, he said the cost of liy- 
ing is now about 90 pct higher than 
in 1940. 


G.E. Lowers Prices 
On Electric Blankets 


The General Electric Co. re- 
duced retail prices on all models of 
its current automatic blanket line, 
it was announced April 1. 

The blankets involved are the en- 
tire G-E “Sleep-Guard” - series, 
grand prize winner in the National 
Home Safety Contest. The twin- 
bed model will be reduced from 
$54.95 to $39.95; the double-bed, 
one-control model from $57.95 to 
$44.95; and the double-bed, two- 
control model from $67.95 to $54.95. 
All prices are minimum Fair 
Trade retail prices. 

The reductions were primarily 
a result of more efficient manufac- 
turing operations in the company’s 
new de-centralized plant in Ashe- 
boro, N. C., the company an- 
nounced. 


Revere Makes 4'/2% 
Increase on Utensils 


Revere Copper and Brass, Inc., 
Rome, N. Y., has announced an in- 
crease in the retail prices of its 
line of Copper Clad Stainless Steel 
cooking utensils, effective March 23. 

On Feb. 27, there was a sub- 
stantial increase in the cost of cop- 
per ingots, and at the same time 
there was an advance in the cost of 
stainless steel, due principally to 
an increase in the cost of chromium 
which is used in producing stain- 
less steel. 

C. M. McCreery, vice-president, 
pointed out in his letter to the 
trade that the price of Revere 
utensils has only been increased 
approximately 2 pct in the 2% 
years preceding the present in- 
crease. 

The present increase amounts 
to about 414 pct and Mr. McCreery 
pointed out that a further increase 
in prices may be necessary. 
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Starter Set, consisting of a 1- 
quart and a 144-quart covered sauce 
pan, a 6-inch covered skillet and a 
hanging rack, will remain at 
$14.95, with a value if priced in- 
dividually of $16.05. 

Announcement was also made of 
two additions to the line, these 
being 4 and 5-quart covered sauce 
pans, the fermer retailing at $7.75, 
and the latter at $8.75. Both pans 
are 8 inches in diameter, being 
made proportionately wider and 
higher than the next two smaller 
sizes. 


These articles, like other Revere 
products, are Fair Traded. 


Price Adjustments 
On Congoleum Line 


Congoleum-Nairn Inc., manufac- 
turers of smooth surface floor and 
wallcoverings, announced minor 
price adjustments on several prod- 
ucts, effective March 25. The adjust- 
ments were made, the company said, 
to bring certain items into line 
with competitive prices. 

The increases, averaging less 
than 1 pet, apply only to Gold Seal 
Congoleum, rugs and by-the-yard, 
rug, border, standard weight 
enamel surface rugs, Congotread, 
Gold Seal Nairn Inlaid Linoleum 
in standard gauge, Veltone, Veltex, 
Jaspe, and Fashion-Floor, standard 
gauge Karnean, Contemporary and 
Colonial Plank, standard gauge 
Jackstraw Tile, and 14%” gauge plain 
linoleum. 


Employment Remained 
High in February 


The Bureau of Labor Statistics 
reports factory employment rose out 
of season in the month to mid- 
February, while total non-farm em- 
ployment failed to decline as ex- 
pected, staying at 47,200,000. 

Manufacturing jobs rose by 
100,000 to 16,755,000 during the 
month. Reason for this, says the 
Bureau, is more plentiful metal 
supplies and full-scale production 
of automobiles and appliances. 

Total non-farm employment usu- 
ally drops in the month to mid- 
February, B. L. S. notes. The de- 
cline is usually because of seasonal 
reductions in retail trade and con- 
struction. 

In retail stores, the bureau finds, 
employment was 7,200,000 in mid- 
February, 200,000 higher than a 
year earlier. Over the month there 
was a seasonal decline of 60,000. 
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The retail price of the Revere 


Business Exceeds 
Last Quarter of 1952 


The business boom continued 
through the first quarter of this 


year, reports the Commerce Dept. | 
All segments of the economy were | 


equal to or higher than levels at- 


tained in the fourth 1952 quarter. | 


Steel led the boom. Since the 
beginning of this year the steel 


industry has operated at close to | 


its Jan. 1, 1953 capacity of 117,- 
500,000 tons. 


Leading users of | 


steel were firms making arma- | 


ments; the construction industry, 
and consumer durable goods pro- 
ducers. 

Best sign of all, reports the gov- 
ernment agency, is that record 
output in recent months has “gen- 
erally been matched” by rates of 
incoming orders. Backlogs 
held at about $73 billion since last 
November, compared with $75 bil- 
lion in the third 1952 quarter. 

The department reports that vol- 


have | 


ume of orders to be filled is cur- | 
rently three times those of early | 


1950. About half the orders are for 
defense goods. 

Washer Output Rose 

18% in February 


Factory sales 


household washers in February 


of standard-size | 


totaled 326,604 units, compared to | 


277,309 in January, an increase of 
17.8 pct, according to figures for 


the organization’s membership an- | 
nounced by the American Home | 
Associa- | 


Laundry Manufacturers’ 


tion. The February total compares | 
to 255,864 units sold in February | 
a year ago, or an increase of 27.6 | 


pet. 


in February aggregated 57,136 
units, down 8.2 pet from 62,260 
sold in January, and 28.3 pct 
greater than 44,540 sold in Feb- 
ruary, 1952. 

February ironer sales amounted 
to 22,586, compared to 24,395 in 
January, down 7.4 pct, and were 
28.1 pet greater than 17,630 iron- 
ers sold in the comparison month 
of 1952. 


Packaging Exposition 

The latest packaging methods 
and new company methods will be 
described at the American Manage- 
ment Association’s National Pack- 
aging Conference, April 20-22, at 
Navy Pier, Chicago. 

(Resume reading on page 15) 


Automatic tumbler dryers sold 





DEPEND ON TURNBUCKLES 
To Save You Money and Time 


BOX 333, MICHIGAN CITY, INDIANA 
FACTORY: GRAND BEACH, MICHIGAN 
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WINDOW-UTILITY FAN 


16” Dual-Purpose Fan—2 Speeds 


Priced for a big, new market. Handles every 
room cooling need—a window fan at night and 
a circulator fan during day. Fits in 24” and 
larger windows. Utility fan head can be simply 
lifted from panel and used anywhere. Two 
speeds—choice of 1740 or 1320 CFM. Fan head 
pivots for any directional blow. 16” fan blade, 
2-speed 1500/1100 RPM Dayton fan motor, 
115V, 60/50C. 17%” H. x 24%” W. panel 
extends to 31%” 9” deep. Hammerloid grey 
enamel finish. 9 ft. cord with 2-speed switch. 
List price $46.00. Generous dealer discount. 


Dayton model No. 4F244. Order a sample. 


fe 


| 


WHOLESALE CATALOG 


Request on Letterhead 


w.w. GRAINGER 


ee 
43 WAREHOUSES —COAST-TO-COAST 
GENERAL OFFICE: 740 W. ADAMS, CHICAGO 6 
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For SPRING... 


Presenting a new line of authentic and 
gaily colored ornaments for Lawn or Rock 
Garden decoration. This attractive line 
comprises a varied assortment of gnomes, 
animals, reptiles, fowl, etc. Every piece is 
durably made to afford service consistent 
with its reasonable price. 


Illustrated is No. 20/93 Gnome with 
Wheelbarrow, 19 inches overall. 


Sample assortments available. 


Write for Descriptive Price List. 


220 Fifth Ave. Gardenware Division 





VICTORY ARTWARES COMPANY 





SPEEDIE Wall 
Cleaner gently 
rubs 


over and over. 
It's a 


New York 1, N. Y. 











grime from 
wallpaper, K e m - 
tone or waterpaint 
swiftly—easily. Re- 
movable sponge 
rubber head may be 
washed and reused 


“NATURAL” 
|| Spring Cleaning — Saves 
| | many times its cost each time 
| | it’s used. Write for Dealer 
and Jobber prices. 


| 
DOVER PRODUCTS CO 
815 W. Arthington St., 


Cleans Walls 
No Water 


A Top Seller 


Plan Your 
Promotion NOW! 





for 


Chicago, Ill. 














An ingenio 
that fills ar 
and Gouges 
stained wW 
leather or p 


Will not bl 
any finish. 

Cellophane 
(dark mahc 


maple), scr 
display carc 


DECTO P 


Run-Smoc 

































Heavy steel ferrules 
0 pressing, d die in 
m place 











US.PAT.NO 1374715 - 135542 





[Special Tempered 
hexagon steel die 
pe V threads 


: 
SS SIROOZON: SEIROOZON: ZON 





CAN.PAT.NO. 198587 





“SKROO-ZON" The file handle— 





in holo 


Combination die 

properly ve 

holds tang, fit y 
pore. 


that cuts its own thread. 
Stays on— Never Splits — Economical 


Outlasts the file—You can rescrew 
handle on new file. 








FRANCE PAT.NO 515100 


SAFETY TOOL CORPORATION 
JEFFERY ST., WATERTOWN, N. Y. 





—because | 
TEM-CROSS 


It is cross-re 


and splitting. 
"A B 


Borg-Warner 
cen ot 













SELL 


ARISTO-MATS 


See Your Jobber or Write For Your Nearest Distributor 






Greater Volume! Bigger Profits! 
PHOENIX TABLE MAT CO.,1718 E. 75th Street, Chicago, 49 





WORLD’S FINEST STOVE and 
ALL-PURPOSE UTILITY MATS 


More Sales! 











WATER HEATER 
REPAIR COILS 


For old, new and 
obsolete heaters 
100 DIFFERENT MAKES 
Single, Double, Triple, 
instantaneous, Multi-Coil 
Send for Catalog typeu 


DORMONT MFG. CO. 
1314 High Street Pittsburgh, Pa. 











MANUFACTURERS AGENTS WANTED 


BULL DOG REMOVERS 
Tos 7) 









Cream—Liquid—Brushcleaner 
HOLDTITE (Liquid Sandpaper) Bute aj) 


BUILD YOUR PAINT DEPT. 
Thru Satisfied Customers 








Write For Special Combination Deal 


GILLESPIE VARNISH CO. 
131 Dey St., Jersey City, N. J. 








a 











Ball 


METAL FLOATS 


3° te 12° diameter 
ball floats of cop- 
per or stainless 
steel for open 
tank to 150% 
pressure In stock 
—specials 
various metals 
made to order. 
Catalog on request. 


ARTHUR HARRIS & CO. 
212 N. ABERDEEN ST. 
CHICAGO 7, ILLINOIS 































e——— 


‘Also Use for Curtain Rods 
‘E & J ENTERPRISES Inc. |, 
Verona, New Jersey 
Mfrs. of Brush Kits, Pothooks, Etc. 


12 for #1°° 
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Save Up To 50%! 
Eagle-Picher 


PAINTS-““tne 
$1.75 Gallon 


Men wanted having outlets 


CHEMICAL SERVICE CORP. 


98-12 Beaver St., New York 5, HA 2-6970 











His Hardware Age 
Ad. Brought Results— 


"As a Manufacturers’ Representative, 
getting the HARDWARE AGE is o 
necessity, especially in view of the fact 
that | have secured several desirable 
lines through the Advertisement | 
placed in the AGE in December. With 
best wishes for your continued success.’ 
Sincerely yours, 





A Satisfied Advertiser 


HA 


16,824 
WHC 


12,224 | 
ERS ' 
AND 


6,945 | 
WHC 


6,854 ¢ 
DEAL 
ANNI 


544 GEl 


134 WE 
SALEI 


H, 
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FURNITURE. ete 











REPAIR- KIT i 
aie i 
filling «« Coloring arte w sll 


DENTS NICKS, GOUGES 









No Heat Required 








An ingeniously compounded stick 
that fills and colors Nicks, Dents 
and Gouges in natural- finished or 
stained woodwork, furniture, 
leather or plastics. Easily applied. 
Will not bleed or shrink. Takes 
any finish. 

Cellophane bag contains 4 sticks 
(dark mahogany, light mahogany, walnut and 
maple), scraper and instructions. 12 kits on 
display card. 

SOLD THROUGH JOBBERS 


Run-Smooth makes windows, doors and drawers run smoothly 





SECTO PRODUCTS CO.. SALEM, MASS. Colors Easily Blended 





\Briety pitching game... 


Two complete pitching sets 
in one. Two red and two 
green rubber horseshoes. 
Two red and two black rub- 
ber quoits. Two wooden pegs 
with non-skid rubber bases. 
Suggested retail price $2.19. 
Order No. 300 
MARTIN RUBBER CO. 
LONG BRANCH, N. J. 















DECTO PRODUCTS COMPANY, SALEM 8, MASS. 

















INGERSOLL 





SHOVELS 


Edges won't split or curl! 





—because their blades are made of 
TEM-CROSS Ingersoll Process Steel. 
It is cross-rolled to give an interlocking, 























Now demanded by millions for houseplants, flowers, eg _ 
greene. Produces vigorous, beautiful growth in all plants quickly. Pays 
lealer 331%, profit. py packaged for display. Does not deter- 
lorate, ts clean, odorless and SAFE. Dissolves instantly in water for use 

‘l-oz. makes 6 gallons liquid plant food. 
























ae mesh-grain structure and heat-treated to Retails — ie 
dle— held edge keonness and to resist curling I-oz. pkt. 10c..... 72 to case wt. 7 Ibs...... $4.80 case on ony 
and splitting. Write for prices. 3-oz. can 25c..... 36 to case wt. 12 Ibs...... $6.00 case conti ty 
n thread. “A Borg-Warner Product” it eit +1) ee ol 
nei. INGERSOLL STEEL DIVISION “oo tag 25-Ib.,.50-ib. and 100-Ib. drums 
escrew your jobber cannot supply you, order direct. 
—— Seen Gagereine, Saw Garey, HO. HYDROPONIC CHEMICAL CO., Inc., Copley, Ohio, U.S.A. 
¥. —_— ———— — —— on 
For Economical and Efficient Delivery of Your Circular Material 
and 
ATs Ube the 
ofits! H ARDW ARE AGE DIRECT MAIL ADDRESSING 
& MAILING SERVICE 
OATS It Will Assure You Maximum Success at Minimum Cost Contacting by Mail the Following Lists: 
_dlgmete 16,824 MAJOR RETAIL HARDWARE DEALERS 109 HARDWARE WHOLESALERS IN CANADA 
talniess WHOSE SALES EXCEED $50,000.00 ANNUALLY 
for open 1,996 INDUSTRIAL SUPPLY DISTRIBUTORS IN U. S. 
to. 50a 12,224 INTERMEDIATE RETAIL HARDWARE DEAL- 
chats of ERS WHOSE SALES ARE BETWEEN $20,000.00 151 INDUSTRIAL SUPPLY DISTRIBUTORS IN 
0” order. AND $50,000.00 CANADA 
on request. 
BRIS & C0. 6,945 MINOR RETAIL HARDWARE DEALERS 
ERDEEN ST WHOSE SALES ARE LESS THAN $20,000.00 ae Cenenee Tre 
— 6854 OUTSTANDING MAJOR HARDWARE 877 DEPARTMENT STORES HANDLING HARD- 
enemies DEALERS WHOSE SALES EXCEED $100,000.00 WARE AND HOUSE FURNISHINGS 
A 
er These Lists are Corrected Right Up to the 
[ts—- 544 GENERAL HARDWARE WHOLESALERS Minute We Address Your Mailing. Obviously 
er 134 WHOLESALE HEAVY HARDWARE WHOLE- an Advantage of Outstanding Value to Your 
e fact SALERS Direct Mail Sales Promotion 
irabl 
nt i WRITE FOR DETAILS 
it 
neoaal Direct Mail Addressing Department 
er HARDWARE AG E 100 EAST 42nd STREET NEW YORK 17,N. Y. 
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Classified Opportunities Section 





Ci. 


oe 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc, 


Allow Seven Words for Keyed Address 
or Your Address 





Set solid, maximum, 50 words........... 5.00 
Each additional word... nae 10 
Positions Wanted 
(Special Rate) set solid, maximum, 
FN sneak enter yi ods ono ais ddiee 2.00 
Each additional word.. 05 


CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N.Y. 


NOTE: Samp! of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers unless accompanied by 
sufficient postage for remailing. 





No agency commission allowed. 


HARDWARE AGE is 
Thursday. Classified forms 
prior to publication date. 


published every other 
close 15 days 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 





ne 





Accc 








NATIO 
Establis 
ANCO CORP 


New York 
Cle 
Covering all cl 


the accounts o 
Write for furt 











Representatives Wanted 


Representatives Wanted 


Representatives Wanted 








WANTED 


IMPORTERS and DISTRIBUTORS 
Highest Quality Rnd Hardware Items 
(tools and cutlery) 


Items are in high demand. 
Prices are very competitive. 


Address Box B-178, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











SALESMEN WITH FOLLOWING AMONG 
HARDWARE, GARDEN supply dealers to han- 
dle complete line low priced lawn sprinklers. 
Many territories open, excellent repeat business. 
This line a big seller in many of nation’s lead- 
ing chains and jobbers. Good commission. Ad- 
dress Box B-168, care of Harpware AcE, 100 
East 42nd Street, New York 17, N. Y. 


MANUFACTURERS REPRESENTATIVE: 


Wanted for Blue Mark, the new versatile lay- 
out fluid for all metal work. Sold through in- 
dustrial Mill and Hardware Jobbers. Excellent 
rogram for alert Salesmen. New England, 
etropolitan N. Y. & N. J. and Southeastern 
Territories open. 
Write Sales Manager, Blue Mark Co. 
60 Howard St., Irvington 11, N. J. 














MANUFACTURERS AGENTS WANTED: 
IF YOU call on dealers and jobbers who sell 
Electric Drills, here is a fast selling volume spe- 
cialty for you. Nationally advertised in Popular 
Mechanics and elsewhere. Converts any make 4” 
Electric Drill into a power screwdriver impact 
tool. It will drive home screws and bolts with- 
out effort. Appeals to all jobbers supplying deal- 
ers with Electric Drill attachments. Broadens 
each dealer’s sales of %4” drive tools to fit the 
unit. In reply, state area covered and type of 
trade. The Drilo Corporation, 201 East Carson 
Street, Pittsburgh 19, Pa. 


ATTRACTIVE OPPORTUNITIES IN ALL 
TERRITORIES for salesmen to handle newest 
line of small-parts plastic-drawers storage cabi- 
net. Low-cost volume sellers, easy to demonstrate, 
sell on sight, backed by national trade advertis- 
ing to provide leads. Liberal commissions, Write 
stating territory you can work this line into and 
your trade selling experience. Kleer-Vue Manu- 
facturing Co., 616 Penn Ave., Pittsburgh 22, Pa. 


SALESMEN WANTED FOR DECORATED 
METALWARE imported from England. For gift- 
ware, hardware and houseware trade. No objec- 
tion if you handle other lines. Commission basis. 
Write: I. D. Company, 150 Spring Street, New 
York 12, N. Y. 


PAINT BRUSH MANUFACTURER DE- 
SIRES SALES representative. Good contact 
with hardware, paint, etc. Jobbers required. 
Commission basis. Opportunity for aggressive in- 
dividual. Write details. Address Box B-158, care 
of Harpware Acz, 100 East 42nd Street, New 
York 17, N. Y. 
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TWIN CITIES HARDWARE REPRESENTATIVE 


If you’ve had builders hardware experience and can 
cover Northern Wisconsin, Minnesota, lowa and 
North and South Dakota from the Twin Cities write 
us about yourself. Information held in Strict Con- 
fidence. Our People all know this ad is running. 


Address Box B-148, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 




















SALESMEN WANTED—WITH FOLLOW- 
ING AMONG Hardware, Mill Supply and Elec- 
tric Supply Houses. We are Importers of Wood 
Screws, Stove Bolts, Builders Hardware and 
Tools with ample stocks on hand for prompt 
deliveries. Commission Basis. Territories will 
be protected. Address Box B-179, care of Harp- 
warRE AGE, 100 East 42nd Street, New York 17, 
7, M ¥- 





LOWEST PRICED LINE 


OF MEDICINE AND KITCHEN CABINETS. 








AVAILABLE FOR ALL TERRITORIES. 
STRAIGHT COMMISSION—EXCELLENT SIDELINE 
Metal Products Division 








THE WALTER S. KRAUS COMPANY 
48-01 Forty Second St. Long Island City 4, N. Y. 
——OUR 29TH YEAR 














EXPERIENCED HARDWARE SALES- 
MEN CALLING ON lumber yards and large 
hardware dealers wanted by a reputable manu- 
facturer for a line of builders hardware. Also 
for a line of directly imported door butts, shelf 
brackets, wood screws, tee and strap hinges, stove 
bolts etc., very competitively priced, generous 
commissions, state territory mow covering and 
lines handling in first letter. Address Box B-191, 
care of Harpware Ace, 100 East 42nd Street, 
New York 17, N. Y. 





SALESMAN—TO SPEND FULL TIME eall- 
ing on retail] hardware trade in Eastern New 
York State for nationally known galvanized warc 
manufacturers. Knowledge of retail hardware 
trade essential. Protected territory. Drawing ac- 
count against good commissions. Give complete 
information in reply. Address Box B-182, care of 
HarpwareE AGE, 100 East 42nd Street, New York 
5 as & 





SALESMEN CALLING ON RETAIL HARD- 
WARE, housefurnishing, and variety stores to 
carry a full line of reprocessed files, priced to 
meet all competition, commission basis. Address 
Box B-177, care of Harpware Ace, 100 East 
42nd Street, New York 17, N. Y. 


SALESMAN—TO SPEND FULL TIME 
calling on retail hardware trade in Western New 
York State for nationally known galvanized ware 
manufacturer. Knowledge of retail hardware 
trade essential. Protected territory. Drawing ac- 
count against good commissions. Give complete 
information in reply. Address Box B-181, care of 
HarpwareE AcE, 100 East 42nd Street, New York 
a ef 


SALESMEN REGULARLY CALLING ON 
HARDWARE STORES and Lumber Yards to 
sell a quality, patented household and industrial 
stepladder in protected territories of Eastern and 
Southern Ohio, Indiana, Illinois, Wisconsin, and 
Southeastern Michigan. Product on market four 
vears with good volume of repeat business. 
Write: Cambridge Mfg. Co., Grand Rapids, Mich. 











EXCLUSIVE PROTECTED TERRITORIES 
OPEN ON nationally advertised Mak-O-Washer 
t© agents calling on hardware distributors, dealers 
and plumbing supply houses. Unique demonstra. 


tion sells eight out of ten on first call. Excellent 
for opening new accounts and high volume re 
peat business. Address Box A-870, care of 


- i. Acez, 100 E. 42nd St., New York 17, 





REPRESENTATIVES WANTED: 


If you are now calling on hardware jobbers 
and larger retailers—KEY-BAK, the sensational 
new key-reel, has a real opportunity for you, 
KEY-BAK is advertised to your trade—aggres- 
sively promoted. Excellent commission. Exclu- 
sive to your trade. Write today to Lummis Mfg. 
Co., 2242 E. Foothill Blvd., Pasadena 8, Cali- 
fornia. 











PLUMBING SUPPLY SALESMEN 
WANTED TO SELL all types of fitting, tubular 
brass goods, closet seats, etc., to plumbing and 
heating contractors and hardware stores. Exceed- 


ingly good territories open. Drawing against 
commission. Replies strictly confidential. Address 
Box B-185, care of Harpware AcE, 100 East 


42nd Street, New York 17, N. Y 





Accounts Wanted 


ACCOUNTS WANTED: ATTENTION MA\- 
UFACTURERS! Quality lines wanted for States 
of Washington and Oregon by reliable and thor 
oughly experienced wholesale man who is becom- 
ing Manufacturer’s representative July 1st. Com- 
mission basis. Aggressive and comprehensive 80- 
licitation of Hardware and Floor Covering dis 
tributors, plus considerable sales promotion help 
will be given to lines selected. Please send re 
plies and information to Box B-180, care of Harp 
WARE AGE, 100 East 42nd Street, New York 1/7, 
Me te 





— 


TO WHOLESALERS 
yards, hardware, building 
heating, air conditioning, 
Expert knowledge of their 
Many years’ sales eX- 





LINES WANTED: 
WHO sell to lumber 
materials, plumbing, 
roofing and siding. 
viewpoints and problems. 
perience. Territory desired: Central and South 
Jersey. Additional territory considered. Address 
Box B-184, care of Harpware Ace, 100 East 
42nd Street, New York 17, N. Y. 





ATTENTION MANUFACTURERS: SUB- 
STANTIAL LINE WANTED FOR ILLINOIS, 
Wisconsin and Minnesota by Manufacturers 
Agent. Do you need a mature sales force now 
selling and with close personal contact of several 
years’ standing with 75 major accounts and 100 
minor accounts in the above states? This we cam 
offer you. Hardware Jobbers, Mail Order Houses 
and Department Stores mainly comprise this list. 
Write us if your line is of sufficient importance 
to justify this kind of representation. Address 
Box B-162, care of HarDWaRE AcE, 100 East 42nd 
Street, New York 17, N. Y. 


NEW YORK SALES REPRESENTATIVE 
SELLING Chain Syndicates such as H. L. Green 
Co., W. T. Grant Co., S. H. Kress, Newberty 
Co. would like to represent a reliable manufac 
turer. Can give all his time references. Address 
Box B-167, care of Harpware Ace, 100 East 42nd 








Street, New York 17, N. Y. 
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every other 
e I5 days 
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Accounts Wanted 


Help Wanted 


Positions Wanted 








NATIONAL DISTRIBUTORS 
Established—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 
Branch Offices 
New York © Philadelphia © Detroit 
Cleveland @ Louisville 
Covering all classes of jobbers. We will carry 

the accounts or you can bill direct. 





Write for further information and references. 
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Mak-O-Washer 
ributors, dealers 
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FOR CONCENTRATED AND THOROUGH 
COVERAGE among Hardware Jobbers, Dealers 
and Automotive Accounts. The following area 
will be covered to your complete satisfaction: 
Eastern Pennsylvania, South Jersey, Maryland, 
Delaware and the District of Columbia. Very 
best references. Address Box B-186, care of 
HarpwarE AGE, 100 East 42nd Street, New 
York 17, N. Y 





PACIFIC COAST REPRESENTATIVES 


We have transferred our office to 
California and are interested in 
representing reliable manufacturers of 


CHEMICALS -METALS-INDUSTRIAL PRODUCTS 


CHARLES VERMILYE COMPANY 


(formerly of 500—5th Ave., N. Y. City) 
3440 Wilshire Blvd. Los Angeles 5, Calif. 











MANUFACTURERS AGENT, CALLING ON 
OVER 300 well rated retail stores (all outlets), 
chain and department stores in New York and 
New Jersey area. Seeks one or two more staple 
items from reputable manufacturer. Address Box 
B-175, care of Harpware Ace, 100 East 42nd 
Street, New York vy, h © 





MANUFACTURERS REPRESENTATIVE 
WITH LARGE FOLLOWING covering Ohio, 
West Virginia and Western Pennsylvania desires 
one additional volume line to sell automotive 
jobbers and chains and hardware jobbers. Travel 
three men. Thorough coverage of territory with 
limited number of lines. Address: Gene J. 
Amster, 15714 Delrey Ave., Cleveland 28, Ohio. 





MANUFACTURERS REPRESENTATIVE 


Mlinois - Wi i t con- 
tacting Sadwae, yey & Electrical 
wholesaler interested in additional lines. 
Have warehouse facilities available near 
Loop, Chicago. 


Address Box B-110, care of HARDWARE ee 
100 East 42nd Street, New York 17, N. 














MANUFACTURERS REPRESENTATIVE 
CALLING ON HARDWARE and Electrical 
Wholesalers in Metropolitan New York and Long 
Island can handle one additional line. Address 
Box B-187, care of Harpware Ace, 100 East 
42nd Street, New York 17, N. Y 








MANUFACTURERS REPRESENTATIVE 
CALLING ON HARDWARE JOBBERS and 
Large lumber dealers in Pennsylvania West Vir- 
ginia and Virginia. Desires one Nationally known 
line on exclusive basis. Prefer line with straight 
commission arrangement. Address Box B-190, 


SALES DIRECTOR WITH NATIONAL 
REPUTATION. Must know Hardware Jobbers 
and familiar with paint lines. Address Box 
B-189, care of Harpware AcE, 100 East 42nd 
Street, New York 17, N. 





WANTED: EXPERIENCED CATALOG MAN 
TO HANDLE new catalog preparation for Mid- 
west wholesale hardware distributor. Address Box 
B-153, care of Harpware AGE, 100 East 42nd St., 
New York 17, New York. 





MAN WANTED TO COVER INDUSTRIAL 
ACCOUNTS for well-known established Elec 
trical Wholesaler located in Brooklyn. Part time 
or full time. Must have active accounts. Elec- 
trical experience not necessary. Drawing and 
expenses against commission. Address Box B-169, 
care of Harpware AcgE, 100 East 42nd Street, 
New York 17, N. Y. 





Positions Wanted 





EXPERIENCED STOCK MAN DESIRES 
POSITION with wholesale firm in greater New 
York area. Excellent References. Address Box 
B-145, care of Harpware Ace, 100 East 42nd 
Street, New York 17, N. Y. 





Business Opportunities 








SARAN PLASTIC SCREEN WIRE 


Offering 26”, 28”, 30”, 32” .015 Ga. 
Heavy plastic screen wire. All guaran- 
teed first quality . .. 5¢/sq ft... . in 50 
roll lots 5% additional discount. Also at 
same prices we offer 24”, 32”, 34” .015 
Ga. grey plastic Velon Screen wire. 
Please note that our stock of wire of- 
fered is limited. Order now and buy at 
below current factory carload prices. 


MILLMAN HARDWARE CO. 


114 Market St., Phila. 6, Pa. 
Lo-3-4871 














WANTED 


Position with wholesale hardware or 
manufacturing concern. Executive with 
more than 30 years’ experience in buy- 
ing, selling and management of whole- 
sale hardware business. Prefer to locate 
in South. 
Address Box B-183, care of ee a st 
100 East 42nd Street, New York 17. 














PURCHASING AGENT AND VICE-PRESI.- 
DENT OF large line yard building material 
firm available. Ten years this firm. Nineteen 
years’ experience, 45 years of age. Single. Uni 
versity training. Energetic and aggressive. De- 
sires change to Wholesale field, Southwest loca- 
tion. Salary requirement $7,500 and _ increase. 
Address Box B-188, care of HARDWARE AcE. 
100 East 42nd Street, New York 17, F. 





YOUNG MAN, 10 YEARS’ EXPERIENCE 
IN the purchasing and sales of mill supplies, 
Builders, fastening devices and General Hard- 
ware—Both Retail and Wholesale. Has outstand- 
ing capabilities and is seeking a position which 
requires the services of an experienced hardware 
man in a responsible capacity. Address Box 
B-159, care of Harpware Ace, 100 East 42nd 
Street, New York 17, N. Y. 








POSITION DESIRED: EXPERIENCED AS 
BUYER, Salesman and three years as Sales 
Manager in Wholesale Hardware, Paint and Ap- 
pliances. Eager to return to Hardware, or fe- 
lated fields. Now employed as Wholesale Lumber 
Buyer. Age 26. Address Box B-172, care of 
HarpwareE AcE, 100 East 42nd Street, New York 
19, oe Ee 





EXPORT MANAGER, EXTENSIVE FOR- 
EIGN AND domestic buying, selling background. 
Travel Europe, Africa and Middle Far East. Sev- 
eral occasions. Highest references Extensive 
knowledge. Market requirements. Can promote 
sales. Address Box B-174, care of Harnware 
Ace, 100 East 42nd Street, New York 17, N. Y. 





EXPERIENCED WHOLESALE HARD.- 
WARE EXECUTIVE, 20 years with one firm, 
married, now employed, wishes to make a change. 





care of Harpware AcE, 100 East 42nd Street, 
New York 17, N. Y. 
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Address Box B-171, care of Harpware Ace, 100 
East 42nd Street, New York 17, N. Y. 





FOR SALE—HARDWARE STORE IN Met 
ropolitan Philadelphia, $70,000 yearly sales volume 
Business established 1892. Volume can be in- 
creased. Address Box B-192, care of HarDWARE 
Ace, 100 East 42nd Street, New York 17, New 
York. 








REG. GALVANIZED FLY SCREENING 
at FACTORY CARLOAD PRICES 


Have total of 2,000 relis of regular (8x14 mesh branded 
make galv. sereen wire in all widths. We will sacrifies 


2 ea elsewhere. Write 
Immediately. Subject to prior sales. 


MILLMAN HARDWARE CO. 
114 Market Street, Philadelphia, Pa. Phone LO 3-487! 














FOR SALE HARDWARE BUSINESS, ES.- 
TABLISHED tlirty years ideally located in San 
Antonio, Texas. Owners retiring, for information 
inquire, Address Box B-155, care of Hampwarz 
AcE, 100 East 42nd St., New York 17, New York. 








Are You Considering Retiring from 
Business? Selling Your Stock for Cash? 


WE CAN PAY YOU A GOOD PRICE FOR YOUR STOCK 
SAMUEL EDELSON 


Cash Buyer & Liquidator 
480 Broome St., New York 13, N. Y. 














GOING 
wishes to 
Florida 
AGE, 


HARDWARE STORE FOR SALE: 
BUSINESS. Well established, owner 

retire. This is one of the best buys in 
Address Box B-170, care of Harpware 
100 East 42nd Street, New York 17, N. Y 


OWNER TOO OLD TO GIVE 
it proper attention. Small Hardware Store in 
Residential and Factory Section of Central Penn 
sylvania City. Active and Energetic owner can 
greatly increase trade. Stock consists of Hard 
ware, Paint, Tools, Fishing Tackle, etc., Seeds, 
Fertilizer, Electric wire and wiring devices. Ad 
dress Box B-176, care of Harpware Ace, 100 
East 42nd Street, New York 17, N. Y 


FOR SALE: 
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NEWEST STYLE 
CHROME TOWEL BARS 


OF MODERN, DISTINCTIVE BEAUTY 


Cash in on Spring Modern- 
izing market. Show custom- 
ers these beautiful, practi- 
cal towel bars for bath- 
rooms, kitchens. Everlasting 
chrome finish. Easily in- 
stalied, need but one solid 
space. Sizes 14" to 36" 
long. $3.30 to $5.00 in the 
stores. 6"' chrome towel 
ring featured in_ leading 
home magazines. Ring No. 
21, $3.00. 

DEALERS—write for complete 
line colored brochure and 

prices. 


GENERAL CHROME 


BRIDGMAN e@ MICHIGAN 




















































CASTERS 
and GLIDES 


on Pages 215, 216, 217, 218 
of July 24 issue 


HARDWARE AGE DIRECTORY 


and Order From Your Jobber Today 
FAULTLESS CASTER CORPORATION, Evansville, ind. 




























GORMAN-RUPP 


HI-N-DRY 
SUMP PUMP 











Pump and motor entirely out of sump. 
Install on floor level beside the sump, or 
on wall bracket. Accessible. Durable. Built 
for long, continuous service. Positive auto- 
matic self-priming. 


DISTRIBUTORS! We invite your 
inquiry. The Hi-N-Dry is headed 
straight for the top in the Sump 
Pump field. Competitive in price 
and profitable to sell! 


THE GORMAN-RUPP COMPANY 


MANSFIELD OH! 






























lll Me Gardner's 
ore SEnING- 


Two-Drawer 


Cabinet 


one and four drawer assort- 


o_O? 
o= 


ome 





Good Springs are so easy to in 


stock and sell this better way! ments. Boxed refills shipped 
Order the 2-drawer sturdy all- ickly 1 k. Th 

steel Gardner dealer cabinet. ee _— c — 
Holds 218 Extension and Com- quality, precision-made, plated 
pression Springs . . . 79 sizes Springs. Ask your jobber or 


write us today! 


Gardner Wire Co. 1329 So. CICERO AVE. 


- in coded compartments. Also 


















CHICAGO 50, ILL. 
238 


| 





| 





Index to Advertisers 
































A Empire Brushes, Inc. ........ : 2 
CE Ms cc ocsevesuewnrnne 128 —— Mfg. Co., The, Phila., 
SIN oo. vacorsceczesece P71 8 
Aladdin Industries, Inc. .... 50 Everedy Co., The - 
Allied Wheel Prod., Inc.......... 189 
Aluminum Co. of America, Screen 
Cloth Div. £ 
Aluminum Cooking ‘Utensil. Co. Faultiess Caster Corp. ........... 
eed ieenity fees SEAT IRS 36-37 Peeiilia betel & Sibber Co. 
Aluminum Goods Mfg. Co.. 135 aro. ; 
American Chain & Cable Co..... 6 ane al 
American Grease Stick Co........ 182 
American Mfg. Co. + 3 82 
American Pad & Textile Co....... 49 G 
Amplex Engineering, Inc. ........ 172 | Gardner Wire Co. aan 
Anchor Wire Corp. .............. 213 | Gates Rubber Co. . 46-47 
Arrow Metal Prod. Co............ 213 | General Chrome occ 
Art Wire & Stamping Co........ 217 | General Filters, Inc. . 18 
General Mills Inc. . 1 
General Slicing Machine Co . 
Geuder, Paeschke & Frey Co..... § 
sia a 8 ia Gilbert Plastics, Inc. . I 
akelite Co. Div. o nion Car- ; ; : 
bide & Carbon Corp. 29, 109 ahem +e Si = 
Baldwin Mig. Co. ............0.-. BP : cs - ; 
Belf & Lustig ... ger] SEONG Se, ©. ©. 
‘ i: Industrial Prod. Div. . 140-14) 
Berns Mfg. Corp. . . 221 Koroseal Play Ponds . 19-20 
Better Homes & Gardens..... 30! Goodyear Tire & Rubber Co., Inc. 67 
Bissell Carpet Sweeper Co........ 197 Gorman-Rupp Co. . nn 
Black & Decker Mfg. Co......120, 121] 6raham Co., Inc., John H...128, 155 
Bommer Spring Hinge Co., Inc... 240 Grainger Inc., W. W. ...... 2B 
Boonton Molding Co. . 223! Grand Haven Stmpd. Prod. Co. 23 
Bristol Brass Corp., The........ 32 Gresstes Veet Go. a 
Brooks & Sons, M. S. . 192 Gries Reproducer Corp. . 1% 
Burgess Battery Co. .............. 125 Griffin Mfg. Co. 212 
c H 
| Camillus Cutlery Co. ............ 161 | Hager & Sons Hinge Mfg. Co., C. 239 
| Carlon Prod. Corp. .............. 58 | Hall-Mack Co. ........ a 
| Champion DeArment Tool Co.... 63] Hanson Scale Co. 239 
| Chapin Mfg. Works, R. E........ 184] Harris & Co., Arthur 7 
| Chemical Service Corp. ......... 234] Heller & Co., W. C. 214 
| Chevrolet Motor Div. ............ 16| Hemp & Co. 137 
Chicago Roller Skate Co......... 124] Hook Scraper Mfg. Co. 155 
| Chicago Spring Hinge Co....... 209] Hotpoint, Inc. ............++- 
SN EE US ce nscscwwssecwese 171 | Hydroponic Chem. Co. . 25 
Clomwon Gres... IG. .6--ccoccccse 23 
| Colorado Fuel & Iron Corp.....33, 186 
Columbia Malleable Castings | 
REE ees Re ee 168 = 
Columbus-McKinnon Chain Corp.. 205 Winets Water Treatment Go. ” 
Columbus Plastic Prod., Inc...... 221 | Industrial Synthetics Corp. ...176179 
Congoleum-Nairn, Inc. 35 Ingersoll Steel Div. .... oe . 
Congress Drives Div. _.. 249 | International Molded Plastics, ie, a 
Continental Motors Corp. ........ 77 Interstate Folding Box Co. 30-39 
Cooper Thermometer Co. ........ 193 on oe. OS So 2) 
Corbin Cabinet Lock Div... 149 ae 
Corning Glass Works ............. 26 
Dc cccuegccWadceeseanen 222 
Coughlan Co., G. N 57, 73 J 
Crescent Tool Co. 24 | Jackson Mfg. Co. .. .” 
Jacobsen Mfg. Co. ... . 173 
Johnson, Inc., William . 213 
Judson Rubber Works, Inc. . 1% 
D 
Gusto: Pred. Gai ic cvccres 235 
Dempster Mill Mfg. Co. 198 K 
Dispensers, Inc. ........ rer 163 | Kaiser Aluminum & Chem. Corp.. 34 
Disston & Sons, Inc., Henry..... 74-75 Keil Lock Co., Inc. ; 8 
Domes of Silence enemas 240 Keystone Wire Cloth Co. 145 
| Dormont Mfg. Co. ............... 234 Kilgore, Inc. ...... 18 
f CRF PUR, OR. isis. cccvvoccnss 234! Kimble Glass Div. Owens-Illinois 
I IS, SS cseeniecssesnen 175 Giess Co. ... ea cea 
Draper-Maynard Co. ............. 207 | Kiean-Strip Co., lnc. ion . 8 
Durham Co., Donald ............. 232 | Knickerbocker Rubber Co. 173 
Krasberg & Sons, R. ... » 
Krieg, Inc., Victor J. .. . 169 
E Kwikset Sales & Service Co. i. 
E & J Enterprises, Inc. ........... 234 
NI. NY Srceeedecccseces 204 
Ekco Prod. Co. L 
Eldon Mfg. Co. Lamson & Sessions Co. . 1 
SNS THIS Ge. oc cccccccccecess 230 | Landen Putty Works, Inc. . 150 
HARDWARE AGE, APRIL 16, 1953 











In 





Lansing Compar 
Louson Compan: 
Lenk Mfg. Co. 
Libbey-Owens-Fo 
Loamium Co. of 
Lockwood Hdwe 
Lowe Brothers C 
Ludlow Products 
Lufkin Rule Co. 


Manitowoc Equi 
Mann Edge Tool 
Marshal!town Tr 
Martin Rubber | 
Martin Stampinc 
Mastercraft Plas’ 
Master Metal P 
McGill Metal Pr 
McKinney Mfg. 

Metal Ware Co 
Metaloid Co., 
Miller, Inc., Rot 
Minnesota Minir 
Moe Light, Inc. 
Monsanto Chem 
Montague Rod « 
Motorola, Inc. 

Murphy's Sons C 
Murphy Paint [ 
Corp. 


National Lock 

National Mfg. | 
National Metal 
National Pressur 
New York Wire 
Nichols Wire & 
Nicholls Mfg. C 
Nicholson File | 


Ocean City Mfc 


Palmer Tool Cor 
Parks Co., The 
Patent Novelty | 
Patterson-Sargen 
Penn Fishing Tac 
Peoria Metal Sy 
Pheoll Mfg. Cec 
Phoenix Table Nh 
Pittsburgh Plate 
Paint Div. 
Store Front D 
Plastic Block C’ 
Plasti-Kote, Inc. 
Plastic Woven P 
Plymouth Rubber 
Porter-Cable Mc 
Power Prod. Co! 
Pratt & Lamber 
Pyrene Mfg. Cx 


Raybestos-Manhe 
tos Textile Di 


Ray-O-Vac Co. 
Red Devil Tool: 
Reflector Hardw 
Remington Arm: 
Reynolds Metal: 
Rich, Inc., How 
Ridge Tool Co. 


HARDWAI 





2 
Rese. Phil, 
- 1B 


- Im 


yber Co..... In 
- i 
-. 8 
. 18 
ocean 
ine Co...... 29 
rey Co..... % 
. 17 
. % 
.m 
. 140-14) 
. 19-20 
er Co., Inc. 67 
Se 
hn H...128, 155 
pata’ .. B 
Prod. Co. Bl 
jsoseulae 
D. a 
. 22 
fg. Co., C. 239 
— 
29 
. & 
— 
137 
155 
Secale oc 
235 
t+ Co. ... 1% 
rp . 178-179 
Sealant 235 
istics, Inc. 
166- 
Co. . 38-99 
. 0 
. 19 
, 173 
ee 
ic. . 18 
1. Corp.. 4 
. & 
1 
18 
1s-[llinois 
Scsieas cae 
. 728 
_ 173 
. 12 
. 19 
0. 3 
17 
. 150 


16, 1953 








Index to Advertisers 





—-> 


Lansing Company ..............-. 227 
Lovson Company, The ........... 189 
RNG TES © Fars voisscs ote cees 22 
Libbey-Owens-Ford Glass Co. .... 62 
Loamium Co. of America......... 44 
Lockwood Hdwe. Mfg. Co. .. ; 
Lowe Brothers Co. ............... 151 
Ludlow Products Corp. ........... 211 
ST PEEL ie dan'ogt Sno tdwonanee . 29 
M 
Manitowoc Equipment Works .... 40 
Mann Edge Tool Co. ............. 48 
Marshalitown Trowel Co. ........ 234 
Martin Rubber Company ........ 235 
Martin Stamping & Stove Co..... 229 
Mastercraft Plastics Co., Inc. .... 153 
Master Metal Prod. Inc. ........ 170 
McGill Metal Products Co. ...... 226 
McKinney Mfg. Co. .............. i 
Metal Ware Corp., The ......... 227 
SE Ss TE cvccascavevees 222 
Miller, Inc., Robert E. ......... . 240 
Minnesota Mining & Mfg. Co. .. 206 
Moe Light, Inc. ..............133, 134 
Monsanto Chemical Co. ......... 115 
Montague Rod and Reel Co. .... 21 
Oe TRE: 5 cccecseecenetes 190-191 
Murphy's Sons Co., Robert ....... 193 


Murphy Paint Div. Interchemical 
180 


Corp. . Re 5:9 seeghountd vp dane ale 


N 
National Lock Co. ............. 59 
OD ON. GBS. oe cecscseveewe 9 
National Metal Prod. Co. ...... 181 
National Pressure Cooker Co..... 53 
New York Wire Cloth Co. ....... 157 
Nichols Wire & Aluminum Co. ... 177 
SENS WOR, GO... .ccsccier cece Oe 
Nicholson File Co. ...........+++ “ 
° 
Ocean City Mfg. Co. . 21 
P 
Palmer Tool Corp. ............... 116 
OD, Gi i oven dcneenswne 188 
Patent Novelty Co. .............. 177 
Patterson-Sargent Co. ............ 81 
Penn Fishing Tackle Mfg. Co. . 217 
Peoria Metal Specialty Co. ..... 144 
Peel Mig. Co. ........002- . 14% 
Phoenix Table Mat Co. ....... 28, 234 
Pittsburgh Plate Glass Co. 
 _ i ae .... 130-131 
Store Front Div. ...........-- ~ 
Plastic Block City, Inc. ° . 6 
SE, Me rnc abunneswenees 215 
Plastic Woven Prod. Co. ... 61 
Plymouth Rubber Co., Inc. .... 18! 
Porter-Cable Machine Co. ....... 72 
power Pied. Gee. ......0.0.-.005 UB 
Pratt & Lambert, Inc. ....... . 60 
Pyrene Mfg. Co. .......... 139 | 
R 


Raybestos-Manhattan, Inc., Asbes- 
tos Textile Division ............ 


a ee ow eT 
Red Devil Tools ........... a 
Reflector Hardware Corp. ....... 200 
Remington Arms Co., Inc. ....... 105 
Reynolds Metals Co. ............ 79 
Rich, Inc., Howard B. ........... 215 
BS WOME HORS icéke se cescccccee BMP 








Rival Manufacturing Co. ......... 193 | 
Rockwood Mfg. Co. ............-- 203 | 
Rey Ge., B. To 22... ccccccccesss 203 | 
Russell, Burdsali & Ward Bolt & 
BT WG iseaceaeccces Eokeace: ae 
Ss 
Safe Padlock & Hardware Co.... 209 
 } UL eee 234 
St. Louis Cordage Mills eee 
Salli & Company, Inc., Harry .... 215 
Samson Cordage Works ......... | 
Sapolin Paints, Inc. ...... sco ae 
NE BE MG isapacccscwesseces 76 
Sharon Bolt & Screw Co. ...... 231 
Sheffield Bronze Paint Corp...... 183 
Shelby Spring Hinge Co. ........ 138 
ES. Auaidacaaeeiaos 64 
Simplicity Mfg. Co. beviuce . 6 
Skil Corporation ......... f 25 
Sloane Blabon Corp. ............. 7 
Smith & Company, D. B. ......... 172 
NS hc ca cak Jha nena nan 164 
Speedway Mfg. Co. piduhnmainwee 152 
Spencer Kellogg & Sons, Inc..... 127 
Stanley Electric Tool Div. ......,. 51 
ee WROTE, FOR occ cscsvecces 154 
Star Mfg. Co. ... nee 
Star Metal Products Co. re 187 
Star Stainless Screw Co. ......... 230 
Stewart Iron Works Co., Inc., The. 231 
Stratton & Terstegge ............ 228 
SES “aCacdinsechartedkeseks 142 
Sylvania Electric Products, Inc. .. 78 
T 
Taylor Lock Co. Le 
Co eee 
ee 233 
U 
| Union Fork & Hoe Co....... ee 
Union Steel Products Co. .. . 107 
United States Rubber Co. 113 
Universal Metal Products Co..... 172 
v 


Vdo-Tachometer M.B.G.H. 
Andrew Fisher Cycle Co., Inc... 189 


Victory Artwares Co. ...... 234 
Ww 

Wagner Mfg. Co., E. R...... . 165 
Warner Manufacturing Co..... 211 
Washburn Co., The J . 239 
Waterloo Valve ne Compres 

sor Co. aI 
Westclox Div. of Generel Tine 

Corp. ; , 52 
Westinghouse Electric Corp. 

|) OS eee 56 
Westwood Mfg. Co. .......... 185 
Wickwire Brothers, Inc. Wt 
Wickwire Spencer Steel Div....33, 186 
Wooster Brush Co. ..... soso ee 
Wooster Rubber Co., The .... 4l 


Wright Steel & Wire Co., G. F... 183 


x 

SI, BRB i cenvccwevescs . 169 
Y 

Yardley Plastics Company ....... 70 


HARDWARE AGE, APRIL 16, 1953 


“7he KITCHEN APPLIANCE 
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SLICERS 


sd WALDEN, NEW YORK 











Household - Personal - Utility 
Nursery - Hanging Balances - Postal. 


Standard with the hardware trade 
for over sixty years. 


Consult your jobber 
HANSON SCALE CO. (Est. 1888) 


® CHICAGO 22, ILLINOIS 








EYE BOLTS 


DISPLAY ASSORTMENT 


THE WASHBURN COMPANY 








EVERY HAGER HINGE SWINGS ON 100 YEARS OF EXPERIENCE 










“HAGER” 
on Hinges 
is 
your guarantee 
of satisfaction 
EVERY TIME! 





139 VICTOR STREET « ST. LOUIS 4, MO. 


WITH SQUARE NUTS 


239 


















CARPENTER SQUARES 
AMERICA’S FIRST 


with 
CRAFTSMEN 
FOR EVERY USE 


“Quality with fconomy” © 


NICHOLLS MANUFACTURING CO., OTTUMWA, 


TROWELS, FLOATS, CEMENT TOOLS, DARBIES, HAWKS 


FOR THE TRADE Se epe: 


FOR THE FARMER 
FOR THE HOUSEHOLDER 


ZEPHYRLITE 


IOWA — U.S.A. 


2 
FO 2 ge ec er em 








—————. 











BOMMER 


HALF -SURFACE 
SPRING HINGE 


DOUBLE 
ACTION 


Type 
30291/, 


For light wood doors and wood gates not to 
exceed 30 pounds. Particularly suitable for 
plywood. Jamb leaf can be applied to flat sur- 
face without use of hanging strip. Only 5/32” 
cut out at back of door. 


MADE IN 3 INCH SIZE ONLY 


BOMMER SPRING HINGE CO., Inc. Brooklyn 5, N. Y. 











ADVERTISED fpopu 


TO MILLIONS IN => ME 


rd eavip- 
Standa «Ben 
e, Hamil- 
| Elec- 
ton, Genero 
trie and many other 
appliances 
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from our line of Quality Finish Hardware 
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THE H. B. IVES CO. NEW HAVEN, CONN. U.S.A. 











DISPLAY Genuine, easy-to-sell 


DOMES or SILENCE 


One set on a Card. 
12 Cards = a box. 


SIZ 
ly” 1%,” 1-1/16” 
1” 34” 56” 


World's 
best-known, 
quickest- 
selling 


FURNITURE 
GLIDES 





Ask your jobber or write 


ROBERT E. MILLER & CO., INC., 


To get your share of steady year- 
round profits from DOMES OF 
SILENCE— 


NATIONAL ADVERTISING 


—keep these sales-making display 
containers—cards and boxes—on 
your counter. 


One set in a 

box. 12 boxes 

in carton. 
Siz 


ES 
1 Vn" ly” Ye” 
%” 56” l Af %” 


DOMES of SILENCE, Division of 





35 Pearl St., New York 4, N. Y. 
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